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		Learn It 1.1.1 Effective Communication

								

	
				 	Explore how good communication skills can make you a better employee
 	Understand the difference between the main audience and other audiences in business communication
 	Understand the social communication model
 	Recognize the important characteristics of effective business writing
 	Explain how professional and personal communication can overlap
 
  The Role of Communication in Business
 Business is about people. Businesses serve people with products and services; employ people and pay them to do work; and engage with the communities in which they operate. To be in business is to be surrounded by people who interact with you or who require something from you.
 Being successful in business or any other profession involves building and maintaining relationships, completing tasks, working in teams, and expressing ideas by using effective communication. To be an effective communicator, you need to be understood.
 Becoming a Better Employee
 Communication is something we often take for granted but not often something we actively think about improving. Yet being a good communicator can lead to opportunities for growth as an employee, make you more valuable to your employer, and help you advance in your career.
 Consider the tree swing in the figure below. The creation of that swing started all wrong and then got worse from there.
 [image: A four-panel sequence of cartoon tree swings. The first panel is a wooden swing with three seats placed vertically, as proposed by the customer liaison. The second panel is a wooden swing tied to a branch with three ropes tied to the same branch, as described in the project request. The third panel is a wooden swing with two ropes tied to different branches on opposite sides of the tree, as constructed by the installation team. The last panel is a tire swing tied to a branch with a singular rope, which is what the customer wanted. These panels depict how there is often a disconnect between members of a production team, as well as a disconnect between what the production team wants and what the customer wants.]Figure 1. Different versions of the same project based on varying interpretations of the communication with the customer Assume each tree represents a different version of the project based on varying interpretations of what the customer wanted. Let’s approach the tree swing project as though you were the project manager in charge of completing this project. How could you have been a better employee and improved that result with better communication? Let’s look at what happened step by step.
 Step 1: Meeting with the customer liaison
 As the project manager, you met with the customer liaison, Jerome, and heard his translation of the customer’s wishes. Jerome very clearly told you the customer wanted a swing with three seats, one on top of another. Now, you’re an expert on tree swings. Does his request make sense?
 This is an effective communication opportunity. You could have asked questions, clarified, and repeated what Jerome told you. You could have told him this kind of swing design was highly unusual and not generally embraced by tree swing aficionados. An opportunity to engage in effective communication with the customer was missed.
 Step 2: Specifying the project request
 As the project manager, you had to provide the production team with an accurate description of the project. Rather than requesting three seats, you requested three ropes to secure the swing to the tree.
 This is another effective communication opportunity. You could have proofread and double-checked to make sure your request matched Jerome’s request, but you did not. You missed an opportunity to ensure effective communication by using reinforcement and repetition.
 Step 3: Designing, production, and installation
 Your swing production team did not question your request for three ropes. Next, the installation team got there and the product wouldn’t work without additional reinforcements, so they did what was needed to make the product functional.
 This is another effective communication opportunity. Not only did they miss opportunities to communicate with each other, but you missed an opportunity for follow-up, reinforcement, and repetition.
 When your manager gets a call from the customer complaining about not getting a tire swing that seats three people, your manager will come to you for answers. It will be clear that improved communication would have allowed you to deliver better results.
 Employees who communicate effectively can avoid all these issues. They are presented with a problem, and they take in all the necessary information. Then they use messaging that is:
 	Objective
 	Clear
 	Relevant
 	Concise
 	Consistent
 	Complete
 	Considerate of the knowledge the audience possesses.
 
 When writers work to improve their communication skills, they become better team members, co-workers, and employees.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	

			CC licensed content, Original
	Becoming a Better Employee. Authored by: Freedom Learning Group. Provided by: Lumen Learning. License: CC BY: Attribution
	Tree Swing Example. Provided by: Lumen Learning. License: CC BY: Attribution
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		Learn It 1.1.2 Effective Communication

								

	
				The Business Audience
 As a business communicator, you’ll be communicating with two types of audiences.
 primary vs. secondary audience
 	Your primary audience is the audience that your communication is intended for and who are expected to take action or make decisions based on the communication.
 	The secondary audience includes individuals who are not the main focus of the communication but who may still read, hear, or use the information indirectly or have an interest in its outcomes.
 
  For instance, if you’re preparing an earnings report, the primary audience is likely your senior team. They will review the information, give you feedback, and decide if they need to take action based on the information you’ve provided. That same earnings report might find other audiences in investors, stockholders, or even your competitors or the media. They may comment on your data or take action on it in ways that may influence your senior team.
 Understanding Primary and Secondary Audiences
 The differences between primary and secondary audiences affects how you will communicate.
 	Managing information: When you consider the information you should be communicating, you need to consider the needs of your primary audience first. The information they require to do their work is your first concern. Other information that would be important to a secondary audience would be a lower priority.
 	Managing language: A key factor in communicating effectively is the assessment of the knowledge that your intended audience brings to the table. If your primary audience is a group of middle school students and your challenge is to explain a summer internship program run by your nonprofit organization, your language will be very different than if you explain it to a group of potential donors. Choose the correct language to communicate.
 	Managing the depth of your topic: The human resources team might want to dig into a turnover report in great detail and, if they’re your primary audience, it’s your job to communicate that information to them. On the other hand, the CEO may just want to know what the annualized rate is. “Are people staying or are they leaving?” he will ask. Sometimes a simple, “Staying,” is all he needs to know.
 
 You will communicate more effectively if you understand your audience and the depth of knowledge they bring with them to the communication event.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	

			CC licensed content, Shared previously
	The Business Audience. Authored by: Freedom Learning Group. Provided by: Lumen Learning. License: CC BY: Attribution
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		Learn It 1.1.3 Effective Communication

								

	
				The Social Communication Model
 Communication suggests a linear process. There’s a sender of a message—let’s say that’s you talking. You put your thoughts into words. And then there’s a recipient of a message. He hears those words and considers their meaning. That’s your co-worker, listening. It looks something like this:
 [image: A horizontal flowchart represents the social communication model. The flowchart includes six labeled boxes connected by arrows pointing to the right, flowing from Sender to Encoding to Message to Medium to Decoding to Receiver.]Figure 1. Steps of the social communication model You, the sender, have a thought. You put that thought into words (encoding). The message comes out of your mouth, and then it is decoded (processed) by the recipient, your co-worker, who then decides on the meaning of your words as a result of that decoding process.
 But what you say isn’t always what your co-worker hears. And that’s where miscommunication can happen.
 Imagine you’re discussing project details over the phone while in a noisy café. You’re trying to convey, “We need the report by next Thursday,” emphasizing the deadline. This is your message, encoded with the urgency and importance of the task.
 However, the “noise” in this scenario isn’t just metaphorical. This environmental noise interferes with your message as it travels to your colleague, distorting the reception.
 [image: The same horizontal flowchart of the social communication model, this time with an added gray “Noise” cloud behind all the labeled boxes.]Figure 2. The gray “Noise” cloud represents interference that can occur at each step of the communication model The noise disturbing your message can jump in at any time. It can be actual noise, it can be a concept misunderstood by the sender before the message is even formed, it can be a message that’s not articulated properly, or it can be a message that’s just not understood by the receiver. In this case, the “noise” is literal background noise from the café.
 Your co-worker hears your communication, and the message you encoded and sent is not decoded in the same way, because the decoding process is affected by “noise.” As a result, your coworker thinks you’ve said, “We need the report by this Thursday,” and your colleague rushes to complete the report, prioritizing it over other critical tasks based on this misunderstanding.
 They send you an email saying, “I’ve rearranged my schedule to ensure the report is ready by this Thursday,” which serves as feedback.
 [image: The same horizontal flowchart of the social communication model, including the cloud, with an added arrow called “Feedback” pointing left from the Receiver to the Sender.]Figure 3. Feedback sends information back to the sender Your recipient has let you know that you’ve been misunderstood by giving you feedback. At this point, you can:
 	Repeat the message, this time ensuring a clearer line of communication, perhaps by choosing a different medium to convey the message like email or text
 	Ask clarifying questions to uncover the root of the misunderstanding, then address those issues in your next communication attempt
 
 In this scenario, you realize the mix-up was due to the noisy environment during your call. This happens frequently in business communications, where background noise or distractions can lead to misinterpretations. You process the feedback and encode a new message, clarifying, “My apologies for the confusion; the deadline is next Thursday, not this Thursday.”
 When the communication is only linear, extending from sender to recipient, you’re talking at your audience. The minute there’s feedback from the audience, like with the social communication model, you’re talking with your audience. Talking with an audience ensures a better level of understanding.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
   
 
	

			CC licensed content, Shared previously
	The Social Communication Model. Authored by: Freedom Learning Group. Provided by: Lumen Learning. License: CC BY: Attribution

All rights reserved content
	Basic Model of Social Communication. Provided by: ManagementMania.com. Retrieved from: https://managementmania.com/en/basic-model-of-social-communication. License: All Rights Reserved
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		Learn It 1.1.4 Effective Communication

								

	
				Writing in Business
 The ability to convey ideas effectively through writing is a skill. As technology evolves and workplaces adopt diverse communication platforms, the need for clear, concise, and impactful business writing becomes increasingly important. Considering the growing overlap in professional and personal communication, improving your business writing will equip you to navigate the challenges of workplace communication.
 Just like having a face-to-face discussion, effective business writing should rely on the seven principles of business communication:
 	Clear
 	Concise
 	Objective
 	Consistent
 	Complete
 	Relevant
 	Considerate of Audience Knowledge
 
 When you put pen to paper, you should consider every principle. We’ve looked at these principles before, but now let’s take a deep dive into how they might impact your writing.
 Communication System Outage
 Let’s assume that you’re writing a message to let everyone know that the office’s communication system will be down for half an hour next Friday morning. Let’s take a look at how each of the principles of business communication figures into that written message.
 	Clear: When you craft the message, you should make sure that it’s clear to your readers. In this case, you want the entire company to know that the office communication system will be down for half an hour starting at 9. Being clear means that you add a.m. and p.m., even if you think it might be obvious. For the benefit of colleagues who may be traveling, you should also indicate the time zone (e.g. Eastern Time).
 	Concise: Since it’s a message about the communication system, it should be a message limited to the communication system and the outage. 
 	Objective: Your personal feelings and comments do not need to be a part of the phone communication. For instance, “Even though the timing is poor, we are going ahead with the system update on Friday” is a great example of not being objective.
 	Consistent: If the communication system has been out three or four times before, your message should be similar to those that came before it. Consistent means that the details are the same each time–that the communication looks the same, sounds the same; and that any new details are explained.
 	Complete: If you set out to tell the company that the communication system is going to be out at 9:00 a.m. on Friday and then fail to tell them when it will be back up, then your message is incomplete. Strive to be complete in your written communication by anticipating any question a reader might ask: “Is the phone system going down this Friday or next Friday?” “How long will it be down?” “Is the whole corporate office affected or just a portion?”
 	Relevant: When considering whether a message is relevant, you can ask yourself, “Are these readers affected by this information?” “Does it matter that the phones will be out on Friday if the office is closed for the holiday?” It also means not including information that isn’t relevant to the reader, such as, “The information technology department thinks that increasing the memory of the main server may solve the connectivity problems.” This is not relevant.
 	Considerate of Audience Knowledge: Always keep in mind the knowledge your audience brings to the message. If you’re communicating the details of nuclear fission to a group, you would talk to them differently depending on how much they know about science. In this case, everyone understands what the communication system is because they use it when they work in the office. 
 
  It’s incredibly important to measure your written communication against the seven principles of business communication because, in written communication, the feedback portion of that social communication model isn’t always accessible. When noise enters your written communication, you often don’t immediately know that your audience doesn’t understand until it’s too late. Make sure you measure your message against the seven principles to stay ahead of any misunderstandings.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Professional and Personal Communication
 professional vs. personal communication
 	Professional communication involves the exchange of ideas, information, and instructions in a workplace or business setting.
 	Personal communication refers to the exchange of information between individuals in a non-professional context.
 
  In this course, when the term “professional” is used to describe communication, a situation, or a person, the intention is to focus on what happens in a work or business environment. What is considered “professional” and the norm in a specific workplace will vary depending on the organizational culture and context.
 However, it is important to recognize that critics of “professionalism” view it as a set of expectations that favors the dominant White culture. Adopting such a standard puts those whose primary culture is not Western and those who are not White at a disadvantage.[1]
 Learn more about how professionalism standards can lead to bias.
  Level of Formality
 When you consider the difference between communication on a personal level and communication on a professional level, the first thing that comes to mind is the level of formality. In personal communication, you typically use relaxed language. The level of knowledge you have about your audience is usually significant. There is less of a need to be clear and concise and the need to be objective is often not considered. Personal communications are often meant only for a single audience and are oftentimes understandable only to that audience.
 Professional communication, on the other hand, is received by an audience that you don’t know as well. Unlike personal communication, where relaxed language and shared knowledge are often assumed, professional communication tends to be formal, clear, and objective.
 As technology and social media continue to advance, the boundaries between personal and professional communication become blurred. Your customers are looking to connect with your company on a deeper, more personal level. Technology has turned the 9–5 worker into an always-accessible team member. Because of work spilling into personal time, professional relationships are evolving into something that straddles the line between formal and informal as well. Add to that myriad methods of informal communication platforms like texting and social media, and you can see communication is complex.
 If companies with strong brands are going out of their way to connect with their customers on social media and share the human side of their businesses, then there’s no reason why you shouldn’t follow suit as long as you feel comfortable doing so.
 When adding a personal touch to business communication, keep the following in mind:
 	Don’t give up the seven principles of business communication: No matter how personal you get, those principles are still the hallmark of a successful message. Your wider audience still needs clarity, uniformity, and so on. Your goal is to be understood, and to yield a particular business result, and that doesn’t change.
 	Don’t get personal to the point of irrelevance: Your co-workers and vendors might enjoy knowing that you’re a huge football fan, but they don’t need to know what you had for lunch today.
 	Don’t share details that might not be easily embraced: Be cautious when sharing personal ideals to avoid potential challenges in message reception. Individuals may not respond positively when confronted with viewpoints conflicting with their own, emphasizing the need for thoughtful and considerate communication in navigating diverse ideological landscapes. 
 Former CEO of CrossFit, Greg Glassman, was forced to resign after making inflammatory remarks on social media about Black Lives Matter protests. Even though he eventually apologized, more than 1,000 gyms said they would stop using the CrossFit name, top athletes boycotted the CrossFit Games, and companies like Reebok ended partnerships, all costing hundreds of millions in lost revenue.[2] 
 
 Even though professional communication and personal communication are quickly becoming just “communication,” your success depends on being successful at it.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Gray, Aysa. “The Bias of ‘Professionalism’ Standards.” Stanford Social Innovation Review, June 4, 2019. https://ssir.org/articles/entry/the_bias_of_professionalism_standards. ↵
	Salinas, Brenda. “CrossFit CEO Steps Down After His Racial Remarks Led Reebok, Others To Cut Ties.” NPR, June 9, 2020. https://www.npr.org/sections/live-updates-protests-for-racial-justice/2020/06/09/873150038/crossfit-company-is-ostracized-after-its-ceos-racial-remarks. ↵
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				 	Explore how good communication skills can make you a better employee
 	Understand the difference between the main audience and other audiences in business communication
 	Understand the social communication model
 	Recognize the important characteristics of effective business writing
 	Explain how professional and personal communication can overlap
 
  The Changing Retail Environment[1]
 Businesses need to know who their customers are because understanding the demographics, preferences, and behaviors of their target audience enables them to tailor their products, services, and marketing strategies effectively. This knowledge helps brands create personalized and relevant experiences, build strong customer relationships, and foster loyalty.
 [image: 5 tweens walking together]Tweens may not have the purchasing power of adults but businesses still consider them a secondary audience that influences adult decision making. Brands like Sephora and Target primarily cater to adults (Millennials and Gen Z), who possess the purchasing power and brand loyalty that these companies rely on. However, for adults who have children in their lives, those children often have a great influence on adult purchasing decisions. Gen Alpha‘s preferences and opinions shape parental purchases despite children not having direct purchasing power. The rise of social media platforms like TikTok, where young users display and review products, further influences the retail ecosystem.
 Brands are increasingly offering products that appeal across age groups. For example, clothing retailer Gap created a category called Project Gap to target tween consumers. It has become common for clothing brands to expand their size range of the same styles to appeal to adults and their children.
 Other retailers will pursue a strategy where they market the same products across age groups. This strategy reduces the need for separate product lines while increasing overall brand loyalty. Consider how the Stanley tumblers are used by consumers of all ages.
 How do primary and secondary audiences differ in their influence on brand marketing strategies, and why is it important for brands to consider both?
 Click to Show Sample Answer Primary vs. Secondary Audiences
 The primary audience consists of the brand’s main target market, the consumers who directly engage with and purchase the brand’s products. For example, adults (Millennials and Gen Z) are the primary audience for brands like Sephora and Target. They possess the purchasing power and brand loyalty that provide a brand’s revenue.
 The secondary audience includes individuals who are indirectly influenced by the brand’s messaging, often because they are part of the primary audience’s immediate environment. For instance, Gen Alpha acts as a secondary audience because their preferences significantly influence their parents’ and adult family members’ purchasing decisions, even though they may not have direct spending power.
 Marketing campaigns need to resonate with both the primary and secondary audiences.
 	Enhanced Brand Loyalty: By appealing to both adults and their children, brands can cultivate long-term loyalty. Children who develop positive associations with a brand are likely to continue using it into adulthood, ensuring sustained customer loyalty over decades.
 
 	Increased Sales: Catering to a secondary audience can boost immediate sales through parental spending. Parents are more likely to purchase products that their children show interest in, increasing the brand’s overall sales volume.
 
 	Future Market Positioning: Engaging with the secondary audience early helps brands position themselves favorably for the future. As Gen Alpha grows into their own purchasing power, brands that have already established a relationship with them will be better positioned to retain them as loyal customers.


  Media Attributions
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				 	Understand the importance of listening
 	Understand what verbal communication is and its role in business
 	Understand what nonverbal communication is and its role in business
 
  Listening
 How many times have you wanted to talk about a subject very important to you only to find that the people you’re talking to aren’t really listening? They may look like they’re listening, but they’re actually not paying attention at all. Frustrating, isn’t it? How often do you find yourself falling into this same trap, finding that you’re so eager to share your information that you completely stop listening to the person who’s talking?
 Communication isn’t just about talking, it’s also about listening. In fact, communication only happens when all parties are engaged in uncovering and understanding the meaning behind the words. 
 active listening
 Active listening is a communication technique that involves fully concentrating, understanding, responding to, and remembering what is being said by the speaker.
  During active listening, listeners give feedback to the speaker, confirming an understanding of what the speaker has said by asking questions and making clarifying statements. Rather than focusing on what they want to say once it’s their turn to speak or allowing themselves to be distracted, they’re reassuring the speaker that they’re interested in the subject matter and want to completely understand the point the speaker is trying to make. 
 [image: Five icons represent skills that aid in active listening. The first icon is an eyeball, which means to pay close attention. The second icon is a flurry of message bubbles full of “...” and “#”, which means to minimize distractions. The third icon depicts human hands reaching out to hold a cartoon heart, which means to give good body cues. The fourth icon is a cartoon human opening their mouth to speak, which means to paraphrase. The last icon is a cartoon finger placed over lips, which means to keep yourself out of the conversation.]Figure 1. Five key skills for active listening Active Listening Tips
 Here are some key skills you should master to be an active listener:
 	Pay close attention and paraphrase to ensure understanding: If you can step into the conversation by saying, “So let me see if I understand this correctly. What you’re saying is….” then you’re listening hard enough. If you’re saying, “Uh-huh, uh-huh,” but not recapping a set of statements, then try listening a little harder.
 	Ask open-ended questions: These questions can encourage the speaker to elaborate on a point, rather than forcing them to say yes or no. This elaboration can also help you understand better what the speaker is trying to communicate. For example, instead of asking a yes or no question, you can try an open-ended question, “Tell me more about . . .” 
 	Give body cues: Make eye contact, lean in while the speaker is talking, and don’t let your gaze drift away. If you’re leaning back in a chair reading what’s on your computer monitor or phone, the speaker isn’t going to feel like you’re paying attention even if you are. You can also use body cues to reflect the speaker’s emotions—you don’t have to laugh or cry along, but you can indicate a level of understanding with a facial expression or a nod.
 	Minimize distractions: When someone is talking to you, do your best to minimize anything that could steal your attention away from the conversation. Silence your phone and put it face down or turn away from your computer monitor to pay closer attention to what your guest has to say. 
 	Keep yourself out of the conversation: Avoid sharing how you handled a similar issue unless you’re specifically asked for advice. Keep an open mind about the subject matter, even if you don’t agree. If someone is complaining about your previous behavior or choices, wait until they are done. Don’t immediately launch into a defense. Instead, ask clarifying questions and make sure that you totally understand the other person’s point of view before giving your response.
 
 Help Your Listener
 Those are just a few techniques you can use to become a better listener, but there are also a few ways to ensure that you’re heard. Take those same hints for active listening and turn them around a bit:
 	Help your audience by paraphrasing: If no one in your audience is being kind enough to break in to clarify his understanding of your point, then do it for them! Pause mid-point and say, “Let me stop here for a moment. Am I being clear about what I’m trying to say? Is there anything up to this point that you’d like me to go over again?” By posing these questions, you’re encouraging your audience to participate in active listening.
 	Minimize things that could be distracting during your conversation: Don’t be afraid to ask your audience to silence their phones for a moment while you make an important point.
 	Keep your audience in the conversation: Actively engage with others by inviting them to share their stories if relevant to your objectives and if time allows. Consider how this could enhance the conversation and reaffirm the main point you’re attempting to convey.
 
 Without listening, there is no understanding. By listening, you can assess your audience’s needs and address them. By ensuring that you’re heard, you can deliver business results.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Verbal Communication
 Verbal communication is perhaps the most obvious and understood mode of communication, and it is certainly a powerful tool in your communication toolbox. Put simply, verbal communication is the sharing of information using words.
 While we typically focus on speech while talking about verbal communication, it’s important to remember that writing is also a form of verbal communication. After all, writing uses words too!
  Spoken versus Written Communication
 Imagine for a moment that you’re a new employee and you need to ask a more experienced coworker for some advice about a project. You have a few choices for using verbal communication to do this. You might choose to call your colleague or speak with them in person. You may take a different approach and send them an email. You can probably identify your own list of pros and cons for each of these approaches. What’s the difference between writing and talking in these workplace situations?
 	Formal versus Informal: Our spoken communication is generally less formal than when we use written communication. For example, asking a question when you pass your coworker in the hall will probably be less formal than writing the same question out in an email. 
 	Synchronous versus Asynchronous: Synchronous communication is communication that takes place in real time, such as during a meeting. In contrast, asynchronous communication is communication that is not immediate and occurs over longer periods of time, such as letters, emails, text messages, or recorded video messages.
 	Recorded versus Unrecorded: Written communication in an organizational setting is generally archived and recorded for later retrieval while spoken communication is generally not recorded.
 
 Benefits of Spoken Communication
 Spoken communication can be a conversation, a meeting, or even a speech. Spoken communication is powerful in that it allows for input from every part of the social communication model. You encode your thoughts into the spoken word and look to your audience to decode and take the message in. You can ask for feedback directly to confirm your understanding of your message.
 In a world where we do much of our talking by text and email, spoken communication can be used to establish a rapport and a sense of trust with your audience. Spoken communication allows you to bond on a more emotional level with your listeners.
 Spoken communication also makes it easier to ensure understanding by addressing objections and clearing up misunderstandings. You can adjust your message as you communicate it, based on the feedback you’re getting from your audience. Spoken communication allows you to walk away from a conversation with a higher degree of certainty that your message was received.
 Here are some verbal communication elements and the effects they can have on the success of your communication:
 	Pitch is the “highness” or “lowness” of the voice. Each of us has a range of pitches. We can alter our pitch to convey a meaning, like raising the pitch at the end of a sentence that is a question.
 	Rate is the speed of speaking. Be aware that there is a range that will be more effective. If too slow, the speech might feel boring. If it is too fast, the audience could feel rushed to keep up with the speed. An audience could become frustrated with either extreme.
 	Pauses are temporary breaks in communication. Space between phrases is often used for emphasis, to gather thoughts, or to create a specific effect in communication.
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Nonverbal Communication
 [image: Man holding a microphone giving a speech]Nonverbal communication like hand gestures during a speech can draw attention or add emphasis. We’ve already employed a little bit of nonverbal communication with the active listening skills we’ve previously discussed: nodding, facial expressions, leaning toward the speaker to show interest—all of those are forms of nonverbal communication. Body language can reinforce your spoken message or it can contradict it entirely.
 There’s a myth that says that when you speak, only 35 percent of your communication is verbal and 65 percent of it is nonverbal. That’s not entirely true because so much depends on the context and situation. It is, however, absolutely true that nonverbal communication can significantly enhance or undermine your message.
 Here are some types of nonverbal communication and the effects they can have on the success of your communication:
 	Facial expressions: Your boss may have told you that your presentation was good, but their unenthusiastic facial expression may have communicated different information. Facial expressions—happy, sad, angry—help you convey your message. Be aware of your facial expression when you talk and particularly when you listen, which is when it’s easy to forget.
 	Gestures: When you speak, a gesture can make your message stronger. Pointing out something you want your listener to look at more closely is an example of nonverbal communication that makes your message understood. Motioning warmly toward a coworker who deserves special recognition, making a fist to show frustration or anger, such gestures help further engage your audience when you speak.
 	Proximity: How close you are to your audience when you speak sends a nonverbal message. If your size is imposing and you leave a very small distance between you and your listener, nonverbal communication may be perceived as a bit threatening. On the other hand, giving someone too much space is an awkward nonverbal communication that might confuse your listener.
 	Touch: Touch can communicate affection as well as power. Think about what kind of messages a job applicant may send through a weak handshake versus a firm one after having a job interview. While shaking an audience member’s hand can convey your appreciation for their attention, it’s important to exercise caution with physical contact, such as placing your hand on someone’s shoulder, to avoid conveying unintended messages or making others uncomfortable.
 	Eye contact: Making and maintaining eye contact with an audience when you’re verbally communicating or listening communicates to the other party that you’re interested and engaged in the conversation. Eye contact often conveys the trait of honesty to the other party.
 	Appearance: Your appearance and attire are also a part of nonverbal communication. If you put a cat pin on your collar each morning because you have a pet cat, that says something about you as a person. Similarly, the condition of your clothing, how it fits, the style—all of these things speak nonverbally about you as a communicator.
 
 Nonverbal communication reveals a lot about you as a communicator and how you relate to other people. It pays to be aware of the elements of your nonverbal communication so you can maximize the impact of your message.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand the importance of listening
 	Understand what verbal communication is and its role in business
 	Understand what nonverbal communication is and its role in business
 
  Improve Your Listening Skills
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=35#oembed-1 
 
 You can view the transcript for “4 things all great listeners know” here (opens in new window).
  How can these tips help you improve your listening skills and why would you need to?
 Click to Show Sample Answer Answers will vary.
 Improving your listening skills can be incredibly beneficial in the workplace. When you listen effectively, you build better relationships with colleagues and clients, which fosters trust and collaboration. It can also help you understand instructions and feedback more clearly, leading to better performance and less miscommunication.
 In team settings, being a good listener can make you a more valued team member, as others will appreciate your attentiveness and willingness to understand their perspectives. Overall, strong listening skills can enhance your professional reputation and open up opportunities for career advancement.
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				 	Understand guidelines for communicating ethically
 	Understand how to communicate ethically online
 
  Guidelines for Ethical Communication
 As business practices become more transparent and the people behind those businesses become more public, customers and other interested parties begin to expect more from these businesses. Because of this, ethical and socially conscious behavior by organizations can contribute to their success.
 It’s not enough for a communicator to craft a message that’s clearly understood by an audience, the goal should be to leverage the seven principles of business communication.
 If you adhere to the seven principles, you will communicate ethically.  For instance, if you’re not being objective, and you are trying to communicate your opinion (or the opinion of others) as fact, then you are not being ethical. If you purposely do not disclose complete information, then you are not being ethical. You don’t have to look too far today to see examples of unethical communication; they’re all over the media. Websites that present misleading or inaccurate information are prevalent. In addition, social media outlets are making efforts to prevent misinformation from being posted and shared. For example, PolitiFact partners with Meta to fact-check posts shared on Meta platforms such as Instagram and Facebook to provide context for false information and notify those who share false information.[1]
 General Motors
 General Motors now admits that over 100 people died because of faulty ignition switches that were not recalled. In an article in Forbes magazine, reporter Carmine Gallo claimed that “Two Misleading Words Triggered GM’s Catastrophic Communication Breakdown.” The article discusses that the ignition issue was labeled as a “customer convenience” issue. It left people with the impression that the problem was an annoyance rather than a major safety issue. Therefore, it didn’t get the attention it needed. These were communication choices made by human beings.
 Was the word choice a mistake or was it unethical?
  The seven principles of business communication should be enough to keep your messages ethical. But if you want further guidance as to what is and is not ethical in business communication, the International Association of Business Communicators outlines a code of ethics for all its members:[2]
 	I am honest—my actions bring respect for and trust in the communication profession.
 	I communicate accurate information and promptly correct any errors.
 	I obey laws and public policies; if I violate any law or public policy, I act promptly to correct the situation.
 	I protect confidential information while acting within the law.
 	I support the ideals of free speech, freedom of assembly, and access to an open marketplace of ideas.
 	I am sensitive to others’ cultural values and beliefs.
 	I give credit to others for their work and cite my sources.
 	I do not use confidential information for personal benefit.
 	I do not represent conflicting or competing interests without full disclosure and the written consent of those involved.
 	I do not accept undisclosed gifts or payments for professional services from anyone other than a client or employer.
 	I do not guarantee results that are beyond my power to deliver.
 
 If you have any questions regarding the ethics of a particular message, these guidelines should serve you well.  Betraying the trust of your audience is lethal to effective communication.
 Principles of Ethical Decision Making
 After gauging the ethical significance of an issue, a thoughtful manager will then evaluate the relevant ethical principles that should guide their decision-making process. There is no one set of principles to check off, but there are some you may wish to consider:
 	Legal and regulatory requirements set the minimum standard for behavior. Any company or individual can disagree with the law, but given the consequences, such disagreement must be done carefully. 
 	Long-term self-interest means the pursuit of outcomes that will benefit the self in the long run. For example, a company must make choices to ensure its continued existence. 
 	Personal virtue refers to conformity to a standard of righteousness. You should make choices that are honest and truthful individually. The good of the company does not justify lying.
 	Utilitarianism seeks the greatest benefit for the maximum number of people. This is often difficult to judge over large groups of people.
 	Individual rights are related to the freedom to act and think without punishment through regulatory, legal, or societal means. For example, we make individual health decisions to smoke or drink beverages with lots of sugar even though the health costs are borne by many through private and government insurance programs.
 	Distributive justice looks at how benefits are shared or distributed among the individuals in a group. The U.S. market system can have winner-take-all outcomes. Our social welfare system redistributes a little to disadvantaged individuals in the market who are also part of our society.
 	Religious injunction is an important moral and ethical guide for many people.
 
 Watch the following video for an overview of the ethical decision-making process:
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=36#oembed-1 
 
 You can view the transcript for “Integrating Ethics: Ethical Decision-Making” here (opens in new window).
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Facebook. “How Is Facebook Addressing False Information through Independent Fact-Checkers?” Accessed March 5, 2024. https://www.facebook.com/help/1952307158131536?helpref=related. ↵
	International Association of Business Communicators, "IABC Code of Ethics for Professional Communicators." ↵
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				Artificial Intelligence and Communication
 artificial intelligence
 Artificial intelligence (AI) refers to the capability of a machine to imitate intelligent human behavior, such as learning, reasoning, problem-solving, perception, and language understanding.
  AI is increasingly used in business. AI technologies are already integrated into various forms of online communication, from automated customer service chatbots to personalized marketing and beyond. In addition, the introduction of AI large language models such as ChatGPT and Claude, allow people to use these tools to help with brainstorming, writing, editing, and more. It’s important that these powerful technologies are used thoughtfully and ethically.
 Transparency
 Transparency is a key consideration in the ethical use of AI in business communication. This transparency not only involves how AI tools are implemented and operated but also how they impact people.
 Businesses should disclose when and how AI is used in communications. For example, if customer service chatbots are AI-powered, customers should be informed that they are interacting with a bot rather than a human. This transparency helps set the correct expectations and builds trust. Transparency about what data is collected, how it is used, and who has access to it is essential to ethical communication. This ensures compliance with data protection laws and reinforces customer trust. Businesses should clearly communicate their data privacy policies and how they are applied to the use of AI systems.
 Accuracy and Authenticity
 Accuracy means that before using AI-generated information in any communication, the information provided by AI systems should be verified. This is important because inaccurate information can lead to poor decision-making, loss of trust, and potential harm, particularly in critical areas such as healthcare, finance, or legal advice.
 Using AI to generate content, like articles, reports, or artwork, raises questions about authenticity. Ensuring that AI-generated content is identified as such helps maintain ethical standards of transparency and honesty. In addition, creators of written and visual works have raised concerns that the materials used to train AI result in products that are unauthorized uses of legally protected intellectual property. This has led to several lawsuits where creators allege that AI platforms have utilized their work without permission, creating derivative works that infringe on existing copyrights.[1]
 Bias and Fairness
 The use of AI tools presents a significant opportunity to streamline operations, increase productivity, enhance customer engagement, and optimize messaging. However, it’s important to remember that AI systems, by nature, learn from vast amounts of data that likely contain human biases. These biases can be expressed in AI-generated material. These outputs might favor certain groups over others, perpetuate stereotypes, or distort decision-making processes.
 To address these issues, it is essential that businesses implement rigorous testing and monitoring of AI tools to detect and mitigate biases. Key considerations include the diversity of training data, as more inclusive datasets help reduce the likelihood of biased outputs. Understanding the rationale behind AI-generated content and decisions can help identify underlying biases. Regular audits by independent bodies can also ensure these tools operate fairly and ethically, adhering to both organizational values and societal norms. Even if a business uses an AI tool that has been developed by an outside company, it’s important for users to have a way to provide feedback so that issues and concerns can be addressed.
 Also, fostering a culture of ethical AI use within organizations involves continuous education and training for employees. By raising awareness of potential biases, businesses can implement best practices to maintain integrity in their communication strategies. Regular training can also help employees understand the importance of human oversight in using AI-generated material in communications or decision-making.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Appel, Gil. “Generative AI Has an Intellectual Property Problem.” Harvard Business Review, April 11, 2023. https://hbr.org/2023/04/generative-ai-has-an-intellectual-property-problem. ↵
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		Learn It 1.3.3 Ethics and Communication

								

	
				Being Ethical Online
 If it says so online, it must be true!
 
 That’s the challenge of researching and reporting facts you find on the internet. If you believe everything you see out there, then you might believe that if the article has been shared on Instagram a million times or the social media creator has a million followers, they both must be credible. Sometimes inaccurate information isn’t easy to identify and can sneak into our business communications if we’re not diligent in our fact-checking.
 There are ethical considerations involved in posting content on the internet, as well as in using information sourced online. The internet presents challenges that can easily lead ethical communicators into complex dilemmas. It is advisable to be cautious when sharing information online and to maintain a critical approach towards the accuracy and reliability of information encountered on the internet.
 Posting
 Don’t post non-factual information on the internet, and if you do, promptly correct errors. When you post information online on behalf of your business, you owe your co-workers and all your external readers truthful information. When you communicate, you work hard to develop a relationship of trust with your audience, whether they’re reading you or listening to you speak. Passing along information that’s not trustworthy is damaging to your reputation as much as it’s damaging to your message.
 Don’t post questionable information anonymously. Just because you don’t put your name on it doesn’t mean you’re not responsible for facilitating an incorrect, untruthful message. Again, you’re damaging the level of trust you’ve developed for yourself as well as a reader’s trust in the information.
 Be careful about sharing proprietary information, information that violates patient confidentiality or attorney-client privilege. We talked a little earlier about how the lines between professional and personal communications are blurring. It’s easy to make a mistake and post a picture of yourself and your patient and say, “That kidney transplant has been very successful!” That’s not appropriate unless you have the correct forms from the patient saying it’s okay to release that information.
 Using Materials from the Internet
 Fact check information you pull off the internet. Sources like trusted news magazines and newspapers (e.g., The New York Times, The Economist, etc.) usually don’t publish until their facts have been checked and verified. However, if you find information on someone’s personal website, you should definitely research that data further. It’s your duty to your reader and your company to report data correctly. 
 As a communication professional working for a business, you might use information from ChatGPT, Claude, or other artificial intelligence tools to help you write a business report. Given the potential for inaccuracies in machine-generated content, it’s important to verify information with reliable sources and correct any inaccuracies. Don’t take things off the internet and use them as your own. If you do not acquire written material, images, or video someone else has posted to the internet in an appropriate manner, you are stealing—and stealing is unethical.  The legal doctrine of fair use allows limited use of copyrighted material without permission as long as the materials are used for the purpose of “criticism, comment, news reporting, teaching (including multiple copies for classroom use), scholarship, or research…”  Otherwise, your use of the material is considered a violation of copyright law. Look for the “creative commons” distinction on images and video to confirm that it’s appropriate for shared use.
 Learn more about copyright, fair use, and how to tell if material can be used freely.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Ethics and Communication

								

	
				 	Understand guidelines for communicating ethically
 	Understand how to communicate ethically online
 
  Artificial Intelligence (AI) in Small Business
 //plugin.3playmedia.com/show?mf=12265057&p3sdk_version=1.10.1&p=20361&pt=375&video_id=LTVnSYc0-l4&video_target=tpm-plugin-ofjs5eha-LTVnSYc0-l4
 You can view the transcript for “Harvard Business School Professor on using A.I. to optimize your small business” here (opens in new window).
  In what ways could relying on AI for communication affect the development of employees’ communication skills, and how can businesses address potential skill degradation?
 Click to Show Sample Answer One significant issue is the risk of over-reliance on AI-generated content. When employees use AI tools to draft emails, generate reports, or create social media posts, they may begin to depend too heavily on these technologies. This reliance can lead to a decline in their ability to craft clear, effective communications on their own. Just like any other ability, communication skills require consistent practice to maintain proficiency. Without regular opportunities to engage in communication tasks independently, employees might find their skills waning over time.
 Businesses might consider addressing this challenge through a combination of strategies:
 	Training and Development: Implement regular training programs focused on enhancing communication skills.
 
 	Balanced Use of AI: Encourage employees to use AI as a supplementary tool rather than a replacement for their own efforts.
 
 	Feedback and Evaluation: Regularly review and provide feedback on employees’ communications, both AI-assisted and independently created. Frequent feedback can help employees identify areas for improvement and maintain high standards of communication.
 
 	Encouraging Creativity and Critical Thinking: Create opportunities for employees to engage in tasks that require creative and critical thinking beyond what AI can provide.
 
 	Ethical and Personal Communication Guidelines: Ensure that while AI can assist, the human element of empathy, ethics, and personal connection remains a core part of business communication.
 
 
  How can small business owners ensure that the use of AI-generated content, such as emails and social media posts, remains authentic and personal rather than generic or impersonal?
 Click to Show Sample Answer Answers will vary.
 To ensure AI-generated content remains authentic and personal, small business owners can:
 	Customize AI Outputs: Before sending out or posting AI-generated content, personalize it by adding specific details about the customer or situation. For example, reference previous interactions or customize messages to reflect the customer’s preferences and history with the business.
 
 	Human Review: Always have a human review AI-generated content to ensure it aligns with the organization’s voice and values. This helps to catch any generic or impersonal language and make necessary adjustments.
 
 	Feedback Loop: Establish a feedback mechanism where customers can provide input on the communication they receive.
 
 	Ethical Use of Data: Ensure that the data used to train and inform the AI respects customer privacy and is used ethically. Transparent data policies can build trust and show customers that their personal information is handled with care.
 
 
   
	

			All rights reserved content
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		Learn It 1.4.1 Staying Connected in the Digital Age

								

	
				 	Explore the importance of maintaining connections with colleagues and other professionals in the digital age
 	Understand the importance of keeping in contact with customers in the digital age
 
  Connecting with Colleagues and Other Professionals
 [image: person sitting at a laptop on a video conference call with three other people]Video communication tools help teams collaborate and stay connected. We live in a technological world where teams of people separated by thousands of miles can collaborate and communicate from their home offices, or even their couches and dining tables. When you are working from home, without the opportunity to chat in the break room or meet up for lunch, you may be losing the opportunity to connect with other people and learn from their valuable insights. Working remotely can be challenging when you want to connect with people who have the same business interests, who can provide you with a set of amazing resources to help you succeed, and who look for your input and expertise to help them achieve their own goals. 
 Staying connected to people is more than just being able to do your job. It is about staying relevant and maintaining influence in your sphere—which can be hard to do from your home office. 
 Let’s look at some tools used to stay digitally connected with coworkers and other colleagues. We’ll measure the methods of communication they aid and how well they facilitate the social communication model.
 	Document and work-sharing tools: Microsoft OneDrive and Google Documents are examples of tools that help you share work documents and collaborate on projects. For example, Microsoft’s SharePoint allows you to build a webpage for your department, house important and frequently used documents, and post basic one-sided messages that are usually directly related to the content. The Google Suite of cloud-based tools allows real-time collaboration on documents, spreadsheets, and slides with changes reflected instantly for all collaborators. None of these tools allows for conversation, and they aren’t meant to stand on their own as communication tools. Usually, there will be a related tool like Microsoft’s Outlook or Google’s Gmail that can be used for communication.
 	Private messaging and “chat” tools: Private messaging and instant communication tools, like Webex, Slack, Microsoft Teams, and other chat tools, require that the message be written. The linear portion of communication (speaker–encoding–message–decoding–recipient) is easily facilitated in this method of communication, and “feedback” can be given, but “noise” is a frequent saboteur and not always easily identified.  Why? Because non-verbal communication is not present, tone of voice is not easily communicated. Written messages can be misinterpreted as aggressive, angry, or rude. Collaborative tools like Slack include a chat component in their platforms but offer additional components that make communication more effective.
 	Video communication tools: Discord, Skype, Zoom, and video calls within tools such as Slack are examples of video communication tools that allow you to connect with people in real time. You can have a conversation with coworkers as if they were in the room with you. The benefits are easy to see; not only is there the ability for verbal and listening communication, but non-verbal communication is conveyed as well. Where a disembodied voice on an audio-only call might agree to a decision, a video conference participant might send a non-verbal signal like a shake of the head to indicate they are not happy with the result. The visual bonus allows for heightened feedback in the social communication model, and the ability to clarify when noise exists.
 
 You can communicate more effectively when you understand the strengths and weaknesses of these digital communication tools. Tools that facilitate multiple types of communication (verbal, listening, non-verbal) and allow the completion of the social communication model’s circuit are more likely to aid you in getting your message across to your audience.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 1.4.2 Staying Connected in the Digital Age

								

	
				Connecting with Customers
 Just as technology allows you to have a team of coworkers spread across the country or even the world, it also allows your customers to more easily access the products and services you offer.  Staying connected with your customers is as important as staying connected with your team members who help you deliver those products and services.
 [image: person holding a smartphone and credit card about to make a purchase on an ecommerce website]E-commerce websites are one source of information for customers. Customers may be looking for and using a number of methods of communication to interact with the brands, products, and services. With social media, customers demand responsive human interaction with companies. Digital communication tools can provide those avenues, but they also need to complete the social communication model’s circuit if they’re going to be effective.
 Let’s take a look at what’s out there.
 	Project and document sharing tools: These tools exist to help support your side of the conversation. Tools like cloud-based Google Suite allow you to pull up all your documents and information by contact. Have a meeting with the XYZ Widget Company? You can search all of your recent documents, show you records of past email exchanges, and so on. Digital tools support your communication with a customer, but it does not take you past the “message” part of the social communication model.
 	Websites: Almost every company has one to provide their customers with information about their products and services, as well as how to contact the company. Usually, they feature information they are legally required to supply, like annual reports and financial filings. Your company’s web design communicates your brand promise and personality. However, it’s essential to recognize that a website, while serving as a digital storefront, inherently functions as a one-sided form of communication.
 	Blogging: This is a passive form of communication with your customers because it may be one-sided and allows for minimal to no feedback. Blogging allows you to communicate information to your customers and establish that all-important personality that customers are looking for in companies.
 	Social Media: Social media has become a common tool for companies to engage with their customers. Consider the real-world example of a fashion retail brand that actively utilizes social media platforms to communicate with its audience. Through regular social media updates, the brand shares not only information about new products but also insights into fashion trends, styling tips, and behind-the-scenes glimpses of the design process. Customers can then decode these messages, interpret them, and provide immediate feedback in various forms, such as likes, comments, shares, or direct messages. This interactive cycle enables real-time communication and engagement, and the feedback can be used to gauge the effectiveness of the communication, understand the audience better, and tailor future messages accordingly. Noise in social media can include algorithm changes, information overload, or misunderstandings due to the lack of nonverbal cues.
 	Private message and “chat” tools: Customers now anticipate the presence of chat options, enabling direct interaction with customer service representatives. They also encounter AI-driven programs that facilitate conversations through canned conversational openings, encouraging visitors to engage in discussions that might not have occurred organically. While the nonverbal aspect of communication is absent in this digital platform, inevitably introducing some “noise,” the advantage lies in the potential for feedback collection. This interaction, although one-sided in terms of nonverbal cues, effectively closes the social communication model’s circuit.
 	Video chat: Some companies are employing video chat tools to deal with customer service matters, and doing so with great success. It is the next best thing to a face-to-face conversation and provides the communicators access to all methods of communication. The social communication model is easily closed with feedback on noise, and active listeners can consider non-verbal cues. The same holds true for this tool where more robust relationships with customers are the foundation of the business—lawyers, teachers, and therapists are among the many professionals who rely on careful face-to-face communication to perform their jobs effectively, and this type of communication facilitates that interaction.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Staying Connected in the Digital Age

								

	
				 	Explore the importance of maintaining connections with colleagues and other professionals in the digital age
 	Understand the importance of keeping in contact with customers in the digital age
 
  Digital Networking[1]
 [image: smartphone displaying icons for social media platforms X, TikTok, Facebook, and Metatext]Social media platforms can be used for professional networking. Social media interactions can sometimes be superficial with users engaging in shallow interactions, seeking likes and shares rather than substantive dialogue. However, social media can also be a powerful tool for networking and professional growth.
 Traditionally, building a legal team involves recruiting and interviewing lawyers and law school graduates, but Akiva Cohen, a trial lawyer at a small New York firm, used a different approach: he recruited his team via Twitter, now known as X. Cohen was an active participant in discussions about legal cases on Twitter. Among the participants was Kathryn Tewson. Despite her lack of legal training, her analysis and arguments impressed Cohen, who encouraged her to pursue paralegal training with a promise of employment.
 Cohen recognized the potential in these Twitter interactions, which provided a real-time look at how individuals think and argue. He also recruited Dylan Schmeyer, a lawyer who had left the profession but demonstrated his legal skills on Twitter. This unconventional method proved effective, revealing talents that traditional hiring practices might overlook.
 Eventually, Cohen expanded his team to six lawyers and three support staff. All except one of them were people Cohen had met through Twitter. Cohen’s experience underscores the power of digital networking in professional environments. This approach is particularly relevant in today’s increasingly digital world, where traditional boundaries and processes are constantly being redefined.
 How can professionals ensure they communicate with professionalism and maintain credibility while engaging in discussions on social media platforms?
 Click to Show Sample Answer Consider using some of the following strategies:
 	Maintain a Professional Tone: Regardless of the informal nature of social media, using a professional tone in posts and interactions helps establish credibility. Avoid using language or humor that could be misinterpreted.
 
 	Fact-Check Before Posting: Verify facts and sources before posting to avoid spreading misinformation, which can damage credibility.
 
 	Be Respectful and Courteous: Engage respectfully with others, even when disagreeing. Professionalism requires acknowledging different viewpoints without resorting to personal attacks or inflammatory language.
 
 	Protect Confidential Information: Avoid sharing sensitive or confidential information about your work, clients, or colleagues. Respect privacy and confidentiality agreements at all times.
 
 	Showcase Expertise: Use social media to share knowledge, insights, and expertise in your field. Thoughtful, well-informed posts can enhance your reputation as a knowledgeable professional.
 
 	Be Mindful of Your Digital Footprint: Remember that social media posts can have a long-lasting impact. Think about how your posts might be perceived in the future and strive to build a positive, professional online presence.
 
 
   
	Leland, John. “How a Profane Joke on Twitter Spawned a Legal Army.” New York Times. Accessed May 26, 2024. https://www.nytimes.com/2024/05/26/nyregion/twitter-lawyers-threadnought-elon-musk.html. ↵
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		Learn It 2.1.1 Strategic Messaging in Business Communication

								

	
				 	Understand why it’s important to know your audience
 	Understand why business writing needs to be clear and focused
 	Recognize what makes positive, negative, and persuasive messages work effectively
 
  The Communication Process
 The purpose of communication is to have the sender’s idea in mind reach the receiver’s mind with identical understanding. However, as the social communication model showed, there can be many variables that result in misunderstanding.
 Audience
 Recall that your message may have more than one audience: your primary audience and a secondary audience. In this module, we will focus on the primary, direct audience.
 Good communicators are mindful of secondary audiences when they start writing since doing so can help advance organizational goals. The primary audience is the intended receiver of the business communication. This person or group of people can be internal or external to the sender’s organization. The relationship to the organization may impact the formality of the wording and the candor of the message. When you are new to an organization or new to business writing for the organization, be sure to consult with more experienced staff to learn the tone that the organization prefers to use as its voice.
 Downward and Upward Communication
 Tone varies based on the power relationship of the sender to the receiver. The audience may be in one of three power positions relative to the sender so that the communication is upward, downward, or horizontal.
 downward communication
 Downward communication refers to the flow of information from higher levels of an organization’s hierarchy to lower levels.
  Downward communication flows from the managerial and executive levels to the staff through formal channels such as policy manuals, rules and regulations, and organizational charts.
 upward communication
 Upward communication is the process of information flow from the lower levels to the upper levels within an organization’s hierarchy.
  Upward communication is initiated by staff and directed at executives, managers, and supervisors. It frequently takes the form of a complaint, a request, or providing an update.
 [image: A diagram depicts upwards and downwards communication. The left side demonstrates downwards communication with information flowing from the executive, down to the managers, and then down to the employee workforce. The right side demonstrates upwards communication with information flowing from the employee workforce, up to the managers, and then up to the executive.]Figure 1. Upwards and downwards communication between co-workers on different teams horizontal communication
 Horizontal communication refers to the exchange of information, ideas, and feedback between individuals or departments at the same level of an organization’s hierarchy.
  Horizontal communication occurs when colleagues meet to discuss issues of common interest, resolve problems, and share information. This form of communication helps employees express information and ideas as well as coordinate the organization’s work.
 [image: A diagram depicting horizontal communication; showing information flowing between individuals of equal rank.]Figure 2. Horizontal communication between co-workers on the same team Talking across Different Levels
 	Direction and Purpose 	Say This 	Don’t Say This 	Why? 
  	Upward communication: an employee emailing the boss to request a day off 	Mr Sanchez, may I have Friday off? 	Hey, I’m going to take Friday off. Ok? 	Deferential (formal title) and request rather than statement or demand 
 	Downward communication: a manager emailing their team to let them know about an upcoming day off 	Team, I’m out of the office on Friday. Please hold any issues until Monday. 	Team, do you mind if I take Friday off? 	As a manager, you are not seeking permission. 
 	Horizontal communication: an employee letting coworkers know about an upcoming vacation day 	Hi all. I’ll be out on Friday. Please let my customers who call the main office number that I will respond on Monday. 	See you next week! 	The tone is peer-to-peer compared to the other samples. Be sure to include any information about potential coverage your peers may need to complete while you’re gone. 
  
 Notice in each of the three sample messages that even in their few words, knowing the upward, downward, or horizontal position of the receiver impacted the tone and phrasing of the message.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 2.1.2 Strategic Messaging in Business Communication

								

	
				Purpose of Communication
 The phrase “everything but the kitchen sink” describes a situation in which almost nothing is left out. This phrase can easily be used when the intended communication has included far too much information. We live in a fast-paced world, so getting to the point is a valued time-saver. Having someone explain how to build a watch on the way to answering the question, “What time is it?” demonstrates a speaker who has lost track of the primary purpose of the communication.
 Here is an all-too-common example of the irritation and time that is lost in business communications when a purpose is not established.
 Date: 7/2/17
 To: Julie Johnson <jjohnson@buildathing.com>
 From: Suri Tanaka <stanaka@goodhomesremodel.com>
 Re: Remodel Project
 Management is really pleased with the progress made on the remodel. There were four employee focus group meetings held and two meetings with the architects. Just last week, the architects brought back the layouts for the back offices and employee break room.
 This new drawing included couches, kitchen facilities, and many outlets to recharge electronics. Can you each provide some feedback on this design? With some of the ergonomic furniture choices, the project started to look like it would be exceeding the budget by 10 percent.
 Management needs employee feedback on areas where some of the improvements could be delayed.
 Best,
 Suri
  Judging from the first sentence of the message, this email is a report on the status of the remodel. It is easy to set this message aside if it is a busy day (or week!). Only when you get to the second paragraph does it become apparent that this is not a status message, but a request for input. When creating a business message the writer must narrow the communication and organize the communication to highlight the primary purpose. Let the receiver know if any action or response is expected early in the message.
 Click to see an improved version of this message. 
 Re: Provide Feedback on Remodel Design and Budget
 Management is really pleased with the progress made on the remodel but I’d appreciate getting your feedback on the next stage of the project no later than this Friday so that the improvements won’t be delayed.
 There were four employee focus group meetings held and two meetings with the architects. Just last week, the architects brought back the layouts for the back offices and employee break room. Can you each provide some feedback on this design? With some of the ergonomic furniture choices, the project started to look like it would be exceeding the budget by 10 percent.
  Notice that the subject line gives the reader notice that the sender is looking for feedback. The message also makes this clear in the first sentence. Some of the details about the design are left out because the reader will see those when examining the design anyway.
  Clear and Efficient Communication
 The primary purpose of every business communication is to deliver information clearly and efficiently. Clear communication ensures the receiver understands the intended message. Efficient communication ensures the message is communicated quickly without a lot of back and forth. For example, imagine someone sends out a message about the team meeting next week on Tuesday in the main conference room but forgets the time of the meeting. A flurry of messages then fly back and forth, filling everyone’s inboxes.
 In a less obvious manner, this back-and-forth of communications comes when the initial message invites a response but does not show consideration of the message recipient because it omits needed background. “Management decided to hold the company picnic on Tuesday, May 13 at the Southside park.” This message generates a flurry of emails about “Who will be the backup staying in the office?” and “What happens in case of rain?” It is likely the sender has the answers to all these questions but did not think about how the receiver(s) might need to know this as well.
 To avoid the back-and-forth of communication you must ensure two things:
 	The sender’s idea is clearly received by the audience
 	The communication provides just what the receiver needs to know: not too much and not too little
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 2.1.3 Strategic Messaging in Business Communication

								

	
				Positive, Negative, and Persuasive Messages
 All business messages fit across two broad categories with an overlapping third category. There are communications where the receiver is expected to have a positive or neutral reaction, and there are communications where the receivers may have a negative reaction. The image of the continuum below is focused on the audience’s reaction to a message.
 [image: The image asks, "How does your audience feel about your conclusion?" Under this question is a long arrow with a gradient color. Positive is green, neutral is yellow, and negative is red.]Figure 1. Audience reactions can range from positive to neutral to negative. positive messages
 Positive messages include messages where the audience is expected to react in a neutral to positive manner.
  Positive messages tend to consist of routine or good news. These messages might be items such as congratulations, confirmations, directions, simple requests, or approvals. Also included in this category might be denials that are somewhat routine or expected. This could be something like a printer being unavailable because of a repair that inconveniences employees but in a minor way. As strange as this sounds, sympathy messages are in this category as well. Sympathy messages are routine since they will not be a surprise to the receiver.
 Consider the message to be a positive message structure when:
 	The receiver likes or expects this news (product shipped on time)
 	The receiver needs little education or background to understand the news (travel arrangements for the conference)
 	The receiver considers the message routine, even if not completely positive (parking lot closed for three days for re-surfacing)
 
 negative messages
 Negative messages include messages where the audience is expected to react in a negative manner.
  In negative messages, the sender’s goal is to convey bad news in a manner that preserves the business relationship. While the sender must deliver bad news, the sender also wants to avoid unwanted results such as a valued employee quitting or an existing customer switching to another supplier. Negative messages might be about subjects such as refusal to provide a refund, cancellation of an event, rejecting a project idea, or denying a promotion.
 Consider the message to be a negative communication when:
 	The receiver may be displeased (cost for repair is the receiver’s responsibility, not the utility company’s)
 	The receiver needs a little persuasion (the new log-on procedure takes longer but is more secure)
 	The receiver may be somewhat uncomfortable (a new badging system is underway because employees have been sharing badges)
 
 persuasive messages
 Persuasive messages are communications designed to influence the attitudes, beliefs, or actions of others.
  With this category, the audience is expected to need encouragement in order to act as the sender desires. In some cases, the receiver is more like a positive audience. For example, when you’re asking for a recommendation letter or when you’re inviting someone to join a client for lunch, the recipient will probably have a neutral or positive reaction to the request even if they don’t ultimately agree. In other cases, the receiver is more like a negative audience. For example, when you’re requesting additional payment as a result of a shared error or when you’re asking for an extension to an impending due date, those requests may be perceived by the recipient as similar to bad news.
 Consider the message a persuasive communication when:
 	The receiver may be reluctant (please speak to the new employee group)
 	The receiver is being asked a favor (please write a recommendation letter)
 	The receiver may be invited to something somewhat outside regular duties (please supervise a new book club that will meet on campus after work)
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It Strategic Messaging in Business Communication

								

	
				 	Understand why it’s important to know your audience
 	Understand why business writing needs to be clear and focused
 	Recognize what makes positive, negative, and persuasive messages work effectively
 
  Analyze a Negative Message[1]
 Zoom is a technology company that provides a video communications platform. Founded in 2011, Zoom has become a globally recognized brand. The company gained prominence during the COVID-19 pandemic as businesses, educational institutions, and individuals relied heavily on its services to maintain operations and contact remotely.
 In 2023, founder and CEO Eric Yuan announced to Zoom employees that the company would reduce its workforce by 15%, laying off 1300 employees. In this message, employees were told that if they were among those being terminated, they would receive an email within the next 30 minutes and they were given the exact subject line to expect.
 In the same message, Yuan also took responsibility for the mistakes that led to the layoffs and stated that he would reduce his compensation by 98% and would not accept any bonus for the year.
 Read the full text of Yuan’s message. After reading Yuan’s message, identify positive aspects of how the message was written and organized and areas of improvement.
 Click to Show Sample Answer Positive Aspects
 	Clear and Direct Communication: The message is straightforward about the layoffs, the reasons behind them, and the steps being taken. This transparency helps in building trust, even when delivering bad news.
 
 	Empathy and Acknowledgment: The message acknowledges the difficulty of the situation, showing empathy towards the impacted employees. Phrases like “I know this is a difficult message to hear” and “I am sorry you are finding out this way” demonstrate understanding and compassion.
 
 	Detailed Explanation: The CEO provides a thorough explanation of why these layoffs are happening, outlining both external factors (global economy, post-pandemic adjustments) and internal factors (overstaffing and lack of sustainable growth analysis).
 
 	Accountability: The CEO takes responsibility for the mistakes that led to this situation and shows personal accountability by significantly reducing his salary and forfeiting bonuses, along with salary cuts for the executive team. This can help mitigate some negative feelings towards leadership.
 
 	Support for Impacted Employees: The message details the support being offered to those laid off, including severance pay, healthcare coverage, stock vesting, and outplacement services. This helps soften the blow and shows that the company is making efforts to support employees during the transition.
 
 	Future Commitment: The CEO emphasizes Zoom’s future vision and commitment to learning from past mistakes. This can provide some reassurance to remaining employees about the company’s direction and stability.
 
 
 Areas for Improvement
 	Tone and Emotional Impact: While the message is empathetic, the sheer length and detail might overwhelm recipients who are already distressed. A more concise version with follow-up communications for details might be more effective.
 
 	Personalization: Given the scale of the layoffs, personalized messages or smaller group meetings could be more appropriate for delivering such news. The impersonal nature of an email might come across as insensitive to some employees.
 
 	Positive Spin on Layoffs: While it’s important to highlight the company’s future and vision, emphasizing the positive aspects of layoffs can come across as tone-deaf. Balancing optimism with acknowledgment of the pain and disruption caused by layoffs may be necessary to show greater sensitivity in a time of distress and uncertainty.
 
 
    
 
	Zoom. “A Message from Eric Yuan, CEO of Zoom,” February 7, 2023. Accessed June 11, 2024. https://www.zoom.com/en/blog/a-message-from-eric-yuan-ceo-of-zoom/. ↵
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				 	Explore strategies for writing with the audience’s needs in mind
 	Understand how to use language that is inclusive and avoids bias
 	Discover techniques for writing messages that are clear and concise
 	Understand what parallel structure is and how it can improve your writing
 	Understand how to highlight important points in your writing
 
  Writing for the Reader
 The audience (your reader, if the message is written) is the receiver of the business communication. In the social communication model, the choices a writer or sender of a message can make to best convey their message to the receiver will determine whether the communication is effective. If all choices prioritize the receiver’s needs over those of the sender, the message is more likely to achieve its purpose quickly. This concept is referred to as “you-view” in this module. 
 you-view
 You-view in business communication refers to framing messages from the perspective of the audience’s interests and needs, emphasizing benefits and considerations relevant to them, rather than focusing on the sender’s perspective.
  To understand this concept, think about learning to change a tire on a car. One way people could learn about changing a tire is from a description in the owner’s manual produced by the auto manufacturer. Many people, on the other hand, have learned from watching or participating in the process through hands-on experience. Which is easier? For the manufacturer (sender), the information is easy and cheap to print. For the tire changer (receiver), a personal coach is easier but more expensive. The sender needs to find the best balance.
 You-view, or putting the reader first, encompasses two skills:
 	Put the receiver’s needs before the sender’s needs
 	Start with what the receiver needs to know
 
 Finding a Lost Shipment
 Lynnette has worked hard to find a lost shipment. She finally has enough information to email the customer and provide an update on the situation. She begins writing up her draft:
 You won’t believe how many people I had to contact to find this for you. I had to call Texas, send a copy to Dallas, and then…..
 
 Stop! Lynnette likely thinks the customer will be impressed with her efforts and feel like a valued customer. However, nothing in this email so far has answered the customer’s primary need. Let’s focus on the customer’s primary need instead:
 I have found your product at the Texas depot, and I have scheduled delivery for March 30.
 
 This draft is direct and delivers the needed information. However, the email does not take the you-view. Notice how she talks about herself first with the use of the personal pronoun “I”? In a subtle, but important improvement, Lynette should write:
 Your product is scheduled for delivery March 30. Your product was in the Texas depot.
 
 While both versions of the email let the customer know the product’s delivery information, the second version emphasizes the customer and makes the customer most important.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Language as an Obstacle
 Each of us has a variety of ways of speaking and writing depending on circumstances. The thank-you note you send to your aunt for your birthday gift will be very different in style from a thank-you note after a job interview with the vice president of the company you want to work for. 
 When you’re writing, it’s important to consider your audience’s understanding compared to your own. For example, if you’re writing a newsletter for customers, you would use different language than you would if you were writing a product status update to the engineers who initially created the product.
 As you write, keep your eye out for these common language challenges:
 	Clichés
 	Jargon
 	Slang
 	Euphemisms
 	Doublespeak
 
 cliché
 A cliché is an overused expression or phrase that has been overused so that it has become unoriginal and commonplace.
  Clichés that we use in everyday conversation (green with envy, face the music, add insult to injury, etc.) can make your writing sound boring or unfocused. 
 Avoiding Clichés
 With Cliché
 When I started thinking about getting a new job, I was completely clueless. I knew I wanted to do something really cool, but I was lost about what might fit the bill.
 
 Revised Without Cliché
 When I started thinking about getting a new job, I was overwhelmed by my options. While I knew I wanted to do something interesting, I was uncertain of what that might be.
  	Avoid 	Try This Instead 	Why 
  	Please resolve this ASAP. 	Please resolve this by March 30. 	ASAP is not a time we each understand the same way. You might be thinking you will get a callback tomorrow. I might be thinking the task will take a few days so responding within a week is sufficient. 
 	Thanks for your help. Now just kick it through the goalposts. 	Thanks for your help. Now you just need to finish submitting the paperwork to complete the transaction. 	“Kick it through the goalposts” is a common saying but it is a sports reference that many may not understand. It is not clear what step must be taken next. 
  
 jargon
 Jargon is specialized terminology used by a particular profession, group, or activity and is often difficult for outsiders to understand.
  Since these terms are used within an activity, group, or profession, they’re typically not well understood outside that context. Within the context of a specific group, jargon may help members of the group refer to very specialized concepts, but those outside the group may find the jargon incomprehensible or may not understand the intended meaning.
 For example, social media marketers may use terms such as search engine optimization, conversion rate, and user-generated content. Other social media marketers will understand those terms in the context of social media, but to those who don’t work in that field, those terms may have different meanings or make no sense.
 Always keep your audience in mind. If you are addressing only members of a specialized field, using field-specific jargon will signal to your audience that you are also a member of the field and may allow you to talk in more detail or about specific concepts. However, if you are speaking to a broader group with no specialized knowledge, using jargon will only alienate or confuse your audience. If some technical terms are absolutely necessary when speaking to an audience, be sure to explain each term and its context.
 If you are writing a department-wide memo, it would be acceptable to use terms specific to your company or department. If you are writing a newsletter for customers, however, it would be better to avoid jargon and use more generally recognized language. 	Avoid 	Try This Instead 	Why 
  	The project will require significant bandwidth. 	The project will need a lot of time and resources. 	In business, “bandwidth” often refers to the capacity or resources available to tackle a project. This term could be misinterpreted to apply only to internet or network capacity, not human or organizational resources. 
 	ATM will work well in this situation. 	Asynchronous Transfer Mode will work well in this situation. 	If the receiver is not from the technical side of communications, someone might have been thinking about a bank machine. 
  
 slang
 Slang consists of informal, often novel words and phrases used within a specific social group, culture, or context.
  Avoid slang or idiomatic expressions in formal business writing or academic writing. Slang and idiomatic expressions make your writing sound informal and can make you sound less credible. They can also make it harder for non-native English speakers to understand you.
 	Avoid 	Try This Instead 
  	That laptop was all jacked up. 	That laptop doesn’t work. The screen stays dark after you turn it on. 
 	They were ready to drop after all that overtime last weekend. 	They were exhausted after working overtime last weekend. 
  
 However, there are occasions when slang and idiomatic expressions may be appropriate, depending on who your audience is. If you are writing informally or humorously, slang and idiomatic language may help you better express yourself.
 If you are going to use slang, however, make sure that you’re using it correctly. Customers who are “native speakers” of slang (i.e., people who are a part of the demographic you may be targeting by using slang) can very easily spot a marketing professional who doesn’t understand the correct usage of a slang term or use of the term has fallen out of favor and is old news.
 euphemisms
 Euphemisms are words or phrases used to talk about unpleasant or taboo topics in a way that is perceived as less offensive or more agreeable.
  For example, instead of saying that you are leaving a meeting to urinate, you might say that you are “going to the restroom.” If you are talking about a coworker who just got fired, you might say that the person was “let go.”
 Doublespeak is a more deliberate form of euphemism that disguises the meaning of words so that the idea the words represent seems less unpleasant. Doublespeak language is usually used in bureaucracies and politics and should be avoided whenever possible.
 In business writing, you should avoid using doublespeak. Your purpose should not be to hide meaning but to communicate clearly.
 	Avoid 	Try This Instead 
  	The company is implementing a rightsizing initiative. 	The company is laying off employees. 
 	We will implement revenue-enhancing measures for this product line. 	We will increase the price for this product line. 
  
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Bias-Free Writing
 Why does the topic of bias-free writing follow a page about hidden meaning? Business writers work to be clear and direct in meaning, and drawing attention to details about race, age, country of origin, disability, and gender in the workplace might cause conscious or unconscious bias.
 Let’s look at some examples and ways to fix them. A simple rule for bias-free writing is to consider whether personal details need to be included to get the point across.
 	Avoid 	Try This Instead 	Why 
  	Franklin is the new African-American accountant. 	Franklin is the new accountant. 	The revised statement focuses on the relevant fact – Franklin’s new role – without reference to race, which is irrelevant to his position and qualifications. 
 	For someone nearing retirement, Agustina caught on to that new software quickly. 	Agustina caught on to that new software quickly. 	The revised statement removes age-related assumptions, emphasizing the person’s ability without age bias, promoting an inclusive workplace where performance is not linked to age. 
 	Jay has some of the highest call center ratings, even though his Brazilian accent is strong. 	Jay has some of the highest call center ratings. 	The revised statement focuses solely on Jay’s performance, which is the relevant factor in a work context, rather than his accent or national origin, avoiding any implication that his accent should affect our perception of the quality of his work. 
 	Rita is one of our most outgoing employees, even though he must use a wheelchair. 	Rita is one of our most outgoing employees. 	The revised statement commends Rita’s contributions without referring to her use of a wheelchair, which is unrelated to her performance and avoids defining him by his disability. 
 	This job is very technical; it’s not suitable for everyone. 	This job requires specific technical skills that will be listed in the job description. 	This alternative eliminates the implication that certain groups may lack technical skills and instead focuses on the job’s specific skill requirements. 
 	Do we have enough manpower to finish this project? 	Do we have enough staff to finish this project? 	The term “staff” is more inclusive, avoiding the gendered term “manpower,” which can reinforce gender biases and exclude non-male workers. 
  
 Avoiding Gender Bias
 Writing in a non-sexist way requires the ability to recognize sexism in the first place. The next hurdle is to figure out a way to eliminate any inherent sexism without disrupting the flow of the piece. Here are a few techniques to help avoid bias.
 Gendered Nouns
 The first way to avoid gender bias in your writing is to use gender-neutral words when referring to individuals in various positions:
 	Avoid 	Try This Instead 
  	businessman, businesswoman 	business executive 
 	chairman, chairwoman 	chairperson 
 	the common man 	the average person 
 	salesman, saleswoman 	salesperson, sales clerk, marketer 
  
 Gendered Pronouns
 The next thing to be aware of is your use of gendered pronouns. While some still use “he” as a generic pronoun, this shows a strong bias towards male individuals. Using “he or she” (“his or her,” etc) as the pronoun for a generic noun is more inclusive but does not acknowledge those with non-binary gender identities. Instead, use “they” and “their” to be most inclusive.
 	Avoid 	Try This Instead 
  	Every employee should file his report by the end of the day. 	Every employee should file their report by the end of the day. 
  
 Sometimes the best solution is to rephrase the sentence to have a plural subject instead of a singular subject.
 	Avoid 	Try This Instead 
  	When filing the report, each employee should make sure he or she includes his or her data. 	When filing the report, employees should make sure they include their data. 
 	Any author knows that his first draft of a piece won’t be good. 	All authors know that their first drafts won’t be good. 
  
 Singular They
 While they is typically treated as a plural pronoun, when an individual has expressed a desire to be identified with gender-neutral pronouns (they/their/theirs), it is grammatically correct to use they as a singular pronoun (per the Chicago Manual of Style, one of the predominant authorities on grammar and style).[1]
  There are occasions, however, where you can’t simply make the sentence plural. For example, let’s look at this sentence: “Someone will call you to further discuss the issue. He or she will call between 9:00 and 10:00 tomorrow morning.” Only one person will be making the call, so making this sentence plural could be confusing. In this situation, the solution may be to completely omit the pronoun: “Someone will call you to further discuss the issue. You can expect the call between 9:00 and 10:00 tomorrow morning.”
 Avoiding Race and Ethnicity Bias
 When speaking about race or ethnicity, deciding which term to use can be a tricky subject because the ascribed meaning to particular terms and labels can frequently change. When choosing between terms to refer to a group, it is best to ask a member of that group what they prefer.
 As a general rule in a business setting, do not mention a person’s race or ethnicity unless it is directly relevant to the situation.
 Avoiding Disability Bias
 As a general rule, avoid using labeled nouns when talking about people with disabilities. Try to use emotionally neutral expressions rather than ones that assign a role.
 	Avoid 	Try This Instead 
  	the disabled 	people with varied abilities 
 	a victim of mental illness 	a person living with a mental health condition 
 	a person suffering from cancer 	a person diagnosed with cancer 
  
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	The University of Chicago Press. "Grammar & Usage: Singular 'they'. Chicago Manual of Style, 2017, p. 241. ↵
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				Concise Writing
 At the heart of business is the idea that “time is money.” This may lead you to believe that shorter messages are always better; however, concise writing is not just fast or short. Sometimes your writing must balance the clarity of the message with efficiency.
 Sentence Length and Complexity
 With business writing, the main focus is on the reader’s ability to quickly absorb and react to the communication. Concise business writing uses clean, straightforward sentence structure to improve understanding and retention. This is different from the prose of novels or the beat of poetry in which taking pleasure in the complexity of sentences is part of the experience. Business writing uses simpler sentences to be more concise and thus less likely to be misinterpreted.
 Sentence Types
 Grammatically, there are three kinds of sentences. Understanding how they work and what they do will help you write more concisely and clearly.
 Simple sentences consist of a single independent clause.
 Fido fetched. [A noun and a verb are all it takes to make a simple sentence.]
 Whiskers ate her tuna. [This adds a direct object, “tuna,” but it’s still a simple sentence.]
 Polly sat on her perch and whistled. [This includes a prepositional phrase, “on her perch,” and a compound verb “sat” and “whistled,” but it’s still a simple sentence.]
  Compound sentences consist of two (or more, but that’s tricky) independent clauses attached by a comma and a conjunction.
 Amanita threw the ball, and Fido fetched it. [“Amanita threw the ball” could stand alone as a sentence, as could “Fido fetched it.” That structure is what makes this a compound sentence.] Complex sentences consist of at least one dependent clause followed by at least one independent clause.
 While Amanita looked for the ball, Fido chased a grasshopper. [Even though the part of the sentence before the comma has a subject, “Amanita,” and a verb “looked,” the addition of “while” means it can’t stand on its own as a sentence. “Fido chased a grasshopper” can stand alone, so it is an independent clause.] Compound-complex sentences combine at least two independent clauses and one or more dependent clauses, linked by conjunctions to express multiple related ideas.
 While Amanita looked for the ball, Fido chased a grasshopper, and Whiskers looked bored. Why Does This Matter?
 Using compound and complex sentences is great! However, be sure you are not splicing together long strings of clauses that get really hard to follow. Additionally, you should vary your sentence types for more engaging reading.
 In order to write straightforward sentences that are appropriate and effective in business communication, there are a few things to keep in mind.
 	Be careful not to string together too many ideas in the same sentence. A sentence like this is not only confusing, but it also becomes really boring to read and doesn’t sound very sophisticated.
 
 	Original Example 	Revision 	Why 
  	Michael coordinated the marketing campaign, the sales team exceeded their targets, and the new product launch was a resounding success. 	Michael coordinated the marketing campaign while the sales team worked hard to exceed their targets. The result was a resounding success for the new product launch. 	This revision clarifies that Michael’s coordination and the sales team’s efforts were simultaneous, contributing to the success of the product launch. Separating the success of the launch into its own sentence emphasizes its importance as the culmination of their efforts.
  
  
 	Starting a sentence with a dependent clause can sometimes bury the important news at the back end of the sentence. It’s not forbidden to begin with dependent clauses but be very careful about when you choose to do so. Think about the emotions a reader goes through when faced with a sentence like this:
 
 	Original Example 	Revision 	Why 
  	While we suffered a dismal first quarter because of supply-chain issues, and our stock price wobbled a lot thanks to fluctuations in the market in Europe that caused the company to begin targeting employees for layoffs, the executive team is happy to report that we are on track for a profitable year.  	The executive team is happy to report that we are on track for a profitable year, even though we suffered . . . 	The original is almost cruel in the amount of anxiety a reader has to suffer before getting to the good news. The impact is completely different when the sentence starts with the good news first.
  
  
 	Clear is good; simple can be mind-numbing, so vary your sentence structures. 
 
 	Original Example 	Revision 	Why 
  	The conference was planned. The keynote speakers were confirmed. Attendees registered in record numbers. Feedback was overwhelmingly positive. The event was a success. 	With the conference meticulously planned and keynote speakers confirmed, we witnessed record registration numbers from attendees. The overwhelmingly positive feedback highlighted the event’s success. 	This revision is more interesting to read and combines related details.
  
  
 Watch your wordiness. As you write and edit, ask yourself whether you are using several words when there’s one perfectly good one that would suffice. At the same time, be careful of turning a single sentence into a paragraph by stringing together every idea you’ve ever had. Findings from Goddard (1989) suggest that sentence length is related to reader comprehension. This research suggests that between 20 and 25 words is the maximum for solid comprehension.
 	Sentence Length 	Comprehension Rate 
  	8 words 	100% 
 	15 words 	90% 
 	19 words 	80% 
 	28 words 	50% 
  
  Remember, your goal is not to make your sentences short, your goal is to convey your ideas clearly and to avoid ambiguity. That said, the more complex the material you are discussing, the more straightforward and clean your sentences need to be. [1]
 	Avoid 	Try This Instead 	Why 
  	I am writing to tell you that the cat ate the mouse. 	The cat ate the mouse. 	Isn’t it obvious that “I am writing”?  How else would the reader see this? 
 	At this point in time, you need to complete a new application. 	You need to complete a new application. 	What other time period could we be in? 
 	In a very few cases, the amount was refunded. 	Rarely was the amount refunded. 	Why use a whole phrase when a single word is right to the point? 
  
 Be careful not to repeat yourself over and over and over.
 	Avoid 	Try This Instead 
  	Those two items are exactly identical, except for the price tag we added. 	Those two items are identical, except for the price tag we added. 
 	It’s a true fact that she was late again. 	It’s true she was late again. (Even better in most cases:) She was late again. 
  
 Finally, become aware of your bad habits. Do you use “also” too much to show the relationship between ideas? Do you overuse the complex sentence type? Do you use “one” (as in “One hopes to understand the meaning of this sentence.”) and then get stuck in a bog of pronouns? Do you start sentences with “What it is, is . . . ” Whatever your particular quirks, become aware of them and take care to look for and fix them when you edit your work.
 For more useful information on how sentences work, and to get some practice in before you start your writing, check out this reading on Sentence Structure. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	http://sites.utexas.edu/legalwriting/2015/04/29/manage-your-sentence-length-2/ ↵
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				Active and Passive Voice
 You’ve probably heard of the passive voice—perhaps in a comment from an English teacher or the grammar checker of a word processor. In both of these instances, you might have been guided away from the passive voice.  When the passive voice is used too frequently, it can make your writing seem flat and drab. However, there are some instances where the passive voice is a better choice than the active.
 active voice vs. passive voice
 	An active voice sentence is written in the form of “A does B.” (For example, “Carmen sings the song.”)
 	A passive voice sentence is written in the form of “B is done by A.” (For example, “The song is sung by Carmen.”)
 
  Both constructions are grammatically sound and correct.
 ACTIVE VOICE:  Tamara lost the potential sale in North Dakota.
 PASSIVE VOICE:  The potential sale in North Dakota was lost.
 
 You may have noticed something unique about the previous passive voice example: the passive voice can be used to hide who performed the action. Despite these sentences being completely grammatically sound, we don’t know who lost the sale if we only read the passive sentence. This could be a good way to focus on ways to improve company strategy, rather than focusing on a single person’s performance (and avoid calling out a single employee in a potentially public setting). If, however, it is important that Tamara lost the sale, but we want to focus on the loss rather than who lost it, saying “The potential sale in North Dakota was lost by Tamara,”
 The passive is created using the verb to be (e.g., the song is sung; it was struck from behind). To be conjugates irregularly. Its forms include am, are, is, was, were, and will be, had been, is being, and was being.
 Business writing is known for being direct and to the point in most situations, so you should favor active rather than passive verb constructions. But there are occasions when being too direct can make you sound insensitive.
 Consider the following refusal of a request for a raise:
 	ACTIVE VOICE: You cannot have a raise at this time.
 	PASSIVE VOICE: A raise can not be given at this time.
 
 In this case, the goal of using the passive voice to soften the negativity of the message has made the message sound more considerate.
  If you are trying to avoid calling out a particular individual, one strategy is to de-emphasize the actor or subject in the sentence. Bring out your sensitive side by knowing how to tactfully apply passive voice. Reserve passive verbs for the moment you need to say “no” in a message.
 For more information on how and why to use the passive voice check out Using the Passive Voice. Clarity
 Word selection and phrasing lead to successfully transferring meaning from the sender to the receiver. Careful word selection enhances the writer’s reputation and reflects the business’s reputation.
 Think of the advice a home seller receives before an open house. They will often have bread baking or apple cider simmering to create an aroma that makes the house feel more inviting. This small step might influence a potential buyer to have a better impression of the house. Solid writing skills can have the same effect for the employee. The employee gains respect and appreciation because of writing skills that project credibility and confidence.
 Precision
 Business communication should be clear, specific, and precise meaning. Work to be accurate and careful with your word choice.
 	Avoid 	Try This Instead 
  	Capable of greeting many customers while attending to a multi-line phone. 	Capable of greeting 25 customers an hour, while managing incoming phone lines for six district managers. 
  
 Plain Words
 When trying to impress, it is tempting to use complex words in order to sound sophisticated. Unfortunately, using complex vocabulary may obscure your ideas and potentially damage your credibility. Remember the focus of your writing should be on the reader who needs to understand your message.
 Instead of focusing on complex words concentrate on expressing accurate content with precise, unambiguous words so that the message is transmitted clearly. Be precise while understandable.
 	Avoid 	Try This Instead 
  	The lawyer was trying to obfuscate details during his opening. 	The lawyer was trying to confuse the details during his speech. 
 	The remuneration the contractor receives is commensurate with the time and materials used. 	The pay the contractor receives is equal to the time and materials used. 
  
 Lists
 Lists can be used in several ways. Working with numbered lists or bulleted lists is a fast way to draw attention to several items. Lists add white space to a document, which helps the reader. They add emphasis because they stand out on the page. Numbered lists are used when order of importance matters.
 	Avoid 	Try This Instead 	Why 
  	The store needs several items to process the refund for the incorrect billing. If you have the receipt, we’ll need that. After you find the receipt, circle the incorrect payment and add the voided check to the envelope. Remember that a stamped return envelope will get your money back more quickly. Please be sure to add that. 	To process your refund, the store needs several pieces of documentation. Please do the following:
 	Find the original receipt
 	Circle the incorrect items
 	Find the voided check
 	Complete a self-address stamped envelope
 
 Include all items with your request.
  	A numbered list provides the correct order and structure for the reader. It creates white space in the message. 
 	When you go to the store, can you remember to get the items I need for my recipe? I forgot to get one orange, eggs for the mix (2), and red for the icing, so I’ll need one bottle of red food coloring. 	At the store, please purchase
 	one orange
 	two eggs
 	one bottle of red food dye
 
  	It’s likely the shopper only needs to know what to buy, not why to buy it. 
  
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Parallel Construction
 Parallel construction of sentences, lists, and even headings makes messages much easier for the reader to absorb. 
 Compare the two following sentences:
 	Yara loves running, to swim, and biking.
 	Yara loves running, swimming, and biking.
 
 Was the second sentence easier to read and comprehend than the first? The second sentence uses parallelism. All three verbs end in “ing,” while in the first sentence, two of the action words end in “ing” and one does not. While the meaning of the first sentence comes through, it’s easy to trip up over the mismatched action words (or verbs).
 The application of parallelism improves writing style and readability, and it makes sentences easier to process.
 Compare the following:
 	Lacking parallelism: “She likes cooking, jogging, and to read.” 	Parallel: “She likes cooking, jogging, and reading.”
 	Parallel: “She likes to cook, jog, and read.”
 
 
 	Lacking parallelism: “He likes to swim and running.” 	Parallel: “He likes to swim and to run.”
 	Parallel: “He likes swimming and running.”
 
 
 
  Once again, the examples above combine different action words. To make them parallel, the sentences should be rewritten with the same types of action words. 
 An easy way to think about this is to make your sentence into three separate sentences:
 The dog likes to run.
 The dog likes to play fetch.
 The dog likes to go to the dog park.
 To achieve parallelism, identify where the sentences start to be different. In the example above, the sentences change when you get to the action words, after the word “to.” Therefore, what comes after “to” is what your list should be made of in order to keep a parallel structure in your sentences. Then check your parallelism by making sure that each of the items represents the same part of speech. In this case, each item–“run,” “play,” “go”–is a present-tense verb, so the parallelism works.
 The dog likes to
 run,
 play fetch, and
 go to the dog park.
 Here are a few more examples of parallelism in which the elements are all different lengths and types:
 Jackson and Krista are cooking dinner, David and Rogelio are setting the table, and Ollie and Ron are picking up dessert. (The parallel elements of this sentence are independent clauses that could stand alone. We could make sentences out of each clause before the comma.)
 Juana looked for her phone under the table, on top of the bookcase, and inside the cupboard. (The parallel elements are prepositional phrases, or words that indicate location, in this sentence.)
 Mandy and Torrence watched American Fiction, The Boy and the Heron, and an episode of Storage Wars. (This may look tricky, but all of the elements in the list are nouns, or things, so the sentence is parallel.)
  Parallelism can also apply to the way you talk about similar elements in general. If you’re writing a research paper that includes references to several different authors, you should be consistent in how you cite them. For example, if you talk about Jane Goodall and Henry Harlow, you should say “Goodall and Harlow,” not “Jane and Harlow” or “Goodall and Henry.” This is something that would carry on through your entire paper. You should use the same mode of address for every person you mention.
 Maintaining parallelism can also keep you from unintentional bias. Referring to three physicians as Dr. Jameel Smith, Dr. Samuel Evans, and Kathy will probably not make Dr. Kathleen O’Rourke very happy. Using an informal way of addressing only one of three professionals can be interpreted as undermining her professional credibility and may perpetuate gender bias by not affording her the same respect and recognition as her male counterparts.
 Parallelism is really helpful when you’re making lists, tables, or outlines. Think about the difference between these two versions of a list in an internal report:
 	Tasks to be completed before the end of the quarter:
 	Compile quarterly and aggregate sales data
 	We should ask HR for a salary audit
 	Presenting findings to the board
 	Jeff does more searching for office space
 
  	Tasks to be completed before the end of the quarter:
 	Compile quarterly and aggregate sales data
 	Request salary audit from HR
 	Present findings to the board
 	Continue office space search
 
  
  
 Which one is easier to follow? Which is more professional in its look and feel? Essentially, any time you have a list—whether it’s within a single sentence or has a larger scope—you should use parallelism.
 Emphasis
 The correct amount of emphasis in business communications can help readers easily access the intended message. However, what is considered appropriate emphasis can differ drastically in this age of texting and social media. Remember that business communications are a part of a professional setting. 
 	Avoid 	Try This Instead 	Why 
  	ABC Company loves the opportunity to fill your Pick n Pack order. 	ABC Company appreciates the opportunity to fill your Pick n Pack order. 	“Love” is an intense human emotion, not the emotion of a thing—a company. 
 	Allied Sales is so sorry and apologizes for the trouble the late delivery caused your pets. 	Allied Sales shipped the late order at its own expense with overnight delivery to make up for the delay. 	Highlight the solution rather than increasing focus on what went wrong.
  
 	Your order is appreciated!!! 	Your order is appreciated. 	The exclamation mark is clearly a mark of personal enthusiasm. Overuse can make the writer seem immature in the workplace context. 
 	Please see the corporate request. There are FIVE QUESTIONS TO ANSWER. 	Please see the corporate request. There are five questions to answer. 	Using all capital letters is construed as yelling at someone. This effect is further magnified when it comes in a downward message.  
 	Recently, employees have erroneously entered wired rather than rewired on service orders. 	Recently, employees have erroneously entered wired rather than rewired on service orders. 	Use of italic font provides emphasis without the startling impact of all capital letters. 
 	She wanted to be called Francesca, not Fran. 	She wanted to be called Francesca, not Fran. 	Use of bold font provides emphasis without the startling impact of all capital letters. 
 	If a RX5 cable is shipped, an EU45 must be shipped at the same time. 	If a RX5 cable is shipped, an EU45 must be shipped at the same time. 	Use of underlined font provides emphasis without the startling impact of all capital letters. 
  
  In the examples above, notice how italic, bold, or underlined fonts all provide emphasis in a similar fashion. Any of the three are equally helpful, and the choice should be made based on what the organization or the writer prefers.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Crafting Effective Messages

								

	
				 	Explore strategies for writing with the audience’s needs in mind
 	Understand how to use language that is inclusive and avoids bias
 	Discover techniques for writing messages that are clear and concise
 	Understand what parallel structure is and how it can improve your writing
 	Understand how to highlight important points in your writing
 
  Active vs. Passive Voice
 https://lumenlearning.h5p.com/content/1290980040578381928/embed 
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		Learn It 2.3.1 The Writing Process

								

	
				 	Recognize the role of thorough planning in effective writing
 	Understand how to write a business message by using an outline
 	Understand how to revise a business message to improve its tone, clarity, and accuracy
 
  The Writing Process
 Writing a message that is consistently well received can become a habit, but it can be hard to achieve. The three-part writing process ensures the best outcome each time.
 	Planning
 	Writing
 	Revising
 
 Planning Business Messages
 [image: A circular diagram of the "plan" stage of the writing process, and within the circle are the words "plan, purpose, preliminary research, outline/organize."]Figure 1. The Planning Process While this whole module is about writing, most of the thinking about what you are going to write happens before you compose a single sentence. Planning and outlining is where your analysis and organization get done so that when you’re ready to write, all you have to worry about is sentence structure, word choice, and tone.
 Remember those school days when teachers required outlines before you could start writing your paper? Creating those outlines gave you a transferable skill that’s valuable in many jobs and industries. An outline serves as a road map for what you’re going to write, and it aids in improving your writing habits. Unlike in school, they do not need to be formally typed and numbered; they can exist on a notepad or Post-it on your desk. However, using your word processor’s outlining function is a great way to keep organized and makes cutting and pasting easy if you want to rearrange your order.
 You-view in Planning
 First, determine how the receiver of this communication likely feels about the communication: positive, neutral, or negative. Focus on what the receiver feels based on the receiver’s situation. Do not factor in “How I’d like to hear this news.” The receiver has not researched this message, might not have heard parts of the topic before, or might not have the same background you do. The receiver may have a different work responsibility and may need background to fully appreciate the communication. Factor all of that into your audience analysis. This is you-view planning. The you-view thinks about what the receiver wants and needs to understand.
 Planning is the key first step in the writing process because it enables the writer to begin thinking about how the final product will be created and evaluated. It is the first step in establishing your accountability and reliability as a writer. Remember that when you are writing for a corporation or organization, your writing lives on as a business record and reference. Solid planning leads to a reliable final product with a well-defined topic that will eventually be presented in a succinct thesis or hypothesis.
 Organizational Structure
 Earlier in this module, three audience types were introduced: positive, neutral, and negative. These audiences may receive positive, negative, or persuasive messages. All messages contain three or four blocks:
 	News: Whether good news or bad news, the message states its point clearly. The receiver should clearly understand the news unambiguously.
 	Reasons: The reasons section supports or explains the news. This is the needed detail to aid the receiver’s understanding or action.
 	Goodwill and Action: This is the closing paragraph where the sender provides a brief, sincere remark designed to continue the working relationship. The closing paragraph is not finished without some detail or reminder related to the purpose of the communication, or call to action.
 	Buffer. This is usually only found in negative and some persuasive messages. A buffer starts a message where the reader is likely to be on the negative side of the continuum by warming the reader to the topic, but not laying out the entire outcome of the message.
 
 Depending on your audience’s reaction, you will place these blocks in a different order:
 [image: A diagram titled, "How does your audience fell about your conclusion?". The diagram is a double ended arrow, with one end being green and labeled "positive", the middle being yellow and labeled "neutral", and the other end being red and labeled "negative". Below the arrow is the question, "How should you organize your message?", and below the question in between the "positive" and "neutral" sections are the words "direct organization, news-main idea, reasons, goodwill & action". Below the question in between the "neutral" and "negative" sections are the words "indirect organization, buffer, reasons, news-main idea ("no"), goodwill & action".]Figure 2. How a message should be organized depends on the audience’s anticipated reaction.  Positive Message Outline
 The basic organizational outline for a positive message uses the blocks introduced above in that same order: news, reasons, and goodwill and action. The blocks are the labels of the outline section where the writer collects notes and thoughts on that part or paragraph. With these notes, the writer can write the entire message without stopping to look for details.
 In this example of a positive message, assume the sender is confirming the receipt of a duplicate shipment and has agreed to provide credit.
 	Organization Block 	Purpose 	Notes for the Message 
  	News 	With a positively inclined receiver, the main idea is in the first paragraph, the first sentence. The reader wants to know something and is receptive, so the writer should just say it. 	credit due 3/31 
 	Reasons 	This is the body of the message that contains the details supporting the news 	“The Leadership Experience” duplicate received.
 Invoice attached.
 Credit processed against acct 234-2345
  
 	Goodwill and Action 	Acknowledge any effort or relationship with the receiver. Confirm any commitments. 	She sent clear details. Should see on April statement. 
  
 Negative Message Outline
 The generic organizational outline for a negative message uses the three blocks from the positive message but in a different order. The negative message outline also adds the buffer block at the beginning. 
 In this example of a negative message, assume the sender is delivering the bad news about a delay in the promised ship date of a book. The receiver needs this to prepare for a two-week training conference but didn’t order it early enough.
 	Organization Section 	Purpose 	Notes to write message from… 
  	Buffer 	Starts the message by being on topic, but not clearly laying out the news. It is important to start neutrally to avoid getting the reader’s expectations set too high. 	Been a customer for many years.  
 	Reasons 	This is the body of the message that contains the details supporting the news.
 Reasons must have the you-view. Avoid mentioning policy or rules as this just encourages the reader to escalate to a higher level of management.
  	Very popular title. 
 good quality takes time.
  
  
 	News 	The bad news is stated directly, yet gently. Offer any offsetting news, if possible.
 Avoid apologizing. It can bring on legal guilt in extreme situations. In many cases, the sender’s company did nothing wrong. If truly necessary and in alignment with company policy, then apologize.
  	book delayed by 7 days. focus on her receipt added free shipping. 
 	Goodwill and Action 	Avoid sounding trite but express interest in continuing the good relationship. Confirm the delivery date. 	past good experiences. delivery April 5
 Notice there is missing punctuation and capitalization. These are only notes, so those issues will be cleaned up in the following steps.
  
  
 Persuasive Message Outline
 The simplest understanding and approach to persuasive messages is to determine how likely the receiver is to comply with the sender’s wishes. If the audience is positive, then follow that outline. For negative audiences, you need to use a different approach.
 Positive Persuasive Message Outline
 It is helpful to approach this type of message with the marketing concept of Awareness, Interest, Desire, and Action (AIDA).
 	Attention: Begin with a statement or question that grabs the reader’s attention, focusing on the positive outcomes or benefits of the proposed action or change.
 	Interest: Generate interest by detailing how the proposal aligns with the reader’s needs, values, or desires. Use relevant examples or statistics to bolster your argument.
 	Desire: Increase the reader’s desire for the proposed outcome by emphasizing the positive impact on them or their organization. Highlight benefits, potential rewards, and positive changes.
 	Action: Conclude with a clear call to action. Be specific about what you want the reader to do next and make it easy for them to comply. Provide all necessary details for the action you are requesting.
 
 Negative Persuasive Message Outline
 For a persuasive message that may be received negatively, you will want to use a different approach.
 	Context and Understanding: Start by acknowledging the reader’s situation, demonstrating empathy and understanding for their perspective. This builds a foundation for trust and receptiveness.
 	Reasoning and Explanation: Present the reasons for the negative message clearly and logically. Explain the rationale behind the decision or action, focusing on facts and avoiding blame or emotional language.
 	Alternative Solutions or Compensations: Where possible, offer alternatives or compensations for the negative news. This shows that you’ve considered the impact on the reader and are willing to support them through the transition or disappointment.
 	Action and Forward Movement: End with a positive note or a call to action that looks to the future. Encourage the reader to see the potential for positive outcomes despite the negative news. Provide clear steps for what comes next or how to make the best of the situation.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				From Planning to Writing
 [image: A circular diagram depicting the "Write" stage of the writing process, with the words "writing, phrasing/wording, layout and pages" within the circle.]Figure 1. The Writing Process At this stage of the process, the purpose and organization of your message is already decided. Now you need to craft the words and phrasing for each part of the message.
 Whichever outline you’ve started with, it can seamlessly morph into a first draft simply by choosing an area to attack. Start fleshing it out with full sentences, complete thoughts, and relevant sources.
 Writing Skills
 Subject Line
 The subject line is surprisingly important in business communications. It is found in both email and memo formats. Subject lines are a mini introduction to the message. However, they do not replace the need for the subject to be addressed in the first paragraph of the communication.
 	What 	Avoid 	Try This Instead 
  	Subject Line 	Regarding next Tuesday’s meeting 	Items to bring for Next Tuesday’s meeting 
 	First line of the message 	Will you bring the pens and pencils? 	Will you bring pens and pencils to next Tuesday’s meeting? 
  
 Subject lines are succinct introductions to a direct, negative, or persuasive message
 	What 	Avoid 	Try This Instead 
  	Direct Message 	Conference Dates 	Please confirm conference dates 
 	Negative Message 	Problem! 	Confirmation needed Order 3145 
 	Persuasive Message 	Need a Speaker 	Speaking Opportunity for You 
  
 Check to see if your subject lines pass a simple list of questions:
 	Is the main idea apparent from the subject line?
 	Is it a phrase rather than a full sentence?
 	Can the receiver judge the urgency—whether they must read the message now or leave it for later?
 	Will the receiver be able to find this message again easily based on your subject line?
 
 Constructing Buffers
 Buffers are a specific component of negative messages. They allow the writer to start the message without fully disclosing the bad news that is coming. Buffers must lead into the topic while avoiding negative overtones. At the same time, a buffer shouldn’t give a false impression or raise the recipient’s hopes only to disappoint them later. For example, in writing to a job applicant, the subject line, “You are our best candidate” only to follow in the body with “but unfortunately, we needed to hire from within the company, so you didn’t get the job” is needlessly cruel. On the other hand, “You are one of many impressive candidates,” is both honest and appropriately complimentary while serving as a buffer.
 	Buffer Topic 	Sample 	Reason for the “No” 
  	Item of Agreement 	Planning a 250-person wedding is quite an undertaking. 	The larger ballroom is booked on that date. 
 	Compliment 	The American Cancer Society provides excellent support to the community of Centennial, MO. 	The organization cannot fund the charity golf tournament this year. 
 	Reasons 	With the increase in interest rates, there is a decline of 5% in new client calls. 	There are account reassignments planned. 
  
 Negative Words and Tone
 Business relationships are like all relationships. There are ups and downs. At times employees, customers, and others must hear news that is not to their liking. Two important skills save the relationship while delivering the bad news. In all situations, the sender works to avoid negative words and tones. 
 With negative messages, there comes a time when the bad news must be stated. A skilled writer who plans the message well has this part of the message contained in a single area of the communication. Yet, when saying “no,” the meaning must be clear. Sometimes the most diplomatic form of clarity is achieved with a skilled “implied no.” Consider how the following are clear, yet avoid a negative word or tone.
 	Avoid 	Try This Instead 
  	April 23 is not available. 	Rooms are available April 20–22 or April 24–29. 
 	Snakes are not allowed on the plane. 	Please see our pet policy that allows cats, dogs, and peacocks. (Add “only” if needed—only cats, dogs, and peacocks.) 
  
 You-View
 In defining positive messages, both good news and expected news fit the category. However, some expected news may not please the receiver. The you-view in writing helps the sender keep an overall good relationship to the receiver. Consider the following:
 	Avoid 	Try This Instead 	Why 
  	Do not park in Lot C. It is being resurfaced. 	While Lot C is resurfaced, Lots A and B should be used. 	The direct object “you” is assumed with the instruction of “do not.” Coupling a “you” with a “no” in the same sentence is likely to annoy or feel accusatory to the receiver, thus damaging the relationship. State what is possible rather than what is not. 
 	I can’t wait to help you. 	I look forward to helping you. 	Here is something the sender wants to do, but the example clouds the positive desire with the negative “can’t.” If you as the sender are eager, then be eager rather than confusing the issue with a negative. 
 	The claim is forthcoming, however, another form is needed. 	Another form is needed before the claim is processed. 	“However” is frequently considered a negative word since it contradicts what comes before. The word “but” can also be perceived negatively. 
  
 Writing a Positive Message
 Consider the following example outline constructed in the planning process:
 	News 	Need quote on security components 
 	Detail 	4 PCs, 2 printers, 1 wireless router. Need itemized cost, warranty/mtc, installation date 
 	Goodwill and Action 	2-year contract in place. Hope for April 15. 
  
 With this outline in place, the message is formatted as a business letter or email as the situation warrants.
 	Comments on Section 	As Written 
  	First Paragraph: Start the message with the news. This is a positive message. Focus on the receiver and realize all she wants to know is “what do I need to do”.
 The message opens with a you-view. The “Please” is saying “you need to” but in a positive manner.
 The main idea is easy to find. It is not hidden by unnecessary phrasing or a preamble that does not advance the purpose of the message.
  	Please provide a quote for updated security systems. 
 	Second Paragraph: Using paragraphs respects the reader by providing white spacing thus making the message easier to read.
 Paragraphs provide logical breaks to aid in understanding and retention.
 Bullets do not exist except as part of a paragraph. There is the introduction to the paragraph and then the lists.
 Lists are easier on the eyes through the use of white space. They aid in retention. It will be easy for the receiver to mark off items as completed. List items are constructed in a parallel fashion.
  	Given your familiarity with our system, please maintain compatibility and quote for the following items.
 	4 PCs
 	2 printers
 	1 wireless router
 
 In the response, please address the following questions:
 	How much is the total and itemized cost?
 	How much is the warranty and maintenance cost?
 	When is the earliest installation date?
 
  
 	Final paragraph: Encourages the relationship with a specific note of goodwill. Provides a crisp reminder of the action needed. 	Thank you for being so easy to work with over the past two years. If possible, please provide this quote by April 15. If it will be later, please call to let us know. 
  
 Writing a Negative Message
 Assume that the outline for this negative message constructed in the Planning process is the following. Notice that there is a typo where “april” is not capitalized. For the outline, that is just fine. These are organizational notes that only the writer sees:
 	Buffer 	Long relationship of mid-april conventions. Past relationship 
 	Reasons 	New personnel. Competitive month and rates 
 	News 	Conference date must move earlier or back one week 
 	Goodwill and Action: 	Discount. Must hear by March 5 
  
 With this outline in place, the message is formatted as a business letter or email, as the situation warrants.
 	Comments on Section 	As Written 
  	Buffer: First paragraph — Start the message with a note that relates to the message, one that both agree on.
 Do not be so cheerful as to mislead the audience, nor set a dark tone that may cause additional trepidation in someone who is about to be disappointed.
 By not immediately confirming availability, the reader can begin to prepare for the upcoming news.
  	Your organization has been a longtime partner of Aspen Lodge, and we have been honored to be your location of choice for your annual April conference. Thank you for your recent letter regarding next month’s availability. 
 	Reason: Second paragraph. It is so tempting to write reasons for a no from the perspective of the sender. “We are all full.” “Company policy says.” Reasons in a negative message offer the reader a way to see it from the writer’s standpoint. If the message is well written, by the time the “no” comes, the receiver will be in complete agreement. 	With such a warm winter, your choice of Aspen Lodge remains one desired by many organizations eager to come west. The Lodge is always popular with local organizations due to the low off-season rates, which means facilities book quickly and early. 
 	Reason continued: Either second or third paragraph.
 Here is the hardest part of the message. The reader is likely anticipating being turned down by now. It is up to the sender to make the “no” clear, but not harsh. This may be done directly or with an Implied no.
 This writing assumes the group always comes on and had requested the second weekend.
 One key issue to watch out for when delivering negative messages in this way is that you might work to avoid negative words so intently that you make the message hard to understand. In this case, talking about the weekends that are available leaves the message pretty clear.
  	With the second weekend already reserved, would you prefer the first or third weekend? 
 	Final paragraph: Encourages the relationship with a specific note of goodwill. Provide a crisp reminder of the action needed. 	Please call by Friday, March 31st, to confirm which of the two remaining weekends best suits your needs. Aspen Lodge is booking quickly, and we hope to have good friends like ABC company here again this year. Because you have been such a loyal partner, we are offering a 5% discount for whichever weekend you do end up choosing. 
  
 Writing a Persuasive Message
 With persuasive messages, the audience analysis in the planning stage will point you in the right direction. This example outline assumes that the receiver needs a push to accept the solution being presented.
 In this example, a marketing team has planned to do some focus groups in Manhattan among a difficult-to-find consumer segment (let’s say, left-handed teenage girls who like both crocheting and motocross racing). The facility that’s finding and scheduling the participants is having a hard time finding enough participants in Manhattan, so they want to involve a partner facility just across the river in New Jersey. It’s going to cost the marketing team more money, which they’ve anticipated but still won’t like, and it will involve extra travel. Here’s one way to present that news.
 	Buffer / Attention 	More diverse research participants in Manhattan and Newark 
 	Reasons / Interest 	A more diverse set of participants in two locations 
 	News 	We can’t find enough qualified people in Manhattan, so we’re adding our Newark location 
 	Goodwill and Action: 	Travel between locations on a deluxe chartered coach bus at no extra cost 
  
 With this outline in place, the message is formatted as a business letter or email, as the situation warrants.
 	Comments on Section 	As Written 
  	Buffer: First paragraph— Start the message with a note that relates to the message, one that both agree on.
 Do not be so cheerful as to mislead the audience, nor set a dark tone that may cause additional anger in someone who is about to be disappointed.
 By starting with the good news, the writer can offset any disappointment or annoyance at the bad news.
  	Thank you for entrusting us with this interesting and challenging recruit. We’re calling on all of our experience to make sure we find you the best participants to meet your research needs and find girls who not only meet the specifications but also represent a range of ethnicities and income levels. 
 	Reasons: Second paragraph— It is so tempting to write reasons for a no from the perspective of the sender. “We are all full.” “Company policy says.” What reasons in a negative message is to offer the reader a way to see it from the writer’s standpoint. If well written by the the time the “no” comes the receiver will be in complete agreement. 	As you’ve known from the start of the project, finding participants that meet your specifications was going to be difficult, and we are about halfway recruited. We have placed ads in the newspapers and online, and we have asked motocross courses to recommend members who might qualify. 
 	Reasons continued: Either second or third paragraph—
 Here is the hardest part of the message. The reader is likely anticipating some sort of bad news by now. It is up to the sender to make the difficulty clear but not harsh. Even with the Goodwill action, there’s likely to be some annoyance on the part of the receiver.
  	However, we seem to have stalled in finding people to come to our Manhattan facility. As we see it, we have two choices. We can relax the specifications, which might water down your data, or we can reach out to a partner company in Newark. Between the two facilities, we believe we can fully recruit your research study. As we discussed at the proposal stage, this will incur extra costs, and we recognize that you had not built travel to Newark into your schedule. Therefore, we have taken the liberty of reserving a deluxe coach bus and driver at our expense to move your team from their base in Manhattan to the facility in Newark on the days you will be there. 
 	Final paragraph: Encourages the relationship with a specific note of goodwill. Provide a crisp reminder of the action needed. 	Please let us know whether this solution is acceptable or whether you would like to loosen your participant specifications. Please also tell us whether we can help with anything else, including changing hotel accommodations using our corporate discount. We are very much looking forward to hosting you and your team for this groundbreaking research. If I hear from you by Wednesday morning, I can lock in whichever option you choose and move forward with the work. 
  
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				The Art of Revising
 Once you’ve written your message from beginning to end, you may be ready to move on to your next task. Before you do that, it’s time to clarify, refine, and reorganize to make sure your message is exactly what you want it to be.
 [image: A circular diagram depicting the "Revise" stage of the writing process. Within the circle are the words "grammar, proofreading, verify purpose."]Figure 1. The Revising Process Revising is the rearrangement and fine-tuning of a fully developed—if not completed—draft so that the thesis or hypothesis is aligned with the writer’s purpose, the audience’s needs and characteristics, the development of the argument, and the persuasive conclusion.
 A Critical Step
 Revising, for many writers and teachers of writing, is the most critical step in any writing process. It is also the step that often frustrates many writers because it can be hard to maintain objectivity and focus when looking so closely at your own work.
 Many writers find it beneficial at this stage to have someone else read the document they have been working on. Remember that when you ask someone for a critique of your work, you are not asking for praise for your brilliance but rather asking to have your work made even better and more effective for its purpose. Also, keep in mind that just because someone makes a suggestion doesn’t mean you have to accept it — unless that person is your boss, of course.
 The need to revise acknowledges the likely scenario that no one’s writing is perfect and can always be improved. Willingness to revise means that the writer recognizes the dynamic nature of communication and that revisions are required in order to clearly articulate ideas and meet the expectations of the audience. Effective written expression is the result of careful revisions.
 A Two-Step Revision Process
 In the revising process, the writer does two things:
 	Ensures the final message accomplishes the goal identified in the planning step. This is content evaluation.
 	Ensures the grammar and proofreading step has corrected any errors. This makes sure the wording is easy to read for the receiver and that the writer’s reputation is well-served by a professional document.
 
 Proofreading Skills
 Fragments
 A sentence fragment is essentially a group of words that has been punctuated as a full sentence but does not express a complete thought. It lacks either a subject, a verb, or a complete thought, making it unable to stand alone as a sentence. As you read through your draft, make sure there are only whole sentences.
 Run-Ons
 On the other side of fragments are sentences that go on and on and on. Beware of run-on sentences as they can make text difficult to read and understand, leading to confusion about the writer’s intended message. By spotting and correcting run-ons, writers can ensure their ideas are clearly and effectively communicated, enhancing the overall coherence and readability of the text.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Formatting Business Messages
 Two of the most widely used examples of word-processing software are Microsoft Word and Google Docs. Both Word and Google Docs provide the business writer with the formatting tools needed to create professional documents.
 Specifications of the basic letter, memo, or email format:
 	Paragraphs are not indented
 	Line spacing is 1.0 (or 1.15) in the paragraph
 	Line spacing is 2 between paragraphs
 	Left margin is justified/aligned, which means it looks like a straight line
 	Right margin is ragged (left-aligned paragraph) or straight line (block paragraph)
 	Font size is 10 or 12 depending on font type (Arial and Times New Roman are common fonts because they are universal across PC and Mac platforms)
 
 These are general guidelines. If your organization has its own formatting and style guide, that is the one you should use.
 Business Letter Format
 There are numerous online sources describing the format of a business letter. Many businesses have specific formats for communications coming from their organizations, and of course, those formats take precedence. There is likely pre-printed letterhead with the company logo and address available. Today, it is commonplace to include company email and website addresses in the address block or heading.
 As you begin to use both Word and Google Docs, you will become familiar with templates that help with many of the spacing issues. This section comes from a widely recognized source, Purdue OWL (Online Writing Lab). There are several common styles: Block, Modified Block, and Semi-Block. These instructions address the most common parts of a business letter using block format.
 	Sender’s Address
 	Date
 	Inside Address
 	Salutation
 	Body
 	Closing
 	Enclosures or attachments
 
 Business Memo and Email Format
 With the increasing use of email, memos are less frequently found in the workplace. For business writers,  think of memo and email formats as being similar. Pay careful attention to the subject line in both emails and memos. As discussed in the previous sections, the subject line plays a critical role in guiding the reader regarding urgency, topic, and actions to take. In an email or memo, use bold paragraph headings for scannability. Doing this helps you stay organized, and readers appreciate it because it helps them pick out the most important information easily.
 For more information on how to format a memo take a look at this document on standard memo formatting.
 Style
 When formatting any written communication, it’s important to end up with a document that’s pleasing to the eye. Here are a few quick tips on making your document look good. For more tips, take a look at Format: Design for Readability.
 White Space
 White space between words, white space between paragraphs. White space between sentences.
 When you see a block of text, break it apart into shorter paragraphs, sentences, words or bullet points.
 Sculpting as you go.
 You dear writer, shape the meaning of your content with the words, but shape the presentation by formatting.
 By the white space.
 —Demian Farnworth[1]
 
 For business writers, the choice of white space is not as free-form as sculpture, yet there are standard conventions to apply and business writing choices that aid the reader. 
 Consider Additional Line Spacing
 Single spacing can appear too dense and uninviting. Some of the most popular email and word processing programs use 1.15 or 1.08 as their default line spacing. Check what your organization recommends for internal and client-facing documents.
 Don’t indent. Indenting the first line of each paragraph by five spaces is another typewriter holdover. Instead, leave an extra line between paragraphs and make all paragraphs begin flush with the left margin.
 Avoid Long Blocks of Text
 Writers also tend to avoid paragraphs that result in long, uninterrupted blocks of text. Regardless of length, each paragraph will have a topic sentence with just as much support as it needs—no more, no less.
 Lists
 Lists are excellent tools for two reasons:
 	Lists create white space
 	Lists create a pattern that is easy for a reader to understand and recall.
 
 There are two types of lists: numbered (enumerated) and bulleted.
 Numbered Lists
 Use numbered lists when order or importance matters. In this example, the order of steps to make toast matters. Also, notice how much easier the “Try” column was to understand and retain.
 	Avoid 	Try 
  	To make toast, first plug in the toaster. Second, slide the bread into the slot. Third, push down on the toasting lever. 	Steps to make toast:
 	Plug in the toaster
 	Slide the bread into the slot
 	Push down on the toasting lever
 
  
  
 Notice in the following example that the Associate Manager’s preference likely was not as important to the additional store hours as sales and customer preference were.
 	Avoid 	Try 
  	The reasons the store is staying open later are that first, studies show per store profits increase by 3%. Second, customers like a pharmacy open in the evening for emergencies. Third, the Associate Manager lives close by, so a bit of a commute is not a worry. 	The reasons the store is staying open later:
 	Studies show per store profits increase by 3%.
 	Customers like a pharmacy open in the evening for emergencies.
 	The Associate Manager lives close by, so a bit of a commute is not a worry.
 
  
  
 Bulleted Lists
 Use bulleted lists when the items are of equal value. In this example, notice that any of the vegetables may be used. One item is not more important than the other. It does not matter the order in which the items are selected.
 	Vegetables that may be mixed in store-made salads are lettuce, tomatoes, carrots, or spinach 	Vegetables that may be mixed in store-made salads:
 	Lettuce
 	Tomatoes
 	Carrots
 	Spinach
 
  
  
 List items may be one word long, a phrase long, or a sentence long. They each must be constructed with parallel organization.
 Lists items may end with punctuation or without as long as they are all the same. Notice the consistency in the lists above.
 Headings
 Headings provide significant assistance in longer messages or reports as a way of guiding the reader and providing white space to separate ideas and messages. Most software programs have heading levels built into a style that the writer may select. Using this pre-formatted style ensures consistency throughout a message.
 Serif vs. Sans Serif Font
 When choosing a font type, the first thing to decide is if you need a serif or sans serif font. What is a serif? A serif is the small strokes on a font (as seen in Figure 1).
 [image: The word serif is written in a serif font, which has decorative strokes at the end of letters. The words sans serif are written in a sans serif font, which does not have any strokes a the end of letters.]Figure 1. Serif versus Sans Serif fonts 
 
 While there is some debate on the topic, the general recommendations are as follows:
 	When writing for print media, use a serif font for your body text and a sans serif font for headings.
 	When writing for digital media, use a sans serif font for your body text, and you can use a serif or sans serif font for headings.
 
 Font type impacts the selection of font size. For most business writing, the optimal font size is 10 or 12.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Farnworth, Demian. "How To Dramatically Improve Your Writing With White Space." nd. Web. 13 June 2018. ↵
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				 	Recognize the role of thorough planning in effective writing
 	Understand how to write a business message by using an outline
 	Understand how to revise a business message to improve its tone, clarity, and accuracy
 
  Writing an Effective Message
 [content_embed content_url=”https://course-building.s3.us-west-2.amazonaws.com/BCommMgrs/Twine+Files/M2ApplyIt3.html”][/content_embed]
 Read about how CEO Ben Congleton of Olark Live Chat reacted in an inclusive way to validate an employee for taking time off to address their mental health and de-stigmatize talking about mental health in the workplace.
 While it’s encouraging to see leadership supportive of mental health, employees should still be mindful of a few considerations when sharing information about their mental health at work:
 	Company Culture: Not all companies have the same supportive culture as Olark. Research your company’s policies and culture regarding mental health before sharing.
 
 	Confidentiality: Be aware of who has access to the information you share. Even in supportive environments, consider whether the information will remain confidential.
 
 	Professional Boundaries: Maintain a balance between transparency and professionalism. Share enough to explain your needs but avoid oversharing personal details with people who are not trusted friends.
 
 	Potential Bias: Unfortunately, some colleagues or managers may have conscious or unconscious biases. Be prepared for varied reactions and consider the potential impact on your career advancement.
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				 	Understand the differences between traditional communication and digital communication methods
 
  Communication Methods
 Advances in information technology, and especially the widespread use of the Internet, have brought dramatic changes to the way that business communication is conducted and in the ways that we work today. Traditional written business communication consisted of letters, memos, brochures, etc. that were printed on paper. Modern written business communication consists of those in addition to digital media. The move to digital communication methods has seen expanded communication techniques such as email, instant messaging, texting, posting, chatting, and more. 
 Digital business communication has not only seen the expansion of communication in general but has transformed the way we work thanks to near-instant methods of communication. First, since we are now always connected through the Internet, there is the tendency to always be at work. But this change in communication has also brought some good news as traditional work hours have given way to flexible work time for many businesses. We have also seen a shift from hierarchical manager-to-employee reporting relationships to a more team-oriented, or flattened, collaborative organizational structure. Where we work has become less structured as well with the growing numbers of virtual workplaces and remote employees.
 Dell’s Connected Workplace
 Dell Technologies, a company known for computer products, is a prime example of the impact electronic communication has had on modern work practices. The increased use of digital communication platforms to conduct work allowed Dell to develop the Connected Workplace program beginning in 2009. This program promotes employees working remotely, meaning employees can work from anywhere in the world as long as they have Internet access.
 Some of Dell’s North American employees who opted to work remotely relocated to ski areas in Canada to have access to recreation during their free time. Some employees work Sunday through Thursday from 12:30pm to 9:30pm to better coordinate with team members based in other time zones. This then gives them their mornings and weekends free. 
 Today, Dell continues to offer flexible and hybrid work schedules to all team members.[1]
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Dell Technologies. “Work-Life Balance.” Accessed March 12, 2024. https://jobs.dell.com/en/work-life-balance. ↵
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				Digital Communication Methods
 The benefits of digital communication for society in general are nicely stated by entrepreneur Mitchell Kapor[1]:
 Digital communications media are inherently capable of being more interactive, more participatory, more egalitarian, more decentralized, and less hierarchical. As such, the types of social relations and communities which can be built on these media share these characteristics.
 
 For the professional business environment, the four primary benefits of digital communication methods are that it is:
 	instant and fast-paced.
 	extensive.
 	convenient.
 	a tool for positive social change.
 
 Instant and Fast-Paced Communication
 [image: Co-workers standing in a row all looking down at smartphones]Mobile devices allow people to communicate digitally via many channels. Communication using digital techniques is instant. As soon as the sender hits the Submit, Enter, or Send key, the message is available to the audience in a matter of microseconds. The business benefit of instant communication is obvious—little to no delay of valuable information being sent to individuals, customers, or the organization. Responding to a competitor’s new product release, informing colleagues of project status, scheduling an important meeting, and acknowledging a customer complaint can all be accomplished more quickly than using traditional communication methods.
 Extensive Communication
 Another benefit of digital business communication is that it is extensive. One email message or text message can be easily routed to thousands of employees at the same time. A post on social media can be seen by millions of customers. Never before have we had the expansive reach that a single digital communication can provide. Additionally, digital communications can be extensive in their content as well. While sending a printed 50-page report by mail has associated costs, it’s virtually free to send the same content digitally.
 Convenient Communication
 Digital business communication is convenient, which serves to foster better communication. For example, team members can relay information to each other whether they are sitting at a computer at their desk or using a smartphone while in line at a coffee shop, which means that they are more likely to do so. Additionally, the fact that digital communication is instant and extensive also contributes to the convenience of using these techniques for anyone relaying information.
 Communication for Change
 Finally, the use of digital communication in the business environment has contributed to positive social change and served to change the environment itself. Always being connected may not seem to be a benefit at first glance, but if that factors into more flexible work hours or locations, employees may be happier at work. A team-oriented workforce, which tends to foster sharing and support among team members, has been shown to contribute to greater employee productivity and success. A shorter commute or no commute at all translates into more time that can be spent as you choose. 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Traditional Communication Methods
 [image: A stack of documents held together with paper clips]Paper documents are sometimes preferred over digital files. Traditional methods of business communication tend to mean paper-based messages such as formal letters, brochures, reports, proposals, and notes. Based on the advantages of using digital communication discussed above, why would we wish to continue to use traditional means?
 There are several reasons why these traditional methods of communication still have their place:
 	Reader preference
 	Storage and archive
 	Security
 	Convenience
 	Perception
 
 Reader Preference
 One of the most important elements of any type of communication is how effective the message is. Communication is most effective when the message is clearly received by the intended audience. Some people prefer to read information from a sheet of paper rather than a device or prefer to read a novel from a bound book versus an electronic screen. Human senses come into play in communication, and touch is a very strong human trait. In communication, it’s all about the receiver instead of the sender, so by putting the receiver of the communication first, the message will be more effective.
 Storage and Archive
 Another advantage of traditional communication methods is the storage of documents. Many organizations today still want a hard-copy document to back up electronic records. Servers and mainframes have been known to crash with a resulting loss of data. Despite the fact that emails, texts, and other digital communication have been found to be legally binding, the storage and archiving of paper documents continue to be important since electronic storage is not foolproof.
 Security
 A third advantage of traditional communication techniques is closely related to data storage: data security. Data breaches and malicious hacker attacks have shown that no electronic record is completely safe, even with firewalls and cyber-security software.
 Convenience
 While convenience was listed above as a benefit of digital communication, it is also a benefit of traditional communication. In order to open an email, read a text, or scan a social media post, you must have a functioning device that is connected to the Internet. We all know that there are times when we may be unable to be online due to a lack of Internet access, poor signal coverage, or a dead battery. There are even times when we wish to be disconnected on purpose to have a bit of a break.
 Perception
 Finally, traditional communication methods can make a good impression and improve the receiver’s perception of the message sender. Do you ever find it a little overwhelming to wade through emails, texts, and social media posts every day? A simple thing like a business letter on upgraded stationary has been shown to differentiate a sender from others. A formal written proposal sent to a customer usually gets opened, in contrast to an email that is flagged for later or marked as unread. A handwritten note is almost always opened right away because of its novelty.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand the differences between traditional communication and digital communication methods
 
  Traditional Technology in Japan
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=72#oembed-1 
 
 You can view the transcript for “Why Japan’s Shrinking Economy Is Stuck in the ‘90s | WSJ” here (opens in new window).
  What are the advantages of using traditional communication methods, such as hanko stamps and fax machines, in a modern business environment?
 Click to Show Sample Answer 
 The advantages of using traditional communication methods, such as hanko stamps and fax machines, in a modern business environment include:
 	Cultural Identity and Heritage: Traditional methods like hanko stamps are deeply embedded in Japanese culture and history. They offer a sense of continuity and connection to the past, reinforcing cultural identity and heritage in the business environment.
 
 	Trust and Authenticity: Traditional methods are often seen as more secure and trustworthy. For example, hanko stamps are unique to individuals and can serve as a highly personal form of authentication, which can be particularly important in formal and legal contexts.
 
 	Attention to Detail and Precision: The meticulous nature of traditional practices can ensure a high level of accuracy and precision in documentation and processes. This attention to detail can prevent errors and enhance the reliability of business operations.
 
 	Personal Touch and Formality: Traditional communication methods add a personal touch and a level of formality that digital methods might lack. 
 
 	Stability and Reliability: Established traditional methods have been tried and tested over many years, offering stability and reliability. In some cases, these methods might be more resistant to technological failures or cyber threats compared to their digital counterparts.
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				 	Explain what typical emails inside an organization look like and their key features
 	Describe the main features of memos
 
  Internal Written Communication
 You probably learned about table manners, thank-you notes, and other forms of etiquette when you were younger. Many people believe that the way you conduct yourself says a lot about who you are, and by extension, the organization that you represent or work for. Although many companies have a casual dress code, don’t be quick to assume that protocol and established practices aren’t important. It’s a mistake to misinterpret a lack of formality as a lack of professionalism.
 Email has become the most accepted method of communication in most businesses, whereas text messages, instant messages, and messages through social networks can also be commonplace depending on the company. Since the use of these channels varies by company and even by department, it is crucial to be aware of etiquette when using any of these methods of communication.
 Method of Communication
 One way to practice etiquette when communicating in a business setting is to take time to choose your method of communication carefully. Letters, memos, proposals, and other written communication are considered formal, whether they are sent on paper or transmitted via email. However, text messages, instant messages, and social media messages are more informal methods of communication and are best used to communicate less formal information. Text and instant messages should never be used to communicate company policies, proposals, pricing, or other information that is an important part of conducting business with customers.
 Office Email DOs
 	Do use an email subject line that clearly tells the recipient about the content of the email. For example, a title like “New Promotional Materials” might be too vague if you have several promotions running at the same time, instead try “Spring 2018 Housewares Promotion.”
 	Do create a short, concise message that uses proper grammar and spelling—use spell-check to be sure all words are spelled correctly. Use uppercase and lowercase letters as grammar dictates.
 	Do proofread carefully. Look for missing words or extra negatives (such as not), which make your meaning the opposite of what you intend.
 	Do use email, text messages, and instant messages according to your company’s practices. Use with your customers only when you need to communicate factual information such as to confirm the meeting date, time, and location.
 	Do use social networking sites to join the conversation and add value—you can build your personal brand by creating a blog or joining a professional conversation on social networking sites such as X or LinkedIn.
 
 
  Office Email DON’Ts
 	Don’t use all capital letters in an email. It will appear that you are shouting or angry.
 	Don’t use “Reply to All” unless it’s absolutely necessary that all the recipients see your response. Be selective to avoid mailbox overload. Use your best judgment about whom to CC.
 	Don’t send an email, text message, or instant message when you are angry or in an extreme emotional state. Take the time to think about what you send because you can’t take it back after it’s sent.
 	Don’t use abbreviations like “ur” or “2b.” This is usually not appropriate language for business communication. It’s easy to forget to adjust our language for professional purposes since we use electronic communication methods with friends and acquaintances.
 	Don’t use company email, text message, or instant message accounts to send personal correspondence. All communication that takes place on company hardware and servers is property of the company.
 	Don’t use text messages, instant messages, or social media to communicate information such as pricing, proposals, reports, service agreements, and other company information that should be sent using a more formal method.
 
 
  Permanence of Written Communications
 It’s also worth noting that in all these methods, your communication is permanent. Businesses have internal policies about how they maintain records, including electronic communications, so always take the time you need to write a complete and accurate message using the tone and style preferred by your organization. 
 In addition, once a message is sent, whether it’s an email, a report, a social media post, or any digital correspondence, it can live indefinitely and be shared and forwarded beyond the sender’s control. Your written messages can have a lasting impact on your professional reputation and relationships.
 Mass Layoffs by Email[1]
 According to business consultant Alison Green, the best practice when layoffs are necessary is to “do it with a real conversation, not an email.”[2] However, at very large companies that decide to implement a mass layoff of many employees, individual meetings with all affected employees may not be possible. Instead, employees may receive an email the day before announcing that the layoff will happen and that those affected will receive an email at a pre-determined time. Since many people check their email infrequently, the notice ahead of time lets employees know they should check their inbox.
 If you are a manager and have to write a layoff email, don’t do what PagerDuty CEO Jennifer Tejada did. In her email to employees, the news about laying off 7% of the workforce is only mentioned for the first time after five paragraphs of text. Immediately after discussing the layoff, she announced the promotion of a senior executive. As she wound down the message, she also included a quote from Dr. Martin Luther King, Jr.:
 [T]he ultimate measure of a [leader] is not where [they] stand in the moments of comfort and convenience, but where [they] stand in times of challenge and controversy.[3]
 
 The email was immediately forwarded. Criticism on social media called out the email’s insensitivity, liberal use of doublespeak, and the inappropriate use of the late civil rights activist’s words. Three days later, Tejada released a written apology which admitted the email was “inappropriate and insensitive” and that she should have been “more upfront about the layoffs in the email, more thoughtful about my tone, and more concise.”[4]
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Rella, Emily. “‘Inappropriate and Insensitive’: Tech CEO Apologizes After Being Slammed For ‘Tone Deaf’ Layoff Email Quoting Dr. Martin Luther King Jr.” Entrepreneur, January 30, 2023. https://www.entrepreneur.com/business-news/tech-ceo-apologizes-after-tone-deaf-layoff-email-quoting/443925?utm_source=pocket_reader. ↵
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				Common Types of Internal Emails
 In the past, the standard form of office communication was the memorandum, or memo. A memo is usually a brief written message or report from one person or department in a company or organization to another. The email has become the memorandum of modern business. Internal business emails can be used to communicate almost any and all types of information.
 An internal email can be created in the form of a newsletter, event notification, company policy change, announcement, meeting request, status update, appreciation, etc. In other words, email can be used for any number of purposes. This is perhaps the reason that many employees today feel that they receive too much email each day.
 Here is an example of a very simple message informing of an agenda change for an upcoming meeting:
 From: John Jaurès  [johnjon@productive.com]
 To: Team Members
 Subject: Changes to Agenda
 Hi Everyone,
 Here are some additions to the agenda for our meeting on Thursday:
 	New software installation
 	Changes to protocol
 	Email monitoring policy
 
 If you have any additions, please let me know by the end of day tomorrow.
  
 Thanks,
 
  
 John
  The Structure and Format of Internal Emails
 There are six primary features of an internal business email:
 	Subject line
 	Greeting
 	Opening
 	Body
 	Closing
 	Signature
 
 Email Subject Line
 The subject line is one of the most important features of any business email message. It should quickly and concisely summarize the contents of the email in such a way as to make the recipient want to open the message. Remember an email inbox is a sea of subject lines- make yours stand out. Try to use verbs in the subject line wherever possible to get maximum attention: “Attend Friday’s call—Important,” “Respond to this customer ASAP,” “Your initiation is about to expire—Please get back to us!” There’s not always a viable verb, especially if your email covers multiple topics; however, you should still be concise. 
 Greetings
 The greeting is included as a part of professional etiquette. Your goal is to sound professional yet friendly. If the recipient is a teammate or colleague, a less formal, friendly greeting is appropriate: “Hi Aurora”; “Good Morning Lennon.” If your audience is outside your department, in a different location, etc. you would be more formal, “Dear Ximena.”
 Until you have established a professional relationship with someone, you may wish to start with a more formal greeting and use the recipient’s title and last name, “Dear Mr. Wyatt,” for example. This approach respects professional boundaries and cultural differences, and allows you to adapt to the tone and familiarity levels indicated by the other party in ongoing communications.
  Openings
 You might need an opening paragraph if the message is a long one with many details. Make sure you make it clear to the recipients why they are receiving this email. This is especially helpful for messages from staff to senior management, who may not be interested in all of the details.
 Body of the Message
 The body of your message should be concise and to the point. As with any writing, always keep your audience in mind. It is common for people not to read all the way through long emails or only read with half of their attention. Ask yourself whether you are conveying your message in a way that will be best understood and minimize misinterpretation. Since emails are generally short, you must decide what information should be included to write a complete and accurate message and what information would be best suited as an attachment.
 As you write the body of your message, you might notice how challenging it is to include as much information as possible while also trying to keep the email short. Are you writing in long, compound sentences? Take note of your sentence structure and make sure each sentence has one clear idea or connected ideas to make the sentences more digestible. To summarize information, you can also use bullet points or numbering in your message to keep it brief but thorough.
 If you find that your email is becoming too long, with multiple pages of information, consider re-writing your email as a memo or report. You can then send your longer report or memo as an attachment with a short email introducing the attachment and its context. Closing
 The closing of your message should include a call to action with specific desired outcomes and dates. Ask yourself why you wrote this message in the first place. Why is this message important and what do you want the reader to do? By when? For example, you may want a response from the recipient such as “Please confer with Raven and respond to the team no later than June 2nd.”
 Signature
 Your signature should contain full contact information including your name, title, address, voice number, and email address. Remember, this message is not a personal note, it is from the organization.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Writing an Internal Email
 Clarity of Message
 Think about your message before you write it. Don’t send emails in haste. First, decide on the purpose of your email and what outcome you expect from your communication. Then think about your message’s audience and what they may need for your message to have the intended result. You will also improve the clarity of your message if you organize your thoughts before you start writing. Jot down some notes about what information you need to convey, what questions you have, etc., and then organize your thoughts in a logical sequence. You can try brainstorming techniques like mapping, listing, or outlining to help you organize your thoughts.
 Tone
 Reflect on the tone of your message. When you are communicating via email, your words are not supported by gestures, voice inflections, or other cues. This makes it easier for someone to misread your tone. For example, sarcasm and jokes are often misinterpreted in emails and may offend your audience. Similarly, be careful about how you address your reader. For instance, beginning an email to your manager with “Hey!” might be perceived as being rude or presumptuous (as in, “Hey you!”). If you’re unsure about how your email might be received, you might try asking a colleague for feedback before you send it.
 Format
 Strive for clarity, brevity, and good organization in your writing. Miscommunication can occur if an email is unclear, disorganized, or just too long and complex for readers to follow easily. Here are some steps you can take to ensure that your message is understood:
 	Briefly state your purpose for writing the email at the very beginning of your message.
 	Be sure to provide the reader with a context for your message. If you’re asking a question, cut and paste any relevant text (for example, computer error messages, assignment prompts you don’t understand, part of a previous email message, etc.) into the email so that the reader has some frame of reference for your question. When replying to someone else’s email, it can often be helpful to either include or restate the sender’s message.
 	Use paragraphs to separate thoughts.
 	Finally, state the desired outcome at the end of your message. If you’re requesting a response, let the reader know what type of response you require (for example, an email reply, possible times for a meeting, a recommendation letter, etc.) If you’re requesting something that has a due date, be sure to highlight that due date in a prominent position in your email. Ending your email with the next step can be really useful, especially in work settings. For example, you might write “I will follow up with a phone call to you in the next day or so” or “Let’s plan to discuss further at the meeting on Wednesday.”
 
 Format your message so that it is easy to read. Use white space to visually separate paragraphs into separate blocks of text. Bullet important details so that they are easy to pick out. Use boldface type or capital letters to highlight critical information, such as due dates.
 Do not type your entire message in capital letters or boldface—your reader may perceive this as “shouting” and won’t be able to tell which parts of the message are especially important.
 Also, avoid using color to emphasize important information. Not all recipients may be able to differentiate the colors due to visual impairments. Excessive use of color may also appear distracting or too informal for business communication.
  Proofread
 Re-read messages before you send them. Use proper grammar, spelling, capitalization, and punctuation. If your email program supports it, use spelling and grammar checkers. Try reading your message out loud to help you catch any grammar mistakes or awkward phrasing that you might otherwise miss.
 Here is a message using some of the tips we suggest:
 To: Western Team
 From: Zachary Zhao
 Subject: Materials Needed for Wednesday Staff Meeting
 Hi everyone,
 For tomorrow’s 3 p.m. staff meeting in the conference room, please bring 5 copies of each of the following materials:
 	Your project calendar
 	A one-page report describing your progress so far
 	A list of goals for the next month
 	Progress report messages you have sent to clients this past month
 
 See you tomorrow,
 Zach
  You can find more writing tips by visiting this guide to effective email communication from the University of North Carolina at Chapel Hill. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	

			CC licensed content, Original
	Internal Emails. Authored by: Robert Danielson. Provided by: Lumen Learning. License: CC BY: Attribution



			


		
	
		
			
	
		41

		Learn It 3.2.4 Internal Written Communication

								

	
				Memos
 Memorandums, or memos, are quite similar to email messages. Memos, like emails, also contain a “To” and “From,” a meaningful subject line, and state the reason for the communication immediately in the message. Memos also require strong organization in the body of the message for readability, and a call for action at the end. However, memos differ due to stricter formatting conventions and do not require a closing phrase nor a signature.
 Here is an example of a traditional interoffice memo:
 To: Jason Alvarez
 From: Kimora Harris
 Date: March 1, 20XX
 Subject: Employee Appreciation–Spotlight Jason
 Our yearly employee appreciation dinner will be held on Friday, June 10. Due to your excellent performance in the last year—especially your work in the Northwest Region!—we would like to feature you as one of our spotlight employees.
 As a part of this spotlight, we would love to give everyone a chance to get to know you better. If you are interested, please write a short (250 words or less) paragraph about yourself. If you’re not sure where to start, here are a few question prompts:
 	What is your favorite hobby?
 	What is your greatest personal achievement (outside of work)?
 	What is your favorite thing to eat?
 
 Please let us know if you’re interested by March 15, and if you are, please submit your paragraph by March 30.
  As you can see from this example, a memo has well-defined formatting. The address block is always single-spaced and includes “To, From, Date, and Subject.” The body of the memo is formatted in block paragraph structure, double-spaced between paragraphs. The author of this memo does a good job utilizing bullet points to further organize the information for ease of reading. Also, notice the overall look of the text on the page with equal spacing for left and right margins.
 Write an Internal Memo
 Similar to an email, you should pay attention to the following when composing a memo:
 	Audience
 	Purpose
 	Style
 	Heading 	Date
 	Subject Line
 	CC
 
 
 	Body
 	Format
 	Closing
 
 Audience
 Not everyone needs to read every memo—and most people don’t want to sort through unnecessary mail—so you should be considerate when deciding who to send your memo to. When deciding how formal or informal your tone should be, consider whether your recipients are supervisors, peers, subordinates, or some combination of those groups. And remember, your readers are busy. They don’t have time to waste on long-winded, confusing, or disorganized information. That means your memo must be organized, informative, and succinct.
 Purpose
 The purpose of a memo could be to announce a change in policy, an upcoming event, or a personnel action. They may solicit more information or request that someone take action. They may be written to persuade someone to support an initiative or change a policy. They can also be used to thank or praise someone.
 Style
 The writing style seen in a memo is succinct and professional. You do not want to be pretentious or too formal if you are talking to your colleagues. Complicated language, jargon, or complicated syntax will make you sound stuffy and pompous. Instead, write short sentences in the active voice to maintain a cordial, straightforward, and conversational style. Generally, your tone should be neutral or positive, but there are cases where memos are used for complaints or reprimands. In these situations, use caution. You never know who will ultimately read the memo, so be aware of the effect of your words.
 Heading
 The heading should include:
 	Date: Write the full name of the month (January 3, 20XX) or its standard abbreviation (Jan. 3, 20XX).
 	Subject: Make the subject line concise and accurate, since that often determines where or how the memo will be filed and even if it will be read. (In some instances, this line will say “RE:” which is short for “Regarding”).
 	CC: List names of other people who will receive copies of your memo. The “CC” line can be placed in the heading, next to the heading, or at the bottom of the document. The term “CC” is short for “carbon copy,” a term that originated in the days when memos were written on a typewriter and carbon paper was used to make extra copies. This line is optional; it won’t be found on every memo.
 
 Body Paragraphs
 The opening paragraph states your purpose for writing so that readers can quickly grasp the memo’s content and significance to them. Focus your reader’s attention on the main ideas, not details and digressions. Be plain, direct, and brief, and remember that most memos are less than a page.
 Format
 Decide on a pattern of organization that best suits your purpose. The two most common memos are deduction and induction. A deductive style of writing a memo presents ideas in decreasing order of importance and assumes the reader is acquainted with the topic. Most memos use this pattern. To write in a deductive manner, place supporting facts in subsequent sentences for readers who are unfamiliar with the subject. Background information should be presented last.
 A memo written in an inductive fashion presents ideas in increasing order of importance. If you must give bad news or if your reader may not understand the main idea without prior preparation, use this form. Lead up to the most important idea and then present that idea at the end of the memo.
 If your memo is more than two or three paragraphs, you may want to add body headings for your body paragraphs. Use headings that capture the section’s key topic and set them in bold.
 Closing
 Finish with a courteous and clear call for action. Tell your reader precisely what results you expect to follow from reading your memo. It may be helpful to include deadlines. Close the memo with an invitation to give feedback or request further information.
 Take a minute to test your knowledge about writing memos. Click on the interactive below for more practice.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Explain what typical emails inside an organization look like and their key features
 	Describe the main features of memos
 
  More About Memos
 https://lumenlearning.h5p.com/content/1290919463586285278/embed Are Memos Obsolete?
 While memos may seem outdated compared to modern communication tools, they are far from obsolete. Their ability to provide a clear, documented, and non-intrusive method of communication ensures they remain a valuable tool in the business communication arsenal. However, their use must be balanced with other forms of communication to address their limitations, particularly in areas requiring immediate feedback or sensitivity.
 Disadvantages of Memos[1]
 	Length and Focus: Traditional memos are designed for brevity, typically spanning one or two pages, which limits their utility for conveying complex or multifaceted topics. Their focus on a single subject can be a drawback when multiple issues need addressing simultaneously.
 
 	Cost and Delays: Physical memos incur costs for paper and copying, and their distribution can delay the receipt of information. Employees who do not check their mailboxes regularly may miss timely updates.
 
 	Formality: The formal tone of memos makes them unsuitable for sensitive communications, such as disciplinary actions or layoffs, where face-to-face interaction is more appropriate and allows for nonverbal cues and immediate feedback.
 
 	One-Way Communication: Memos often convey decisions or directives without inviting dialogue, unlike meetings where employees can ask questions and share opinions. This can make employees feel excluded from the decision-making process.
 
 
 Advantages of Memos[2]
 	Inexpensive to Create: Memos, especially digital ones, are cost-effective. Even printed memos are cheaper than holding meetings, and digital memos eliminate printing costs entirely.
 
 	Transparency and Record-Keeping: Memos provide a written record of communications, which can be referenced in disputes or audits. They help maintain clarity and accountability in business operations by documenting who said what and when.
 
 	Less Disruptive: Memos can be read at employees’ convenience, making them less disruptive than phone calls or instant messages, which demand immediate attention.
 
 	Efficient Delivery: Digital memos can be distributed to many recipients almost instantly, ensuring rapid dissemination of information across the organization.
 
 	Encourages Critical Thinking: The brevity and evidence-based nature of memos compel writers to think critically about their content, fostering clarity and precision in communication.
 
 
 
	Frederick, Ann. “The Disadvantage of a Standard Memo for Communication in Business.” Chron. Accessed June 12, 2024. https://smallbusiness.chron.com/disadvantage-standard-memo-communication-business-23564.html. ↵
	Thibodeaux, Wanda. “The Significance and Advantages of Business Memos.” Chron, January 11, 2019. Accessed June 12, 2024. https://smallbusiness.chron.com/significance-advantages-business-memos-21025.html. ↵
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				 	Recognize different kinds of emails sent to people outside your organization
 	Understand how to write professional and polite responses to customers
 
  Types of External Emails
 Some of the most common types of external emails in business communication are requests, direct claims, complaints, and adjustments. Business letters could be used for any or all of these categories, but email is usually the preferred method because of speed and convenience.
 Requests
 Request messages should have direct subject lines. Provide details of the request in the body of the message. Then close your message with a call to action and an appreciation.
 Here is an example of an external request message:
 ABC Software
 To: Reggie Scott
 CC: Western Sales Team
 Subject: Exclusive Event: Executive Summit on Business Agility
 Dear Reggie,
 Leaders like you know that delivering faster is critical to adapt to rapidly shifting customer expectations, competitive shifts, and regulatory changes. If you’re facing these challenges, then most likely, so are your peers.
 We thought you’d be interested in attending ABCs upcoming “Executive Summit on Business Agility” on June 15, where senior executives can engage with peers and co-create fresh ideas to solve their toughest business challenges.
 	Have meaningful, face-to-face interactions with other leaders from peer organizations.
 	Learn directly from executives who are tackling similar issues.
 	Participate in facilitated, expert-led discussions on how to architect your whole business system for speed, steering, and opportunity.
 
 Please include this invitation code ES25V on the Request to Attend form. As an additional benefit of participating in the Executive Summit, you are invited to hear our distinguished keynote speakers, Winona Jones, Dan Atware, and Jalissa O’Neill.
 To create a valuable exchange of ideas, this event is limited to 50 attendees. The event is filling up fast, so please respond within the next few days.
 Best regards,
 Genesis Foluso
 Senior VP/ Sales
 ABC Software
  Claims
 For a claim message, it is also best to state the major point as soon as possible. Use the subject line to express your reason for sending the message. For example, “Return Label for Order #123456.” Then in the body of the message, immediately provide the details or justification for your request, “Please send a return label as soon as possible for my order #123456. The order, which I placed with your company on March 2, was for jeans with a 32′ inseam and I received a 36′ inseam instead.” For the closing, give an appreciation and re-state the desired action, “I will look forward to receiving the return label in the next few business days. Thank you for your quick response.”
 Complaints
 Complaint messages are similar to request and claim messages. Get to the point right away in the subject line, justify and explain in the body of the message, and end with a clear description of your desired outcome.
 To: General Manager, Best Eastern Hotels
 From: Sheila Eastman
 Subject: Erroneous Charge on My Stay October 4
 Dear General Manager,
 Upon review of my hotel bill from my stay on October 4, I noticed I was mistakenly charged for a room service meal. I did not have room service during my brief stay and expect an immediate credit in the amount of $64.73 to my credit card account.
 Thank you for your prompt attention to this matter.
 Best regards,
 Sheila Eastman
  Adjustments
 An adjustment message should begin with an immediate reference to the prior correspondence. As with all of the email messages we have discussed in this section, the main point should be stated right away. Also, the body of the message should provide details regarding how the request is being handled. Closing should be a positive statement referring to the good news of the adjustment.
 To: Sheila Eastman
 From: Devin Delfina
 Subject: Your credit for the error on your October 4 bill
 Dear Ms. Eastman,
 Thank you for your message of October 15 requesting a credit for a mistaken charge to your bill. After a quick review, you are quite correct about the error in your bill. A credit of $64.73 has been issued to your credit card company and should be reflected in your next statement.
 We hope that our prompt response to your request restores your faith in our company.
 Sincerely,
 Devin Delfina
 General Manager
 Best Eastern Hotels
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Customer Emails
 Email communication to customers requires courtesy and skill, no matter whether the message contains good news, bad news, or is just informational. After all, no business can be successful without customers. Your email message to a customer may be the only direct interaction they have with your company, so ensure that you are thoughtful in crafting it.
 Personalization
 One way of ensuring a positive customer experience with your email is to personalize it. People like to know they are communicating with another person, not just some large department in a larger company. Wouldn’t you rather receive an email from “Adrian” instead of “ABC Software Support”?
 Appreciation
 Always be appreciative of ANY communication sent to your company by a customer, as it is an opportunity to improve or deepen your relationship with that customer. Whether the customer is contacting you to provide a suggestion, complain about another department, or register a product defect, we always thank them for the opportunity to do better.
 Organization
 Give some thought to the content of your email and how that could relate to the structure of your message. For example, when your message contains good news or is informational, it is always best to get to the point right away. We do not want to waste our customer’s time reading through unnecessary background or other details before we deliver the main point of the message.
 Here is an example of a good news message:
 Re: A suggestion for your next release
 To: Na’estse Goodenow
 Dear Na’estse,
 Thank you for taking the time to let us know of your idea. I brought it up at yesterday’s project status meeting with the developers, and everyone reacted positively to your suggestion. In fact, we wanted to get more details from you about how you would like to see the feature work. Would you be available later this week to spend a few minutes on the phone with Cavanaugh and Karina, who are leading this project, to discuss this?
 Please let us know when a convenient time for the call would be. Once again, thanks for being a great customer and providing such useful feedback!
 Best regards,
 Manuela
 Senior Product Manager
 ABC Software
  Delivering Bad News
 Delivering bad news to customers is never easy. We naturally do not want to disappoint them. However, there will be times when a business email will need to address information that is going to be taken as bad news. There is some controversy about the best way to do so.
 One approach suggests that bad news should not be delivered right away in an email communication to a customer. It is thought that that type of message should begin with a buffer— perhaps the facts that led to the situation, an immediate expression of apology and empathy, or an appreciation of our relationship with the customer. This so-called indirect approach to communicating would then call for revealing the bad news in the middle of the message. The closing of this style of email would then end with a positive sentiment about future business, perhaps some sort of discount on the next purchase, etc.
 The major problem with this indirect email structure is that it can be perceived by the customer to be insincere, unethical, and avoiding the issue. Many people prefer to get the bad news directly and not feel as if they are being misled or manipulated. Great care should be exercised before adopting the indirect method of delivering bad news to customers.
 Here is an example of responding to a message in an indirect way:
 Re: A suggestion for your next release
 To: Na’estse Goodenow
 Dear Na’estse,
 ABC Software is considered to be one of the most customer-driven software companies in the industry. One reason for that reputation is our responsiveness to customer suggestions for product features.
 As you may know, the growth of the software industry has put increasing pressure on the ability of companies to hire software developers. We thank you for your feature suggestion, and we are sorry that we will not be able to consider your suggestion for the next release as we simply do not have the staff to implement such a feature. 
 We hope that you will continue to remain a loyal user of ABC and will not hesitate to send your suggestions to us in the future.
 Best regards,
 Manuela
 Senior Product Manager
 ABC Software
  While some may find this indirect approach more pleasant than an immediate no, as we mentioned, others may feel like this email is insincere and prefer a more direct message. Here is the same response modified to be more direct:
 Re: A suggestion for your next release
 To: Na’estse Goodenow
 Dear Na’estse,
 Thank you so much for your new feature suggestion. We are sorry that we will not be able to consider your suggestion for the next release as we simply do not have the staff to implement such a feature. As you may know, the growth of the software industry has put increasing pressure on the ability of companies to hire software developers.
 We hope that you will continue to remain a loyal user of ABC and will not hesitate to send your suggestions to us in the future.
 Best regards,
 Manuela
 Senior Product Manager
 ABC Software
  For additional tips on writing customer service emails check out “10 Tips for Sending Better Customer Service Emails”, an article from Groove about customer support software. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Responding to a Critical Message from a Customer
 As stated in the last section, any message from a customer should be treated as an opportunity to improve the relationship with that customer. When a critical message is received, it is best to follow these guidelines:
 	Contact the customer immediately
 	Describe the immediate remedy to the problem
 	Describe why the problem occurred
 	Describe action being taken to correct the problem going forward
 	Offer positive thoughts for the future
 
 Often items two and three will be intertwined in your email: it can be hard to describe how you’re addressing the issue without describing what went wrong in the first place.
 Here is an example of how a critical customer message can be handled:
 Re: Why doesn’t your app work on my device?
 To: Kim Enzo
 Dear Kim,
 Thank you so much for sending in your inquiry. We took a look at the information and screenshots you provided, and it looks like your device may not have its location permissions turned on, which can prevent our app from working correctly. For guidance on turning on your location functionality, please look at the attached guide.
 If this doesn’t resolve the issue, please let us know, and we will work with you to solve the issue.
 Sincerely,
 Sara Hernandez
 Customer Support Representative
  Not all customer issues can be solved in just one email. Additionally, there may be complex issues that require multiple people to solve the problem. In these situations, it is essential to keep the customer aware that someone is looking into the request; however, sometimes things slip through the cracks.
 Take a look at this email sent to a customer whose product wasn’t working, and then failed to receive any response from customer service:
 Re: Why don’t I get service from your Customer Service Department?
 To: Ramogi Bangston
 Dear Ramogi,
 We at Auto World are very sorry that our initial efforts to satisfy your request have fallen short. I was forwarded your email today from our Customer Service department, and I am able to inform you today that we have discovered the cause of the problem.
 It turns out that the software in your car needs to be updated. I apologize that Customer Service did not immediately get back to you with that information. 
 I am happy to report that our dealership can update the software as soon as you bring in your car. It will take no more than 10 minutes. Once the software is updated, you will be able to use all the systems with voice commands.
 Again, our apologies to you for the tardy response to your inquiry. We hope to continue providing responsive service for the life of your vehicle.
 Sincerely,
 Gwen Khan
 General Manager
 Auto World
  Write a Response to a Customer’s Request
 Responding to a customer request via email should follow much the same rules we have described in responding to any and all customer communication. We want to be concise and direct in structure, and courteous and appreciative in tone.
 When responding to a customer request, use the subject line to reinforce your main point. Provide your answer to the request right away at the opening of your message. Use the body of the message to provide details, explanation, and any additional information needed. Close with a summary and expression of appreciation and goodwill.
 Re: Your July 25 Inquiry Regarding Additional Education Discount
 To: Ignacio Da Silva
 Dear Ignacio,
 Thank you for your message regarding Plato Publishing’s discount to academic institutions. Yes, we do offer an additional discount for Higher Education purchases.
 Our website has the complete schedule of the sliding scale used to calculate volume discounts off our list price. For academic institutions such as yours, we add an additional 25% discount to the volume discount price. There is also a monthly list of publications that are being offered at special prices that also will receive the additional academic discount.
 I have attached a PDF list of our complete offering for your convenience.
 We greatly appreciate your ongoing business. Please contact me if you have any further questions or needs.
 Sincerely,
 Elizabeth Nguyen
 Customer Service Manager
 Pelican Publishing
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize different kinds of emails sent to people outside your organization
 	Understand how to write professional and polite responses to customers
 
  Artificial Intelligence as an Email Writing Assistant
 A “prompt” is what you tell an artificial intelligence (AI) tool such as ChatGPT, Bard, or Claude, to have it generate text. The better your prompt, the more relevant the AI-generated text will be.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=81#oembed-1 
 
 You can view the transcript for “Master the Perfect ChatGPT Prompt Formula (in just 8 minutes)!” here (opens in new window).
  
 Click to read a summary of Jeff Su’s tips in the video. [1]
 Here are some key takeaways from the video about what your prompt should include to be as effective as possible, listed in order of importance:
 	Task Definition: Starting with a clear task defined by an action verb (e.g., generate, write, analyze) ensures that the prompt is direct and specific. This helps the model understand exactly what is being asked, leading to more precise outputs.
 
 	Context: Including relevant background information, desired outcomes, and the user’s environment adds necessary details that guide the model in providing a more tailored response. The example of specifying workout goals and constraints demonstrates how context can shape the output to be more useful.
 
 	Exemplars: Providing examples or frameworks (like the STAR framework for interview answers) significantly enhances the quality of the output. This aligns with research on large language models, where examples improve understanding and generate more accurate responses.
 
 	Persona: Defining the role or persona you want the model to assume can help tailor the tone and style of the response. Imagining the model as a specific expert or character can make the output more relevant and engaging.
 
 	Format: Visualizing and specifying the desired format of the output (e.g., bullet points, tables, paragraphs) ensures that the response is easily usable. This is particularly useful for professionals who need structured data or well-organized information.
 
 	Tone: Specifying the tone of the response helps in achieving the right voice and emotional impact. Asking the model to generate tone keywords based on desired feelings (e.g., confident yet friendly) can help in crafting the perfect tone for various communications.
 
 
  Apply the tips above and respond to a customer’s complaint.
 Consider the scenario: Terrence Rodriguez ordered a pair of jeans and a sweater from online retailer Trendy Threads three weeks ago. The order was supposed to arrive within 5-7 business days, but it has not yet been delivered. Terrence checked the tracking number provided in the confirmation email, but it showed that the package was lost. He is frustrated and has emailed Trendy Threads customer service, demanding a solution and expressing dissatisfaction with the delay and the lack of communication. You are the customer service team member assigned to respond by express shipping the items the customer ordered.
 Create a Prompt Using Jeff Su’s Tips
 Try creating your own prompt before you read the sample and analysis.
 Click to Show Sample Prompt Write an email to respond to a customer with a lost shipment that should have arrived two weeks ago. The tracking number shows the package is lost and the customer is frustrated. As a customer service professional, you must: describe the immediate remedy to the problem, describe why the problem occurred, describe action being taken to correct the problem going forward, and offer positive thoughts for the future. Use a friendly and professional tone.
 Click to Show an Analysis of the Prompt Let’s analyze the prompt to see how it incorporates the tips from above.
 	Task with Action Verb and Specificity: The task is to “write an email” with specific instructions on the content, ensuring clarity and purpose.
 
 	Context: Information about the lost shipment, the two-week delay, and the customer’s frustration sets the scene.
 
 	Exemplars: The sample prompt includes the content that needs to be included (remedy, reason, corrective action, positive thoughts) when responding to a critical message from a customer, which serves as a structural guide. 
 
 	Persona: Identifying the sender as a “customer service professional” helps frame the email in the appropriate voice and perspective.
 
 	Format: The prompt specifies the format by listing the elements to include, ensuring a comprehensive and organized response.
 
 	Tone: Specifying a friendly and professional tone ensures the email is appropriate for customer service communication and helps in building a positive rapport with the customer.
 
 
  Now try using the prompt with an AI text generator like ChatGPT or Claude and see what happens. What kind of revising do you need to do?
 Click to Show Answer The text generated may seem pretty good but it’s still necessary for you to review it before you send it to an actual customer. Consider the following:
 	Personalize the email with the customer’s name and circumstances.
 	Make sure the email is concise. You’ll want to revise parts that are too wordy or unnecessary.
 	The tone of the email must match what your organization requires in its external communications in terms of professionalism and branding.
 	Review for accuracy to ensure details are correct.
 	Ensure the message sounds authentic. A human customer is going to read this message and it should sound like a human writer wrote it. You’ll want to revise sections that you think sound too robot-like or awkward.

  
	Jeff Su. “Master the Perfect ChatGPT Prompt Formula (in just 8 minutes)!” August 1, 2023. https://www.youtube.com/watch?v=jC4v5AS4RIM. ↵
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				 	Understand how email chains and listservs are used for communication
 	Compare various instant messaging and texting services
 	Explore how multimedia platforms can be used professionally
 	Understand how to choose the most suitable communication channel for a specific message
 
  Digital Group Communication
 Group Email
 An early digital method of professional group communication was through group or mass email chains. One advantage of using email is that the sender can easily add as many recipients as they want. Any replies from the recipient(s) are stored under this original email and allow for interactive comments and replies from all recipients. However, more often you will hear it referred to as an email thread since the phrase “email chain” has a negative connotation because of its association with spam email. Chain emails are a type of email that asks recipients to forward the email to multiple people. These are considered to be a type of spam since they often contain false information, hoaxes, or an attempt to scam the recipient.
 Businesses often use email to provide information to customers, such as a sale promotion or recall of defective items. Since email is an affordable way to reach a large customer base, it is tempting to want to send out mass emails. Yet, a mass email approach to sending this type of information can quickly become unruly since there are so many recipients, and all participants are allowed to respond to the original sender or each other. This can lead to threads of responses being embedded within other threads, making it difficult to find specific information easily. Also, mass emails run the risk of violating recipients’ privacy by disclosing all of the recipients’ email addresses if the sender does not use the appropriate BCC, or blind copy, option.
 Digital Mailing List
 To address these limitations and potential liabilities, companies use mailing list software, also called a listserv. Listserv software was created to help manage larger numbers of users and for commercial purposes. Listservs provide a way to reach thousands of people via email when they subscribe to the listserv. Listserv software also manages the “subscribe/unsubscribe” administration and can allow threaded discussion of the email content among the users on the list. The term listserv has been used to refer to electronic mailing list software applications that allow a sender to send one email to the list, which then transparently sends it to the addresses of the subscribers to the list. 
 The Sierra Club
 The Sierra Club is a grassroots environmental organization founded in 1892 with over 3.8 million members and supporters today.[1] It is a nonprofit, member-supported public interest organization that promotes the conservation of the natural environment by influencing public policy decisions.
 Interested individuals can easily enter their email on the organization’s website to sign up for a newsletter that arrives by email twice a month. Rather than contacting a human, recipients can conveniently click within the email to unsubscribe if they want to stop receiving the newsletters.
  Manually-administered mailing list systems that rely on human administrators cannot keep up with the demands of such large groups. With today’s listserv abilities, management and subscription procedures for mailing lists are simple and flexible, leading to greater opportunities for engagement with interested parties.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Sierra Club. “About the Sierra Club.” Accessed March 13, 2024. https://www.sierraclub.org/about-sierra-club. ↵
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				Instant Messaging and Text Messages
 Text Messages
 Short Message Service (SMS), or text messages, have a place in the digital business communication toolbox. One useful feature of an SMS network is the ability to broadcast short bursts of information to mobile devices in the case of an emergency. Businesses use text messages to remind us when a bill is due, banks can let us know that an account is overdrawn, or a pharmacy sends a reminder to pick up a prescription. Also, companies can take advantage of SMS technology for marketing campaigns in order to engage customers with automated prompts and responses.
 Instant Messaging
 Instant messaging (IM) is becoming increasingly popular as a business communication tool, especially for more informal communication. Although SMS and IM may appear very similar, especially when read on a mobile device, SMS is transmitted over cellular networks while IM is an internet-based service. SMS and IM both allow for conversations between individuals as well as group chats.
 Some examples of widely used IM services are Slack, Microsoft Teams, and many more. The advantages of IM are that messages are sent and received instantly in real time and responses are organized in a “conversation” format that supports two-way communication. Colleagues working on a shared project but separated by distance can chat just as if they are in the cubicle next door. During conference calls with a customer, a sales team can pass information “privately” to one another to comment on what is being said.
 The following example is of a private chat between Ren and Lola—salespeople on a conference call with a prospective customer. Ren and Lola’s conversation would be considered a backchannel chat. This is when individuals use networked computers (often via IM) to maintain a real-time online conversation alongside the primary group activity or live spoken conversation.
 Ren: It’s 1:00. When did our prospect say he would join us on this conference call?
 Lola: Oh, he’s logging in now.
 Ren: Did I just hear him say that he was late because his call with our competitor ran over?
 Lola: Yup. We’ll need to change our agenda a bit. Why don’t you ask him what he thought about the competitor’s product?
 Ren: OK, that worked. We have a better story for ease-of-use. Let’s jump right to that portion of our presentation.
 Lola: Sounds good.
  Another useful application of IM is interactive customer support. More and more, customers are invited to chat online with a specialist while visiting a company support website, or when they are on hold on the phone.
 When using IM and SMS communication tools, it is important to remember that even though these messaging systems feel more informal, you are still in a professional setting. When chatting across an internal IM system with a coworker who is a personal friend, you may be more informal and omit capitalization and punctuation marks. However, when communicating with a customer or with a coworker or manager about a work-related topic, your workplace culture may expect that your communication be more formal.
 Compare and Contrast
 Take a look at these IM conversations and compare the language used in each:
 Casual Conversation
 Camila: hey question do you still need an ID number in each order? bc right now none of these have any of those and I’m not sure whether I should put them in
 Farzad: yeah, there should be
 Camila: cool i’ll add them
 Farzad: thx
 
 Professional Conversation
 Camila: Hi, I’m looking over the order forms you sent me, and I have a quick question. Do you still need an ID number in each order? None of them have one, and I’m not sure whether I should put them in.
 Farzad: Yes, there should be an ID number on each.
 Camila: Perfect. I’ll add them to the forms then.
 Farzad: Thank you so much!
 
 If Camila and Farzad are close friends working together, then the first conversation is a perfect use of IM, especially since both are using the same casual manner. However, if they work in an office with a more formal organizational culture or Farzad is Camila’s manager, the second example would be more appropriate.
 While IM and SMS are great digital communication tools, there are some disadvantages to these methods. Some companies do not even allow the use of them due to security and liability concerns. Sending company information over public IM services could be risky. Also, IMs and texts create a distraction for many employees, especially if engaged in a conversation with an important customer or trying to IM while driving.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Multimedia Platforms
 [image: Person giving a presentation using pie charts displayed on a screen]Multimedia visual aids can make presentations more impactful. Multimedia is any content that uses a combination of different content forms such as text, audio, images, animations, video, and interactive content. Multimedia can be recorded and played, displayed, interacted with, or accessed by information content processing devices, such as computerized and electronic devices. Multimedia platforms are the spaces that you can use to make, share, or view this content. This means that multimedia platforms offer an array of communication and education applications to business audiences. Business presentations, blogs, wikis, and podcasts are all excellent examples of how multimedia platforms can get the message across.
 One of the most common uses of multimedia platforms today is to create and deliver effective business presentations. Although paper handouts, flip-charts, and props are still used, they can fall short in several respects.
 Handouts are typically paper-based and have two major shortcomings. First, they tend to distract the audience, who try to read ahead instead of listening to the presenter. Secondly, handouts carry the risk of falling into the wrong hands, either unauthorized personnel or even competitors. Flip-charts are also limited in several ways. First, to make an effective flip-chart graphic, talent and professional tools and materials need to be used. Secondly, they are cumbersome to transport and somewhat dated in their use. Props are also considered to be dated and dull for today’s business presentations.
 Presentations
 Multimedia slides created by applications such as PowerPoint, Google Slides, or Canva can provide the basis for effective presentations. These applications provide professional color, graphics, and font capabilities, which help to better express the presenter’s ideas. They can integrate video, audio, and hyperlinks into the presentation, providing a great vehicle for a successful meeting.
 Different people process information in different ways. Multimedia presentations allow for the same content to be presented in different ways. Having a combination of text, images, and sound can help emphasize your message and catch people’s attention at multiple points during the presentation. An embedded customer testimonial video can go a long way to reinforcing a message of good service, giving more credibility to the presenter. Special effects, such as automated highlighting or animation on a slide, can break up text-heavy slides as long as they are not overused.
 Despite the robust experience multimedia presentations can provide, success still depends on the presenter knowing the audience and framing ideas that are important to them. 
 Blogs
 Another multimedia platform to effectively communicate with business audiences is the blog. A blog is a website with journal-style entries on topics designed to inform and invite comments. Blogs are used in business to communicate with customers and employees. Blogs are a great vehicle for market research, public relations, customer outreach, and solicitation of feedback. However, maintaining a successful blog requires you to have the ability to produce a regular stream of new content to present to your audience.
 Check out LinkedIn’s blog which covers a wide range of topics such as career advice, profiles of entrepreneurs, and feature announcements. Wikis
 A wiki is a web-based platform that usually serves as a knowledge base. Wikis are composed of combined knowledge from an online community of contributors. In a business environment, private intranets are used to keep wikis within the company firewall as they are the repository of sensitive company procedures and processes. Information such as travel expense policies, human resource policies, internal contact directory, press releases, etc. can easily be accessed from all company locations including remote employee offices.
 Podcasts
 In addition to presentations, blogs, and wikis, podcasts are another multimedia tool used for effective business communication. Podcasts can take advantage of all the techniques we have discussed in this module so far but are primarily video and audio-based. Podcasts can be streamed live or can be recorded for repeated use.
 Social Media Networks
 The use of social media networks in business communication can be divided into two categories: external and internal.
 External Use
 Companies use established social media platforms like Instagram, X, Pinterest, and LinkedIn to reach out to vast external public online communities. These communities have users numbering in the millions (Facebook in the billions), so it is no surprise that they are naturally attractive to businesses for multiple marketing activities.
 Internal Use
 The second category of social media in business communication is internal use. Many large organizations have private internal social media platforms for employees only. Many of these use a model similar to Facebook but utilize software platforms from companies like Salesforce, Slack, and Microsoft Sharepoint. This use of social media is quite powerful and allows large businesses to easily connect employees in different locations, keeping employees informed of important information in a format that is readily consumed. The use of internal social media is also a way to build community within an organization and promote organizational culture.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Choosing the Right Communication Channel
 In written business communication, the idea and purpose of the message are the most important, closely followed by how it is written, and then by the method it is delivered. Aligning these three characteristics will determine how effectively the message is received.
 Since we have already discussed how we write various digital messages, let’s focus on how to choose the best electronic business communication channel for a given message. Here are several criteria to keep in mind:
 	Who is the audience?
 	How important is the message?
 	What is the level of confidentiality?
 	How much interactivity is needed?
 	How much information needs to be conveyed?
 
 We always start our message creation with the audience in mind—for what we say, how we say it, and what communication technique we use. A quarterly corporate performance report is probably not texted by the CFO to all employees of a company. Sending a multimedia slide deck to request time off to your manager is likely overkill. It would not be appropriate for someone in the HR department to use IM to contact management regarding the résumés of the candidates to be interviewed for the new VP of Marketing job. These are extreme examples, of course, but they all illustrate the same basic point.
 Although the criteria above are listed as separate items, they need to be considered together when choosing appropriate communication channels. If you need to get a quick question fired off to a member of your team on a joint project consider the following:
 	The recipient is a teammate and you probably communicate frequently with them.
 	The message is a quick question that needs to arrive right away to keep the project on track.
 	The information is probably not top secret. 
 	You need them to be able to get back to you ASAP with a response.
 
 By cycling through several of our listed criteria, we would arrive at the conclusion that an IM would be the best way to get the job done.
  What about the case of a message that needs to be sent to your manager to inform her about a new development on an upcoming large business deal?
 	Since your audience is your manager, you would want to use proper, formal, and complete language.
 	The message is important—it will probably be circulated to higher levels of management and will need to serve as a record of the status of the deal.
 	There may need to be a degree of confidentiality because of the nature of the information being discussed, especially if it is a public company.
 	The message will probably not require a rich level of interactivity, as it is intended to inform a limited audience.
 
 For this example, an email would probably be the best communication channel.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand how email chains and listservs are used for communication
 	Compare various instant messaging and texting services
 	Explore how multimedia platforms can be used professionally
 	Understand how to choose the most suitable communication channel for a specific message
 
  Email Marketing
 Listservs are used by organizations for marketing purposes. Ideally, email marketing is a type of communication that provides valuable information to help customers achieve their goals. 
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=87#oembed-1 
 
 You can view the transcript for “6 Great Email Marketing Campaigns Examples (As Chosen By Experts)” here (opens in new window).
  Which of the examples in the video would you delete from your inbox and which would you read?
 Click to Show Answer 
 Your answer will vary based on personal preferences and interests. However, there are a few key elements that generally make certain emails more interesting and likely to be read. Here are some points to consider:[1]
 	Relevance and Personalization: Emails that are tailored to your specific interests or recent activities are more likely to catch your attention. 
 
 	Value: Emails that offer something of value, whether it’s information, a discount, or useful recommendations, are more appealing. 
 
 	Engaging Content: Emails that are well-written and engaging are more likely to be opened and read. 
 
 	Clear Call to Action: Emails that clearly state what they want you to do next, like setting preferences or using a discount code in a welcome email, can be more compelling. They provide a clear reason to engage further.
 
 	Emotional Appeal: Emails that connect on an emotional level can be particularly powerful. They remind you of positive past experiences and encourage you to reconnect.
 
 
   
	HubSpot Marketing. “6 Great Email Marketing Campaigns Examples (As Chosen By Experts),” September 20, 2021. Accessed June 12, 2024. https://www.youtube.com/watch?v=pp5-47e55XE. ↵
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				 	Understand how you use research in writing business reports
 	Understand the steps in the research process
 	Identify the main types of data used in business reports
 	Understand the difference between primary and secondary research
 
  Using Data in Reports
 [image: Document with bar charts and line graphs]Reports use data to support conclusions. Business communication, done well, requires thoughtful planning and carefully crafted media. Research is a key component of building good communication. Whatever form your communication takes, doing research will enhance your communication and your credibility in the workplace.
 A business report is any formal or informal document or set of documents used to analyze a business situation and help decision-makers aid the business. Reports use data in various forms to support conclusions and/or inform their audience.
 There are two types of business reports and both use a variety of data:
 	Analytical Reports: those used to help make a decision (e.g., whether to hire more people, expand a product line, etc.)
 	Informational Reports: those used to inform people throughout the organization about something of importance.
 
 All reports should be true, factual, and helpful. An analytical report should help decision-makers with a very specific type of decision or action. Usually, decision-makers will ask themselves, “Do I have everything I need to make a sound and well-informed decision?” Any reports for decisions or actions should be designed around answering this question. Additionally, analytical reports should make a recommended solution, based on the data provided in the report.
 Informational reports are usually shorter and simply disseminate information about organizational happenings. People are generally familiar with memos, newsletters, or other similar items. Informational reports are similar to these items in that they relay something of importance to the organization. Think of an informational report as being more concise and presenting more data than a memo or newsletter.
 Characteristics of Reports
 Business reports should be:
 	true and factual
 	concise
 	designed to help others make decisions
 	free from unnecessary or extra information
 	simple; they should address one question (i.e., well-scoped)
 
 Often employees in a given organization who are tasked to assemble business reports will create something too broad or too detailed. This may happen with more junior or less-experienced individuals who wish to demonstrate their skills. Ironically, in report writing and business communication in general, less is more.
 The writer of any report is encouraged to think like an executive:
 	What do I need to know right away?
 	How quickly do I need to make a decision?
 
  Interestingly, perfect information is not always available or even needed. Speed, especially around decision-making, is also key. Jeff Bezos, CEO of Amazon said:[1]
 Most decisions should probably be made with somewhere around 70 percent of the information you wish you had. If you wait for 90 percent, in most cases, you’re probably being slow. Plus, either way, you need to be good at quickly recognizing and correcting bad decisions. If you’re good at course correcting, being wrong may be less costly than you think, whereas being slow is going to be expensive for sure.
 
 Vast amounts of data are available through research and it can be hard to determine what data is useful. If we define data as, “plain facts, usually numbers,” as Elon University does[2], that means we need first to understand the type of data we need, then we have to understand its source(s), and lastly, we have to make sense of the data for our purposes. This requires us to view report writing as essentially a research project. As student researchers yourselves, you will develop skills that utilize a research mindset which will transform you into informed decision-makers.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Salisbury, Ian. "This Is Jeff Bezos' Best Advice About Making Big Decisions." Time Money. April 13, 2017. Web.12 June 2018. ↵
	Elon University. "Data and Statistics." Accessed October 3, 2019. ↵
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				The Research Process
 This research process is useful in a variety of organizations to support report writing. We borrow the process largely from social science, where the focus is answering a question or gaining insight into human affairs. The general research process is usually as follows:
 	Determine a problem and define a question to answer.
 	Find general background information about your problem/question.
 	Develop a research strategy to address any data, information, or knowledge gaps. These gaps may be referred to as “sub-questions.”
 	Conduct research.
 	Collect, read, evaluate, synthesize, and write what you have learned.
 	Cite the information you have found so that others will be able to follow your research trail.
 
 Data Sources
 [image: The image is an infographic titled "Best Picture Doesn't Mean Best Earner." It compares the global box office revenues of the highest-earning movies with those that won the Best Picture Academy Award from 2018 to 2023. Two columns display information side by side, with the left column showing the box office champions and the right column showing the Best Picture winners for each year. In 2018, "Avengers: Infinity War" was the box office champion with global revenues of $2,048 million, while "Green Book" won the Best Picture Academy Award and earned $322 million. For 2019, the highest-earning movie was "Avengers: Endgame," which amassed a staggering $2,799 million globally. That year's Best Picture winner was "Parasite," which earned $258 million. The year 2020 saw "The Eight Hundred" reach the top of the global box office with earnings of $461 million. The Best Picture Oscar went to "Nomadland," which brought in $39 million, with its figures reported from 2021. In 2021, "Spider-Man: No Way Home" swung to the top of the box office chart, collecting $1,912 million worldwide. The movie "CODA" claimed the Best Picture award and earned $2 million. "Avatar: The Way of Water" was the box office champion of 2022, with global earnings of $2,320 million. Meanwhile, "Everything Everywhere All At Once" won the Best Picture award and garnered $139 million. Lastly, for 2023, the movie "Barbie" led the global box office with $1,446 million in revenue. The film "Oppenheimer" was honored with the Best Picture award and earned $958 million.]Best Picture Doesn’t Mean Best Earner Various types of data are very useful for business reports, and in business reports, you will quickly come across things like revenue (money earned in a given period, usually a year), turnover (people who left the organization in a given period), and many others.
 There are a variety of data available when one is constructing a business report. We may categorize data in the following manner:
 	Internal 	Employee headcount
 	Employee demographics (e.g., gender, ethnicity, education)
 	Financials (e.g., profit)
 
 
 	External 	Number of vendors used
 	Number of clients in a company’s book of business
 	Size of the industry (e.g. number of companies, total sales)
 
 
 
 Data can also be categorized as qualitative or quantitative.
 qualitative vs. quantitative data
 	Qualitative data are generally non-numeric and require context, time, or variance to have meaning or utility. (e.g. preferences, reactions)
 	Quantitative data are numeric and therefore largely easier to understand. (e.g. temperature, prices, amount of inventory)
 
  Both types of data are useful for business report writing. Usually, a report will feature as much hard, or quantitative data, as possible. Most organizations keep a variety of internal quantitative data.
 Qualitative data, such as stories, case studies, or descriptions of processes or events, are also very useful and provide context. A good report will likely have both types of data, and a good report writer will use both types of data to build a picture of information for their readers.
 Form 10-K
 A common report required of all publicly traded companies is the 10-K. This is an annual report that all public companies in the US have to file with the US Securities and Exchange Commission (SEC). For example, you can take a look at Pinterest’s Form 10-K.
 The table of contents on page 2 illustrates common types of data used. For example, the report includes quantitative data like financial statements (Item 8) but also qualitative data such as how the organization handles cybersecurity (Item 1C).
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Types of Research
 primary research
 Primary research involves gathering new data firsthand for a specific purpose.
  This type of research is done to fill in gaps found during the secondary research review. That is, you would not conduct primary research if you could find data relevant to your research question with already existing secondary sources.
 The following are common methods of conducting primary research:
 	Interviews: Interviews are conversations, typically in small groups, where one party asks questions of another. Interviews are usually conducted in person, between two people (the person asking questions and the person answering them); however, these can also take place over the phone and may involve multiple parties.
 	Surveys: Surveys are typically written documents that are sent out to individuals to fill out. Surveys are more rigid than interviews, as an interviewer can change their planned questions based on the subject’s responses. Surveys, however, are pre-written and can only respond in limited anticipated ways.
 	Observations: Observations are just what they sound like—the researcher watches something and records what they see. It is important to avoid influencing whatever you’re watching. However, if it’s impossible to not influence your subject, make sure to include the fact that your presence may have influenced your observations.
 	Analysis: In analysis, gathered data is examined and organized so those who are less familiar with technical details can be guided through the data. Analysis can also help uncover patterns and trends in data.
 
 secondary research
 Secondary research involves analyzing existing information that has already been collected by others.
  Secondary research is gathering information from other people’s primary research. Common forms are books, journals, newspaper articles, media reports, and other polished accounts of data. Most report writers will use secondary sources for their business reports in order to gather, curate, and present the material in a new, updated, and helpful manner.
 Compared to primary research, conducting secondary research is far less costly, more efficient, and requires less time to gather data from already developed sources. In business, where everything has a cost, we may argue for maximizing secondary sources alone because primary research is expensive and time-consuming. That said, primary and secondary data should interact, and as discussed, we gather primary data when we find gaps in the already available secondary sources.
 Secondary sources analyze, review, or summarize information in primary resources or other secondary resources. Even sources presenting facts or descriptions about events are secondary unless they are based on direct participation or observation.
 One example of secondary research is this McKinsey and Company report on the Future of Work After Covid 19. Note how they have summarized other sources in a manageable report. Scroll through the entire article to see how they have summarized data from the US Department of Labor and the US Bureau of Labor Statistics alongside advice for the future of their company. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand how you use research in writing business reports
 	Understand the steps in the research process
 	Identify the main types of data used in business reports
 	Understand the difference between primary and secondary research
 
  The Research Process
 The Human Fund
 Consider Indigo’s case as a study or illustration of the above process. Indigo is a junior analyst with The Human Fund, a business in Chicago specializing in selling local handicraft goods made by unhoused families. The Human Fund supplies raw materials such as yarn, cloth, leather, or other items, trains unhoused participants in their use, and then provides a safe place to make clothing, bags, and other items. The organization has experienced fairly consistent growth in its three years of operation and has received excellent local press for its help to the city.
 Indigo’s boss directs her to study whether their work is benefiting families in the downtown area because the company’s leadership is considering whether to put more resources into that neighborhood. What should Indigo do?
 Determine the research question. She determines her research question will be “Is The Human Fund’s work helping unhoused families in downtown Chicago?” Indigo also considers that the business report’s central goal is not necessarily answering ONLY whether their organization is benefiting downtown Chicago already, but also whether The Human Fund should do more in downtown Chicago. She decides to proceed with her research question but tells herself to write up the report later in a way that will help the executives make their decision about whether to expand operations downtown.
  Conduct secondary research. She sets aside about 15 hours for general online reading/fact-finding, primarily from major newspapers and social services websites. During her general background reading, she collects various facts, figures, and other data. Most of this data is quantifiable data or data that has numbers associated with it. For example, she learns that various charities and the Chicago city government estimate that around 2,000 people are unhoused downtown. There is some mention of The Human Fund in downtown-oriented press, but there’s nothing that shows their specific impact. She identifies various gaps in her data and determines she will need to do further research outside the office.
  Conduct primary research. Her largest gap in data is hearing from the downtown unhoused individuals themselves. She could not find sources that discussed the experience of unhoused individuals in the downtown area or had any quotes or other qualitative (non-numeric) data. She decides to visit with several families downtown over the course of a week. She plans to talk to as many families as she can. To frame her interaction, she develops three sub-questions:
 	Do you know about The Human Fund and its mission?
 	Have you sold goods through The Human Fund? 	If yes, has The Human Fund helped you?
 	Are you still working with us (The Human Fund)?
 
 
 	If no, would you like to sell goods through the Human Fund?
 
 Indigo’s technique is a structured interview or survey. She has structured questions that will yield a fairly straightforward and closed (yes/no) type answer. While interviewing, she can make a note of how many people she talks to, how many answer a certain way, and based on other data she found in her general reading—particularly the total number of estimated unhoused in downtown Chicago—she can gain an understanding of The Human Fund’s current impact, and possible expansion.
  Analyze the data. Indigo visits several unhoused families downtown, and determines the following:
 	25 percent of her respondents (74 families asked over a week) know about the Human Fund.
 	Of the 19 families that have heard of The Human Fund, 10 have made and sold goods with The Human Fund. 	Of the 10 families that have made and sold goods through the Human Fund, 9 said they benefited from the help.
 	Of the 9 that said they benefited from the help, all 9 families plan to continue the interaction.
 
 
 	Of the 55 families she polled who had not heard of The Human Fund, 25, or 45 percent, expressed an interest in learning more.
 
  Report findings. Indigo begins writing up her report. In the report, she clearly outlines her research question, the background reading, the gaps in data she found in the background reading, the field research and sub-questions, and the data gathered from the fieldwork.
  Cite sources. Indigo is careful to cite all of her work. For her background reading, she hyperlinks to various newspapers or other sources, and for her fieldwork, she gives general data on whom she talked to (e.g., “family of four, sleeping on the streets off of Lake Shore Drive, dad’s name is Noah).
  The above process is one possible way to conduct research. It reflects the general approach to social science inquiry, which seeks to answer a specific (as specific as possible) question about a human circumstance. In Indigo’s case, she will now need to develop a report that quickly and concisely details what she found. Most importantly, Indigo needs to consider what type of informed recommendation she should make to her boss.
 Primary vs. Secondary Research
 [content_embed content_url=”https://course-building.s3.us-west-2.amazonaws.com/BCommMgrs/Twine+Files/M4ApplyIt1.html”][/content_embed]
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		Learn It 4.2.1 Internal Data Sources

								

	
				 	Recognize different primary sources and types of internal data
 	Explore different ways to gather and analyze internal data
 
  Sources of Data
 primary source
 A primary source is direct or firsthand evidence about an event, object, or person.
  Examples of primary sources are historical and legal documents, eyewitness accounts, results of experiments, statistical data, pieces of creative writing, audio and video recordings, speeches, and art objects. Interviews, surveys, fieldwork, and Internet communications via email, blogs, listservs, and newsgroups are also primary sources.[1]
 internal data
 Internal data are data about your organization derived from internal primary sources.
  A report by HR about turnover and hiring or financial statements from Accounting or Finance are common examples. In contrast, an article in a business magazine about your organization’s talent management would be a secondary source, even if it referenced internal data–originally a primary source.
 Internal data are usually not available outside the organization unless the organization is mandated to produce such reports, for example, publicly-traded companies must file a variety of reports with the U.S. Securities and Exchange Commission (SEC). Depending on the size of your organization, its public filings may be a great source of material for your business reports.
 Collecting Internal Data
 Internal data can come from a variety of sources and departments—from sales reports, financial documents, human resources information, or elsewhere. Gathering data on your own organization is a much more complicated process than you might suspect. 
 There are two primary concerns:
 	The act of gathering information about your own organization is not without political and ethical considerations. When a person from one part of the organization seeks data about another–or about the enterprise as a whole–it can have implications for the well-being and security of people’s circumstances. Think of a salesperson who is having their sales volume studied by an HR analyst or an accountant being questioned about how quickly their division processes invoices. Investigating aspects of organizational operations can be a sensitive issue.
 	Data can be dynamic and often hard to find. Some data are relatively straightforward and can be captured in time, or the gathering and publishing of the data is mandated by an outside element. However, qualitative data could be more difficult to collect, such as descriptions of processes or organizational culture. A business may not wish to have such information easily accessible because they consider it part of their competitive advantage.
 
 An interested party, or stakeholder, is someone who has a particular interest in the organization. People who work in the organization are interested parties as are customers, shareholders, suppliers, and vendors. In short, conducting a stakeholder analysis before your research is a good idea. Although such analyses can evolve into detailed reports, the primary aim in this context is to identify and consider any sensitive issues related to your data collection process. Your stakeholder analysis does not need to be perfect or exhaustive, but consider it an important part of processing your data.
 Research in the Social Sciences
 Access is a key concept in social science research. Anthropologists, who often immerse themselves in subcultures to observe their lives, probably understand access issues better than most other researchers. If they do not have good access to a group, their ability to conduct their study is compromised. Anthropologists studying people of a particular culture might live among them for a time.
 Since this kind of immersion may be impractical, an alternative is to do research more like a sociologist, who tend to use surveys and have less need for direct, prolonged access. Surveys can be difficult to design and hard to use. They may be completed incorrectly, incompletely, or not at all. When you are participating in “How did we do?” surveys after a customer service phone call or other service event, you are participating in sociological research.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Ithaca College Library. "Primary and Secondary Sources." Web. https://libguides.ithaca.edu/research101/primary. 18 June 2018. ↵
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		Learn It 4.2.2 Internal Data Sources

								

	
				Analyzing Data
 Your analysis of a given data set, whether internal or external, is based on the data gathered. Anthropology tends to view the following as types of data:
 	the types of interactions, often called “transactions” that the population engages in
 	topics and themes of the transactions
 	occurrence/recurrence of the transactions
 	tensions between what the group represents as “truth” versus observations the researcher or analyst perceives differently
 
 Anthropologists attempt to make connections and meaning by linking these data to stories and accounts of a given culture or experience. Although this data might sometimes seem subjective or heavily dependent on the researcher’s perspective, such studies are incredibly valuable in many business contexts. If the person writing the business report or conducting the research is conscious of their own biases and has considered the ethical implications of their work, the insights gained can be particularly beneficial.
 Read more about how bias can influence your research through the questions you ask, the people you survey, your data collection method, or your data interpretation.
  Sociological data sets can be similar, but the analysis will be more quantitative and broken down into categories and variables for statistical analysis. Surveys are the most common tool to gain sociological data. You’d naturally be familiar with many of them, for example, customer satisfaction surveys, expressing your opinion about a particular product. Usually, you’re asked to express the opinion along a Likert scale: something like “7 means you’re extremely satisfied, 1 means you’re extremely dissatisfied.”
 Depending on how elaborate you would like your analysis to be, working with statistical data sets can become quite complex. There are also issues around quantifying human behavior and opinion. One person’s 7 is likely to be different from another’s, even if they are similar enough conceptually. For our purposes here, we recommend you emphasize simplicity in your business data analysis. 
 If you decide to analyze data sets using statistical methods, manipulating the data through a third-party platform like Qualtrics or Survey Monkey can be helpful. Develop simple surveys, and use very simple Likert scales to help quantify your data. Note that surveys present qualitative data in a quantified form; take care when representing these types of data as accurate and representative of human sentiment or behavior.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Internal Data Sources

								

	
				 	Recognize different primary sources and types of internal data
 	Explore different ways to gather and analyze internal data
 
  Business Analytics
 Gathering and analyzing data informs decisions and enhances organizational performance.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=96#oembed-1 
 
 You can view the transcript for “What Is Business Analytics? | Business: Explained” here (opens in new window).
  Why is it important for businesses to use all four types of analytics together, and how can this integrated approach lead to better decision-making?
 Click to Show Sample Answer Using all four types of analytics together leads to a comprehensive understanding of business data which informs decision-making. Here’s why:
 	Holistic View:
 
 Descriptive Analytics provides a clear picture of what has happened in the past and the current state of the business, helping to establish a baseline.
 Diagnostic Analytics digs deeper into this data to uncover the reasons behind observed trends and patterns, identifying root causes of issues and successes.
 
 
 	Proactive Strategy:
 Predictive Analytics uses historical data and trends to forecast future outcomes, allowing businesses to anticipate changes, identify opportunities, and mitigate potential risks.
 Prescriptive Analytics takes predictions a step further by recommending specific actions to achieve desired outcomes, helping businesses devise effective strategies and plans.

 	Informed Decision-Making:
 By combining insights from all four analytics types, businesses can move from simply understanding what has happened (descriptive) and why (diagnostic) to anticipating future events (predictive) and deciding the best course of action (prescriptive). This integrated approach ensures that decisions are data-driven, reducing uncertainty and increasing the likelihood of successful outcomes.

 	Continuous Improvement:
 The use of all four analytics types facilitates a continuous feedback loop. For example, prescriptive actions can be monitored using descriptive analytics, and their impacts can be analyzed diagnostically to refine future predictive models and prescriptive recommendations.

 	Enhanced Competitiveness:
 Businesses that effectively leverage this integrated approach are better equipped to respond swiftly to market changes, improve operational efficiency, enhance customer satisfaction, and maintain a competitive edge.

 
   
	

			All rights reserved content
	What Is Business Analytics? | Business: Explained. Authored by: HBS Online. Retrieved from: https://youtu.be/9fFQA-JOXA0. License: Other. License Terms: Standard YouTube License

Public domain content
	Adapted from material created using ChatGPT. Authored by: Lumen Learning. Provided by: OpenAI. License: Public Domain: No Known Copyright



			


		
	
		
			
	
		59
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				 	Recognize common tools and strategies for doing online searches
 	Recognize tools used to find business information in secondary sources
 
  Preliminary Research Strategies
 As we have discussed, all research is based on your research question. Having a well-defined and scoped question is essential to a good research strategy. If your question is not specific enough, or if it lacks boundaries (i.e., it is not well-scoped), your subsequent strategy will be difficult to maintain.
 Any secondary source that does not specifically address your research question will not be relevant. When you begin to research, you would start with background or secondary source reading before determining what primary source material might still be needed. You will not typically see a research process that advocates doing primary source research when there is already secondary source material available on a given topic because it is not efficient.
 It is also important to note that if secondary source material sufficiently addresses your research question, consider this to be a win; this means that the much slower and much more elaborate primary source research process is no longer required. Your report will be that much faster to compile.
 Steely Library discusses developing a good research question in the video below:
 //plugin.3playmedia.com/show?mf=6310152&p3sdk_version=1.10.1&p=20361&pt=375&video_id=LWLYCYeCFak&video_target=tpm-plugin-kc0lr5s7-LWLYCYeCFak
 You can view the transcript for “Developing a Research Question” here (opens in new window).
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Finding Sources
 It’s important to know how to make the most of generic online searches. While Google Scholar and library databases will be the most valuable tools for finding academic information, many business reports will only need information that is easily available from Google. As you find sources pertinent to your report, be sure to keep track of them so you can cite and reference them later.
 When you search for information using keywords in Google, you may yield thousands or millions of search results, and they do not appear in order of credibility or relevance. You’ll need to narrow your search:
 	Try different keywords or various combinations to find different results.
 	Try using different Boolean operators which are words like AND, OR, or NOT
 	Use Google’s Advanced Search features to narrow down your results. 
 
 Work to simplify your search phrases, and be patient in moving through results pages.
 Preliminary Search Tips
 	Wikipedia can be a great starting point for information, but it is not recommended for use as an official source. It’s helpful to look at the links and references at the bottom of the page for more ideas.
 	Use “Ctrl+F” to find certain words within a webpage to jump to the sections of the article that interest you.
 	Use Google Advanced Search to be more specific in your search. You can also use tricks to be more specific within the main Google Search Engine: 	Use quotation marks to narrow your search from just tanks in WWII to “Tanks in WWII” or “Tanks” in “WWII”.
 	Find specific types of websites by adding “site:.gov” or “site:.edu” or “site:.org”. You can also search for specific file types like “filetype:.pdf”.
 
 
 	Click on “Tools” under the search bar in Google and select “Any time” to see a list of options for time periods to help limit your search. You can find information just in the past month or year, or even for a custom range.
 	Check the websites of government agencies relevant to your research topic. Utilizing these sources is free and available to the public and the information is considered credible in business reports. In fact, businesses sometimes include data from government sources in reports that are marketed as products for purchase. 
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 4.3.3 Search Techniques

								

	
				Using Databases
 In the event Google or other search engines do not yield quality sources, you may find yourself requiring higher-level library access. This brings us to two other areas for secondary source material:
 	Google Scholar
 	Library databases
 
 Google Scholar
 Google Scholar is an excellent and more specific version of Google that focuses on professional and academic content. One of the things that Google Scholar does very well is tell you what type of source it is right away, like a book or article. While you can use Google Scholar for free, the results will likely be behind a paywall, so you will need a library or a subscription for access. Some public libraries offer free access to subscription materials to their members. If you are a faculty or student at a college or university, you also can gain immediate access to paid content through your institutional library.
 What Google Scholar can help you gather free of charge is awareness about what type of data may exist. This is important for your business report writing. If data exists, but only behind a paywall, then you may consider conducting your own primary source development (i.e., your own fieldwork such as surveys or interviews) depending on how detailed and comprehensive your report needs to be.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Library Databases
 To access professional journals, you will often need access to a subscription database. However, some institutions (particularly institutions with more academic leanings) will provide their employees with access to these. Public libraries also often have access to many databases. Databases come in all shapes and sizes and are not necessarily just troves of quantitative figures and facts. 
 //plugin.3playmedia.com/show?mf=12265746&p3sdk_version=1.10.1&p=20361&pt=375&video_id=ZjxHODprg-A&video_target=tpm-plugin-t4ocquyv-ZjxHODprg-A
 You can view the transcript for “Library Databases vs. Google” here (opens in new window).
  Finding Sources From Databases
 If you have access to a library database, it can be a helpful tool for finding additional sources.
 Subject Headings
 Most databases will include related subject headings alongside each search result. Subject headings are a form of descriptive metadata. At their simplest, they may be tags chosen by the authors, but most databases use a controlled vocabulary assigned by professional catalogers
 The advantage of controlled subject terms is that they’re standardized terms that will be assigned to all appropriate content no matter what terminology (or even language) is used by the author. For example, the database may use the subject heading “motion pictures,” even if the article uses the words “films,” “movies,” or “cinema.”
 Whenever you find a good article in a database, check out the subject headings. If one or more of them look like matches for your topic, re-run your search using those terms—and be sure to specify you want those terms in the subject field. That will ensure the search results are really about that subject and don’t just happen to mention those words in passing somehow.
 If more than one subject heading applies to your research, don’t forget to use quotation marks and Boolean operators to target your search.
  Follow the Bibliographic Links
 As long as you find one good scholarly article or book, you can look up the works cited in the footnotes or bibliography to find the sources it’s based on. Databases assist researchers by directly hyperlinking to research in the cited reference lists (even if it’s not contained in their database). This makes research more streamlined and accessible.
 You can also follow citations forward in time by looking up who cited the work you found. Web of Science has cited reference searches.
 If you find that a particular work has been cited by many other articles, journals, and books, it often indicates that it is significant to that field. High citation counts can signal the work’s impact, relevance, and sometimes its authority on a particular topic, showing that it has been recognized and utilized by other researchers or professionals in the area.
  [ohm_question]24648[/ohm_question]
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				 	Recognize common tools and strategies for doing online searches
 	Recognize tools used to find business information in secondary sources
 
  Are Google Searches Reliable?[1]
 [image: Laptop with the Google search page on the screen]Google’s constantly evolving algorithms determine the search results that you see. Matti Wiegmann, a computer science student at Bauhaus University in Weimar, Germany, needed a new messenger bag for his laptop. Like many of us, he turned to Google for help. However, instead of finding insightful reviews and detailed comparisons, he encountered numerous spammy websites filled with ads and junk content.
 These websites, often referred to as content farms, prioritize search engine optimization (SEO) tactics over providing valuable information, making it difficult for users to find genuinely helpful content. Frustrated by his experience, Wiegmann decided to investigate further. Along with his colleagues, they collected the top 20 search results for over 7,000 product review searches, tracking these results every two weeks for more than a year from 2022 to 2023. They extended their research to other search engines like Bing and DuckDuckGo. Their analysis focused on various properties of the search results, such as the number of words, images, links, and headlines on the pages.
 The research revealed that while Google performed the best at filtering out spammy websites compared to other search engines, it still ranked some low-quality content highly. The study also revealed a cyclical pattern: Google would update its algorithms to demote low-quality sites, but these sites would quickly adapt and regain their rankings. 
 Pandu Nayak, Google’s chief scientist for search, acknowledged the adversarial nature of this issue. He explained that Google continuously updates its algorithms and employs various measures to ensure search quality. Despite these efforts, the dynamic nature of online content and the rise of AI-generated material pose ongoing challenges. Nayak emphasized that despite the noise, Google still helps users find valuable information.
 In an era where SEO tactics and AI-generated content can skew search results, being discerning and persistent can lead to more relevant information. The top-ranked pages may not always offer the best or most reliable information. Instead, take the time to review multiple sources and sift through the search results to find truly valuable content.
 What are the potential benefits and challenges of using AI in search engines, and how might AI influence the quality of search results in the future?
 Click to Show Sample Answer 
 Benefits:
 	Improved Search Accuracy: AI can analyze vast amounts of data and understand user intent better, providing more accurate and relevant search results.
 	Personalization: AI algorithms can tailor search results to individual users based on their search history, preferences, and behavior, enhancing the user experience.
 	Efficiency: AI can quickly process and categorize information, improving the speed and efficiency of search engines.
 	Handling Complex Queries: AI can understand and respond to complex and conversational queries more effectively, similar to how humans communicate.
 	Enhanced Features: AI can power additional search features such as voice search, image search, and predictive search, making it easier for users to find what they need.
 
 Challenges:
 	Quality Control: AI-generated content can sometimes be inaccurate or misleading.
 	Bias and Fairness: AI algorithms can inherit biases present in the training data, leading to biased search results. 
 	Manipulation: As AI improves, there is a risk of increased manipulation by SEO experts who might exploit AI weaknesses to rank low-quality content higher.
 	Transparency: AI’s decision-making process can be opaque, making it difficult for users to understand why certain results are prioritized.
 	Privacy Concerns: Personalized search results require collecting and analyzing user data, raising concerns about user privacy and data security.
 
   Media Attributions
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				 	Understand the seven main aspects of information literacy
 	Understand the importance of evaluating sources and identifying biases
 	Understand the CRAAP (Currency, Relevance, Authority, Accuracy, Purpose) method for evaluating sources
 	Learn how to effectively integrate sources into your writing
 
  Information Literacy
 The American Library Association defines information literacy as the ability to “recognize when information is needed and have the ability to locate, evaluate, and use effectively the needed information.”[1]
 The Society of College, National and University Libraries (SCONUL) 7 Pillars of Information Literacy provides a framework strategy for assembling material for your research project. If you follow this strategy, you can consider yourself information literate!
 The pillars are:
 	Identify what you need to find out.
 	Assess current knowledge, identify your personal knowledge gaps, and understand what types of information are available.
 	Plan where you’ll locate data and how you’ll use it.
 	Gather data needed, keeping track of where you found your information.
 	Evaluate both your research process and the information you find; compare and analyze data.
 	Manage the information you’ve gathered professionally and ethically, making sure to cite all of your sources.
 	Present the knowledge you’ve gained, disseminate information to others, and apply your knowledge to your life.
 
 Try using the acronym IAP GEMP to remember the 7 Pillars of Information Literacy!
  Once you’ve evaluated your personal skill set, you can identify gaps in your current material or sources. This can be particularly helpful when determining whether any primary source research is required, and especially whether you would need to conduct any of your own fieldwork (i.e., surveys, interviews, observations, etc.).
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	American Library Association. Presidential Committee on Information Literacy. Final Report. (Chicago: American Library Association, 1989.) ↵
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				Evaluating Sources
 Perhaps never before in mainstream discussion has the importance of evaluating sources been more important. The effect of “fake news” and contested information is now a common feature of contemporary life. Evaluating sources is an essential part of critical thinking, which is the foundation for good communication and report writing in any field.
 Evaluating Websites
 As our world becomes more and more connected by technology, our ability to evaluate and use information has become more difficult, but not impossible. It is essential to understand how these technologies work and how people use them.
 Websites, broadly speaking, are perhaps the most difficult sources to evaluate; however, the following tips can act as basic guidelines:
 	Consider the URL. Generally speaking, .com, .org, .ac.uk, .edu, .gov, and other more common domains are a bit more likely to have reliable and good content.
 	What type of website is it? If it is a blog, social media site, or other tool for personal expression, proceed with caution. Much of the “fake news” problem is driven by sharing questionable material on social media.
 	What is the main purpose or claim of the website? Be careful with websites interested in selling downloadable information sources, such as “How to Generate Passive Income” or “Make Money in Real Estate.” The content might be accurate and useful. However, the sheer abundance of poor sources means you should only use these types of data/sources with caution. Take some time to read the “About” section and check the author’s background to determine if they are credible.
 
 While we’ve boiled the evaluation of websites down to a few key tips, it is actually a complex topic that could fill books. For more information, check out Mike Caulfield’s Web Literacy for Student Fact-Checkers.
 This book is (as stated in its introduction) “an unabashedly practical guide for the student fact-checker. It supplements generic information literacy with the specific web-based techniques that can get you closer to the truth on the web more quickly.”[1]
  Understanding Bias in Your Sources
 A word on bias: some consider bias to be a problem. However, we might argue here that bias is a normal part of life and human interaction. We are all biased by our upbringing, our experiences, and our perspectives. While any attempt to be objective in your analysis is a good thing, it can be just as useful to acknowledge your biases in your research and arm the reader or consumer of your material accordingly. In a way, this is a form of respect for your readership. You acknowledge their critical thinking role in consuming your material and also acknowledge that eliminating all bias—no matter how professional or scientific one’s research approach might be—is impossible.
 Bracketing is a way to acknowledge bias.  It is the act of reviewing and gaining awareness around your preconceived beliefs about a given topic before pursuing further study.[2] Another way to think about bracketing is to refrain from judgment.[3] This awareness should help your evaluation of sources and keep you mentally engaged in the review of your own reaction to your data.
 The following video from Practical Psychology illustrates various biases. Note how these biases could affect your thinking, and consider ways you might apply this awareness to evaluating sources.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=104#oembed-1 
 
 You can view the transcript for “12 Cognitive Biases Explained – How to Think Better and More Logically Removing Bias” here (opens in new window).
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Caulfield, Mike. "Why This Book?" Web Literacy for Student Fact-Checkers. Web. 30 June 2018. ↵
	https://en.wikipedia.org/wiki/Bracketing_(phenomenology) ↵
	Weatherford, Jennifer, and Debalina Maitra. “How Online Students Approach Bracketing: A Survey Research Study.” Educational Research: Theory and Practice 30, no. 2 (2019): 91–102. https://files.eric.ed.gov/fulltext/EJ1248413.pdf. ↵
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		Learn It 4.4.3 Evaluating Information Sources

								

	
				CRAAP Analysis
 There are several methods that you can use when you’re evaluating sources. Perhaps the most common and well-known is the CRAAP Analysis:
 	Currency: How current is the source?
 	Relevance: How important is the information for your needs?
 	Authority: What is the source of the information?
 	Accuracy: Judged against other sources (which themselves will need appropriate evaluation), how correct is the source?
 	Purpose: What is the goal of the source—why was it created?
 
 Watch this video for a recap of each of the components of the CRAAP method.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=105#oembed-1 
 
 You can view the transcript for “How Library Stuff Works: How to Evaluate Resources (the CRAAP test)” here (opens in new window).
  Depending on your organizational culture, Wikipedia might be sufficient as a source. Perspectives on the use of Wikipedia in your research vary. It all depends on the purpose of your writing. Not all of your business reports need to be lengthy and comprehensive works supported by scholarly sources. You might find yourself writing a short report within a few hours where your boss indicates that Wikipedia or some other introductory website or encyclopedia may be sufficient. It is important to point out that the report, while important, is not the end, it is simply a means to making better decisions. Guidance from your organization’s decision-makers is key.
 Evaluating Other Media Sources
 As with evaluating websites, evaluating other media sources with the CRAAP method is appropriate. There are, however, a few questions specific to media that you should add:
 Who is the owner of the media outlet?
 Take a look at WebpageFX’s infographic of ownership of key outlets. As you view the infographic, consider applying the CRAAP Analysis to WebpageFX. Is it a good source? Why or why not?
 Figure 1 shows the consolidation of media ownership in the United States over a 30 year span. With the consolidation of outlets, there are fewer different opinions and political views available in the media.
 [image: Two pie charts comparing ownership of media in America between 1983 and 2011. In 1983 90% of the market was owned by 50 companies. In 2011 90% of the market was owned by 6 companies.]Figure 1. Media consolidation from 1983 to 2011 How long has the media outlet been around?
 While not a perfect test of quality by any means, consider how something like 60 Minutes, the television news program from CBS, has been on the air for over 50 years. Would this make it more or less reputable than, for example, a newer YouTube news channel like The Young Turks or The Rubin Report?
 Consider the use of mass media sources carefully given the potential problem of politicization. A good technique would be to simply address what you (as the researcher) think the bias might be. As we’ve discussed elsewhere, it’s not as simple as saying all bias is bad. Rather, bias is something we all encounter and have, and it is reasonable and useful to address bias head-on. The researcher should tell the reader what their biases are. The researcher should also tell the reader what they think a given source’s biases are as well. Then it’s up to the reader to think critically about the material presented.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Using Your Sources
 There are three methods for referencing a source in your writing: quoting, paraphrasing, and summarizing.
 quoting
 Direct quotations are words and phrases that are taken directly from another source and then used word-for-word in your text.
  If you incorporate a direct quotation from another author’s text, you must put that quotation or phrase in quotation marks to indicate that it is not your language.
 When writing direct quotations, you can use the author’s name in the same sentence as the quotation to introduce the quoted text and to indicate the source in which you found the text. You should also include all relevant information in a complete citation to give credit to the author. The exact format will depend on the formatting style of your essay. Your organization will likely have a preferred style that you should follow.
 paraphrasing
 Paraphrasing is when you say something in your own words that someone else has said or written.
  When paraphrasing, you may put any part of a source (such as a phrase, sentence, paragraph, or chapter) into your own words.
 If the original source uses language that is more clear, concise, or specific than your own language, you should use a direct quotation, putting quotation marks around those unique words or phrases you don’t change. However, it is common to use a mixture of paraphrased text and quoted words or phrases. You must still cite the source even if you rephrase their idea in your own words.
 summarizing
 Summarizing is when you briefly tell the main points of something, leaving out the details.
  A summary outlines a source’s most important points and general position. When summarizing a source, it is still necessary to use a citation to give credit to the original author. You must reference the author or source in the appropriate citation at the end of the summary.
 Integrating Material from Sources
 Incorporating sources into your writing uses a general pattern.
 	You make a claim or point: “The Human Fund helps >25% of the downtown Chicago homeless population.”
 	You cite evidence: use an MLA citation or APA citation, by embedding a hyperlink in a digital document, by paraphrasing, or by using a direct quote.
 	You transition to another claim or new point.
 
 The relationship between claim and evidence is key. For your writing to be effective, you must back up claims or conclusions with quality evidence from credible sources. Citation is the standard that scholarly and business professionals use as a formal way to provide supporting evidence. 
 When you’re discussing a topic in person with one or more people, you will find yourself referring to outside sources: “When I was watching the news, I heard them say that . . . I read in the newspaper that . . . John told me that . . .” These kinds of phrases show instances of using a source in conversation. We automatically shape our sentences to work references to the sources into the flow of conversation.
 Think about this next time you try to work a source into a piece of writing: if you were speaking this aloud in conversation, how would you introduce the material to your listeners? What information would you give them to help them understand who the author was, and why their view is worth referencing? After giving the information, how would you then link it back to the point you were trying to make? Just as you would do this in a conversation if you found it necessary to reference a newspaper article or television show you saw, you also need to do this in your essays.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Evaluating Information Sources

								

	
				 	Understand the seven main aspects of information literacy
 	Understand the importance of evaluating sources and identifying biases
 	Understand the CRAAP (Currency, Relevance, Authority, Accuracy, Purpose) method for evaluating sources
 	Learn how to effectively integrate sources into your writing
 
  The SIFT Framework
 You have learned about the CRAAP method of evaluating sources. Here is an alternate framework.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=107#oembed-1 
 
 You can view the transcript for “Using SIFT to Evaluate Sources for Credibility Tutorial” here (opens in new window).
  What is the difference between CRAAP and SIFT?
 Click to Show Sample Answer Key differences:
 	Approach: CRAAP is a more detailed checklist focusing on different aspects of a single source, while SIFT is a streamlined process designed to quickly assess the credibility and reliability of online information.
 	Focus: CRAAP emphasizes the detailed evaluation of individual sources, while SIFT is designed for fast fact-checking and debunking misinformation.
 	Usage Context: CRAAP is often used in academic settings for evaluating sources for research papers, whereas SIFT may be more practical for everyday online information assessment and media literacy.
 
 To do a thorough evaluation, you might SIFT and then if the course passes, run it through the CRAAP test.[1]
   
	Martinus, Tess. “Well…CRAAP!  Is it time to SIFT the CRAAP?” The Dr. Tess Blog, May 6, 2021. https://dr-tess-blog.com/2021/05/06/well-craap-is-it-time-to-sift-the-craap/. ↵
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				 	Understand the importance of professional integrity in business writing
 	Learn how to properly document and cite sources
 
  Professional Integrity
 Consider the earlier discussion on the CRAAP Test for evaluating sources. The test and its authors argue that for a source to be useful, it must meet the criteria laid out in the test’s categories. The same concept applies to the material that you author and the materials you submit to others in your organization.
 For decision-makers and colleagues to trust the reports you write, you have to maintain your professional integrity. You have to approach your work with care and honesty.
 Consider the following ethical violations, all of which highlight the role of the individual’s behavior:
 	Sam Bankman-Fried, the founder of the cryptocurrency exchange FTX, was convicted of a variety of fraud which led to the collapse of FTX, resulting in significant losses for investors and shaking confidence in the cryptocurrency market.[1]
 	Elizabeth Holmes, the founder of Theranos, claimed her company had developed revolutionary blood-testing technology, which turned out to be false. Her actions led to her eventual conviction for fraud and an 11-year prison sentence.[2]
 	Supreme Court Justice Clarence Thomas accepted luxurious gifts of travel for decades and allowed billionaire Harlan Crow to pay for his great-nephew’s tuition and buy his mother a house. This called into question whether the lavish gifts had any effect on the justice’s decisions.[3]
 
  In each of the above cases, individuals, or groups of individuals, knowingly violated reasonable ethical standards and norms. These standards are either codified in law or what we could consider a common-sense standard.
 A common sense standard is one about which we could quickly ask ourselves: “Would anyone question the way I’m doing this work or activity?” If the answer is yes, your behavior needs to adjust.
 The University of St. Andrews describes Professional Integrity and details the following concepts as central to the idea of professional integrity.[4]
 	The researcher (or business report writer), operates at the highest levels of ethical responsibility. We should take this to mean that you will do everything you can to build reports and use information in ways that no one would ever question your conduct. Proper citation and use of others’ work, care to anonymize sources of sensitive information, especially anyone vulnerable, and safeguarding of data to ensure it is not tampered with, are all relevant.
 	Operate and conduct yourself within your skillset. If someone asks you to do something for which you are not qualified, consider ways to turn down the project, rescope the project, or get help with the areas or pieces that are outside your skillset.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Martínez, A. “FTX Founder Sam Bankman-Fried Is Found Guilty of All Charges Including Fraud.” NPR, November 3, 2023. https://www.npr.org/2023/11/03/1210390433/ftx-founder-sam-bankman-fried-is-found-guilty-of-all-charges-including-fraud. ↵
	Allyn, Bobby. “Elizabeth Holmes Has Started Her 11-Year Prison Sentence. Here’s What to Know.” NPR, May 30, 2023. https://www.npr.org/2023/05/30/1178728092/elizabeth-holmes-prison-sentence-theranos-fraud-silicon-valley. ↵
	Npr. “Propublica Finds More Ties between Justice Thomas and Billionaire Harlan Crow.” NPR, May 4, 2023. https://www.npr.org/2023/05/04/1173924936/propublica-finds-more-ties-between-justice-thomas-and-billionaire-harlan-crow. ↵
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		Learn It 4.5.2 Ethical Use of Information

								

	
				Avoiding Plagiarism
 plagiarism
 Plagiarism is the act of using someone else’s work or ideas without giving them proper credit, presenting it as if it were your own.
  Incidents of plagiarism and other ethical violations are unfortunately common, both in and out of our work environments. 
 Both intentional and unintentional plagiarism are problems, and you should do everything you can to keep them from happening. As the UNSW Sydney’s page for their current students describes, “most incidents of plagiarism are the product not of deliberate cheating, but of underdeveloped academic skills.”[1] Often the problem isn’t with the ethical standing of the author but with something else, such as lack of time, lack of clear notes, and lack of understanding of proper referencing.
 Three rules for avoiding plagiarism:
 	If you even suspect the idea is someone else’s, take the time to go back through notes, Google, or other reputable sources, and search for the author.
 	Allow enough time to plan, write, and revise your reports.
 	If you are not sure of authorship, consider using other evidence or sources to articulate your idea.
 
  There are, however, very few things that don’t require attributions: scientific or mathematical equations and “common knowledge.” You don’t have to provide a citation if you include the equation E = mc2, but you do need to attribute a quote that explains the history of the equation’s discovery. You don’t have to provide a citation if you include the fact that gravity exists, but you do need to provide a citation for a study that discusses how gravity impacts astronauts on the International Space Station.
 Documenting and Citing Sources
 Proper citation of sources is essential to avoiding plagiarism or copyright violations. There are several citation styles used for academic writing:
 	American Psychological Association (APA) style, commonly used for psychology and social sciences
 	Modern Language Association (MLA) style, commonly used in the humanities
 	The Chicago Manual of Style, also used in the humanities
 
 When doing writing for school, always check with the instructor for the citation style that they want you to use.
 While academic writing requires a proper citation in accordance with generally agreed-upon rules, business writing might not need to be so precise. The intention of attribution and not taking credit for someone else’s work is still necessary in business writing. However, the form of the citation will be determined by your organization and may not follow the above citation styles exactly. 
 Style and visual considerations are often important for business writing as well. Business reports might use footnotes or citations in a smaller font so as not to distract from the main text and graphics. This is reasonable for the type of document.
 The key here is proper attribution and doing it in a manner that conforms with the visual and general use of your sources. The closer to academic work you are, the more precise and formal it needs to be. If, however, you worked for something like a startup or a smaller company, overly formal and precise citations might not be required. Use your best judgment and always ask if you are unsure.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	UNSW Sydney. "How Does Plagiarism Happen?" Web. 18 June 2018. ↵
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		Apply It: Ethical Use of Information

								

	
				 	Understand the importance of professional integrity in business writing
 	Learn how to properly document and cite sources
 
  Plagiarism vs. Inspiration
 Ethics in writing isn’t just about avoiding plagiarism; it’s about ensuring honesty, fairness, and respect in your work. In the following video,  author Brandon McNulty discusses the difference between plagiarism and inspiration, offering practical tips on how to draw inspiration from others’ writing without copying or plagiarizing.
 //plugin.3playmedia.com/show?mf=12272592&p3sdk_version=1.10.1&p=20361&pt=375&video_id=lWF0Ys9Jvpk&video_target=tpm-plugin-ku9kgf9f-lWF0Ys9Jvpk
 You can view the transcript for “Plagiarism vs Inspiration: How to NOT Rip Off Other Stories (Writing Advice)” here (opens in new window).
  In what ways can drawing inspiration from multiple sources improve the originality and effectiveness of your workplace communications?
 Click to Show Sample Answer Drawing inspiration from multiple sources can significantly enhance the originality and effectiveness of your workplace communications in several ways:
 	Innovation through Diversity: By incorporating ideas from various fields, you can create more innovative and creative solutions. For example, combining insights from technology, psychology, and marketing can lead to a more comprehensive and compelling communication strategy.
 
 	Enhanced Problem-Solving: Different perspectives can provide unique solutions to problems. Drawing from diverse sources can help you see issues from various angles, leading to more effective and well-rounded approaches.
 
 	Engaging Content: Blending different styles and elements from various inspirations can make your communications more engaging and interesting for your audience. This can help capture their attention and convey your message more effectively.
 
 	Adaptability: Inspiration from multiple sources can make your communications more adaptable and versatile. You can tailor your message to different audiences and contexts by integrating various elements that resonate with each group.
 
 	Credibility and Depth: Referencing multiple sources in your communications can enhance your credibility and demonstrate thorough research and consideration. It shows that you have a broad understanding of the subject matter and have thoughtfully synthesized information from various experts and fields.
 
 
    
 
	

			All rights reserved content
	Plagiarism vs Inspiration: How to NOT Rip Off Other Stories (Writing Advice). Authored by: Writer Brandon McNulty. Retrieved from: https://youtu.be/lWF0Ys9Jvpk. License: Other. License Terms: Standard YouTube License

Public domain content
	Adapted from material created using ChatGPT. Authored by: Lumen Learning. Provided by: OpenAI. License: Public Domain: No Known Copyright



			


		
	
		
			
	
		V

		Module 5: Visual Media

	

	
		
	

		


		
	
		
			
	
		72

		Learn It 5.1.1 Designing Your Message

								

	
				 	Understand the rules for using images and visual media in business
 	Understand the basic principles of visual design
 
  The Impact of Visual Media
 As a rule, in all business communications, we should follow the seven principles of business communication. Now we are going to add visual media to our communication toolbox because visual media can increase the impact of your message.
 How does a visual element give your message more impact? Think about the last time you needed directions to a friend’s house. You may find it hard to remember turn-by-turn verbal instructions but think of how helpful it is when someone draws you a map. It’s a simple visual aid that takes the place of all of those words in the directions. That map makes your directions easier to remember. There are examples of this representation all around you. For example, the weather report shows you a rain cloud, and you know to grab your umbrella. 
 To incorporate visuals effectively, you will still follow all seven principles of business communication but pay particular attention to these:
 	Clarity: your visuals should be clear, clean, and simple
 	Consistency: your visuals should all maintain a uniform style
 	Relevancy: your visuals should make sense as a part of the whole communication and be on-brand
 
 In addition, your visuals should be persuasive. They should inspire an emotional reaction or a new level of understanding.
 Clarity
 When considering the use of visual media, make sure that it’s easy for readers to glean the information they need. Here are some general rules to keep in mind:
 	Use bold, contrasting colors. If you have a pie chart or a graph, it helps to make each piece a contrasting color, e.g. one piece is red, another yellow, and yet another blue. This makes the chart easier to read than if each piece is a different shade of the same color. Make sure your chart pops with color, and there will be no question about which piece is which.
 	Use easy-to-read fonts. Loopy letters and heavy calligraphy strokes slow your reader down. Choose a font that’s easy to read.
 	Use headings. A heading is a title or label in a document that marks the beginning of a new section. Using headings in documents organizes information into digestible sections, making it easier for readers to find specific topics or understand the overall structure. This allows the reader to quickly grasp the main points and navigate the document efficiently.
 	Use only pertinent information. If the point of your communication is to show that sales have gone up 22 percent over last year, your graph should feature that information—and nothing else. If you throw expenses, employee turnover, and gross margin on that same chart, your reader will miss your message. 
 
 Consistency
 Uniformity helps the reader understand what to expect and better prepares them to take in your message. Here are a few things you can do to establish consistency:
 	Use the format of charts and graphs wherever you’re able. If you start with a bar chart showing annual sales, don’t make change it to a line graph in the next section and then a stacked bar chart in the section after that. Using different charts to show the same information slows your reader down unnecessarily. If you found the best visual scheme to explain the data in the first place, there’s no reason to change it to a less effective one just for the sake of variety.
 	Use a uniform color scheme and fonts. If you show sales on your graphs in red, always show them in red. If you’ve chosen one easy-to-read font for all your tables, or a similar style of photo for all the sections of your annual report, there’s no need to deviate.
 	Use pictures that are visually similar. If you’re using a series of headshots, the heads should all be about the same size. If four of the pictures show a person’s head and shoulders, the fifth one should not show a person from the waist up.
 	Use icons that are universally recognized.  An icon is a small, symbolic image or graphic used to represent an object, action, or idea. Using icons consistently across a document or platform establishes a visual language that enhances comprehension and navigation. Readers quickly learn to associate specific symbols with certain actions or content. Originality with icon choices can confuse the reader if the symbol is not well known.
 
 Relevancy
 If your message is communicating annual sales, your charts and graphs shouldn’t be dealing with employee turnover rates. If your message is about your company’s efforts to reduce waste, that message should not feature a photo of a cute puppy. That’s relevancy at a very basic level.
 Keeping communication on-brand takes relevancy to a whole new level. Companies rely on visual media as much as the written word to deliver their brand message. As a communicator, you need to keep your choices in visual media relevant to your company’s mission and promise to its customers.
 Colors in Branding: Target and Disney
 If you ever visit Target’s website, you may notice there’s a whole lot of red and white. That didn’t happen by accident. Target has a series of colors and images that coincide with the way it identifies itself as a company and the promises it makes to its customers. You see a lot of crisp clean backgrounds with vivid pictures showing style and value—and a lot of red fonts and bullseyes.
 Conversely, Disney’s main color is blue. Their characters such as Mickey Mouse, Simba, and Elsa are closely associated with the company’s mission and promise to customers. Disney photos always depict happy families interacting with characters and enjoying the entertainment.
  Large companies usually have a set of brand guidelines or a brand style guide that communicators can consult to familiarize themselves with the company’s preferred color palette, fonts, and image standards. All of your business communications represent an opportunity to reinforce and reflect your company’s brand, and it’s your duty as a communicator to do so.
 Persuasiveness
 Your visual media choice should help you tell your story. Even if your data is perfect, it’s no guarantee your audience is going to jump on board with you. Your use of an image, chart, diagram, or video should indicate it is from a reliable source, be simple to read, and allow you to show the audience exactly how you drew the conclusion you’ve drawn. If you’re communicating in aid of a cause, it doesn’t hurt to choose an image that invokes a little emotion.
 This doesn’t mean that you should sacrifice the principle of objectivity when you employ persuasiveness in your visual media. But your communication strategy on the whole is an engagement tool, and your choice of visuals should strengthen that engagement.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Visual Design Principles
 Business communicators don’t always have access to a graphic artist. You don’t need to be a graphic artist to use basic principles of visual design in your communications.
 Contrast
 Contrast is when two aspects of an image are strikingly different from one another, like dark and light. Contrast is an important principle in visual design and helps highlight the important part of the image. It adds weight to your design and guides the viewer’s eye to what you want them to see.
 [image: Illustration of 5 roses in a row. Only the center one is colored in red the rest are left in black and white, drawing the viewer's eye to the center one.]Figure 1. The contrast in colors draws your eye to the center rose Deciding where to pull the viewer’s eye and why is essential. Contrast can help viewers quickly decide where to find the most crucial information in a design, such as in an advertisement, flyer, or when navigating a website.
 [image: A diagram with four rectangular elements. At the top is a large purple box with the words “Most important element” inside. Below it are three smaller light purple boxes, each with the words 'Less important element' inside.]Figure 2. The color contrast draws your eye to the top rectangle, which contains the most important information Alignment
 Alignment creates a sharp, linear order to the elements of your visual, so they all have a connection to each other. If objects are closer together, the viewer assumes that they’re related. This principle is known as proximity.
 In the first image of trees below, we see six trees in one group that are in two rows even though they’re not precisely linear. In the second image, we perceive two groups of three.
 [image: The image features two sets of trees. In the first image of trees below, we see six trees in one group that are in two rows even though they’re not precisely linear. In the second image, we perceive two groups of three.]Figure 3. Objects in proximity to each other are viewed as having a connection Hierarchy
 If there are multiple elements in a design, more visual weight should be given to the most important part of the graphic. Establish the most essential part of the graphic first, and then fill in the rest with the less important parts. Hierarchy can be achieved using some of the other visual principles, like color, contrast, scale, and proximity.
 [image: A diagram depicting hierarchy. At the top there is a row of 6 individuals. Below them in the left group is a row of two individuals and below them one individual. The left group has one individual above two individuals.]Figure 4. The visual weight draws your eye to the long line of people at the top before the small groups of people at the bottom Repetition and Pattern
 [image: Five Google Workspace icons in the brand's color scheme of red, blue, yellow, and green. The top row from left to right contains an "M" representing Gmail, a calendar with the number 31 in the center representing Google Calendar, and a triangle representing Google Drive. In the second row is a rectangle representing Google Docs and a video camera representing Google Meet.]Figure 5. Google Workspace icons use the same colors and style Repetition strengthens the overall design and ties together elements to make them more consistent. This technique is often used in branding to make items more recognizable.
 Color
 Color is an important choice in visual communication because each color has a meaning. If you’re following brand guidelines, your colors will reinforce your brand, but if not, you might want to consider some of the universal associations that go along with each color. Green tends to conjure images of the environment, while red symbolizes anger, and yellow, happiness. Which of these roses looks cold to you?
 [image: Illustration of three roses. The far left rose is blue, the middle rose is orange, and the far right rose is red.]Figure 6. Since the center rose has a lighter color than the rest, it may appear cold. However, blue is sometimes associated with cold. The rose a viewer considers cold may vary depending on their background and experiences However, it’s important to remember that associations with color can vary depending on culture. For example, in Western cultures, the color red can be associated with passion or danger. In China and other Asian countries, red symbolizes luck and prosperity.
 Xerox dug deep into why color is important in communication. Check out their two-page cheat sheet to learn more about how to leverage color for the best effect in your presentation. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				More Visual Design Principles
 Balance and Space
 Keeping the elements of your design balanced gives the design some form and stability. Even spacing makes it look professional and attractive, but that doesn’t mean it needs to be symmetrical. It can be asymmetrical, with larger items in the upper left corner balancing out smaller ones in the lower right, and so on.
 Leaving open, or negative, space ensures that your visual isn’t cluttered and can highlight the important parts of a design. Brand guides often specify how much space should be left around a logo or other brand elements. 
 Font
 Design doesn’t stop at the picture. Fonts have everything to do with your audience’s engagement with your communication. Take a look at this font and decide if it’s easy to read:
 [image: A cursive font with the words "The brown fox jumps over the lazy dog." The font has a lot of extra curves and is compressed, making it difficult to read]
 You can tell what it says; however, reading this font for too long could get tiring, especially on a screen. Is this next font easier to read?
 [image: A plain sans serif font with the words "The brown fox jumps over the lazy dog." The font is simple, making it easier to read.]
 Your audience won’t continue to read your communication if you’ve chosen a font that’s difficult to read. 
 In addition to legibility, there’s a question of style. A reader might not take you seriously if you choose a typeface that’s playful like loopy handwriting for professional communications. Choosing a font is a lot like choosing a tone of voice to use when speaking to someone, and it’s important to choose one that aligns with the situation. How do you feel about these lines of text and how they work together?
 [image: A quote from Walt Disney reading "If you can dream it, you can do it." The majority of the quote is in a simple sans serif font. The words dream it are light purple and in a cursive font. The words do it are in a serif font, all capital letters, and a dark purple.]
 They’re just words, but they’re very visual; the use of color and different fonts of different sizes draws your attention to the words “dream it” and “do it.”
 Graphic artists use a variety of rules to choose fonts and lay them out in a graphic design. This video shows you—very visually—how graphic artists make fonts work as a component of visual media.
 //plugin.3playmedia.com/show?mf=2775003&p3sdk_version=1.10.1&p=20361&pt=375&video_id=sByzHoiYFX0&video_target=tpm-plugin-9jep4ouo-sByzHoiYFX0
 You can view the transcript for “Beginning Graphic Design: Typography” here (opens in new window).
  Business communicators aren’t necessarily graphic artists, but a good command of a graphic designer’s visual design techniques will help you evaluate your visual media and decide if it’s going to support your message. These aren’t all the visual design principles a graphic designer employs, of course, but they’re a good place to start.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand the rules for using images and visual media in business
 	Understand the basic principles of visual design
 
  Using Visual Design Principles
 Graphic designer Tom Satori applies visual design principles to improve designs.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=115#oembed-1 
 
 You can view the transcript for “Turning Amateur Designs Into PRO DESIGNS (TOP TIPS)” here (opens in new window).
  Did Satori’s changes make each visual more effective?
 Click to Show Sample Answer Answers will vary.
 While some of Satori’s changes are based on subjective opinions, such as how pleasing a color scheme is to the eye, he also addresses the readability of text. How easy it is to read text in your visual is definitely something that you want to consider.
 Satori offers these tips for making visual design choices:[1]
 	Identify the target audience
 	Identify 1-3 emotions that you want your message to evoke so that your message appeals to your audience
 	Consider how you can use layout, color, typography, shapes, and imagery to evoke the emotional response

  
	Satori Graphics. “Advanced Graphic Design On REAL EXAMPLES! (Before & After),” July 21, 2022. https://www.youtube.com/watch?v=8TzzCHyZY0k. ↵
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				 	Recognize what makes an image suitable for business messages
 	Understand when to use an image and when text is better
 	Understand how to legally obtain images for your business communications
 
  Using Images
 When creating a message take a moment to you ask yourself, “Would including an image strengthen or support the message more than text alone?” Studies show that content that includes images receives up to 94% more views than content without images. Users are 40 times more likely to share visual content on social media, and consumers are 80% more likely to read a piece of content if it contains colorful visuals.[1]
 Visual images can greatly increase the comprehensibility and understanding of a message. But how do you choose the right picture to match your content? Apply the visual media standards  discussed earlier:
 	The image should be clear and simple.
 	The image should have the same look and feel as the other images in the document to convey visual uniformity.
 	The image should persuade the reader (or at least convey some emotion).
 	The image should fit with your company’s brand.
 
 Let’s take a look at each of these by checking out the websites of some companies you’re familiar with.
 Clear and Simple Images
 A company that has a clear and strong visual identity is Apple. Apple is a technology company committed to bringing the best computing experiences to its customers. The clear, clean look of Apple’s website conveys a message to the customer: Our technology is sleek, bold, and easy to use.
 [image: Apple's website features an image of their MacBook Air laptop with eye catching blue waves on its screen surrounded by white space.]Figure 1. Apple’s website Apple’s website features an eye-catching blue wave shape on the screen of a sleek laptop, drawing the viewer’s attention but not competing with the product itself. Imagine if the screen featured a photo of a child or a cute pet. Would you be looking at the product then, or the content on the screen? Clean and simple images surrounded by white negative space help you convey a singular idea.
 [image: Swappa's website features tiles of product categories, each with a heading and a photo of a group of the products: iPhones, computers, watches, iPads and tablets, video games, home technology tools, cameras and lenses, AirPods and audio equipment, drones, fitness and cycling equipment, power tools, and sneakers.]Figure 2. Swappa’s website Conversely, Figure 2 shows a website that sells new and gently used electronics. Considering this company is trying to sell multiple types of products on one platform, what type of impact factor does it have? How would you compare the impact of this website to Figure 1?
 Uniform Images
 Swappa’s website makes use of uniform images to create a cohesive and visually appealing layout, which helps users quickly and easily navigate the page. Here’s how uniformity is advantageous:
 	Consistency: The images have a consistent style and size which makes the marketplace appear orderly and professional.
 	Recognizability: The products in each category are represented by easily recognizable and relevant images, aiding in quick identification.
 	Aesthetic Appeal: Uniform images maintain a neat and clean appearance, which can be visually pleasing and encourage users to browse longer.
 	Brand Identity: The consistent use of images can strengthen brand identity, as users begin to associate the visual style with the marketplace.
 
 In Figure 2, you can see that the bands of color above and below the product photos adds weight to the design, drawing the viewers’ eyes down to the menu at the top and the tagline at the bottom of the page, “Get more green, get paid fast,” adding some insurance that they’ll read the whole page. 
 Now let’s take a look at a website that doesn’t use similar images or uniform layouts on its front page (Figure 4). How does the visual representation of products impact your desire to purchase a product from the company? In Figure 4, no two images are alike, and the audience doesn’t really know where to look—not a very successful use of images.
 [image: An overwhelming hodge podge of products from Arngren.net's website.]Figure 3. Arngren.net’s website Persuasive Images
 As a nonprofit organization, UNICEF relies on donations to work towards its mission of ending preventable child deaths. This puts them in a unique position where their main business messages must be persuasive enough to inspire people to donate money to support their quest. On UNICEF’s main homepage (Figure 4) the viewer is presented with a compelling image. Here you have four young children depicted as happy little kids. The message this image is trying to project is that the donor’s money is put to good use and that by supporting this organization UNICEF creates results.
 [image: Four boys in yellow coats looking out the window of a blue building on Unicef's homepage. The slogan reads, "for every child, a fair chance."]Figure 4. UNICEF’s website Other design elements to note are the colors on their site (Figure 4). In the entire photo, except for the children, the image has been digitally altered so that the building has been re-tinted blue. The altered image now aligns with the colors associated with the UNICEF brand.
 The brand color is then contrasted by the children’s bright yellow raincoats. Not only do the yellow raincoats stand out and catch your eye, but the color yellow is often associated with happiness. The effects of color on an image can have a large impact on how a brand, or image connected to a message, is perceived by viewers. The only red on the page appears on a button that draws the viewer’s attention with an appeal to “Donate.”
 On-Brand Images
 Creamalicious was founded by Chef Liz Rogers and produces artisan ice cream in flavors inspired by homemade Southern desserts like sweet potato pie, peach cobbler, and pecan pie.[2] Their website features a vibrant image of the ice cream tub alongside a slice of red velvet cake. This not only tempts the viewer with a real-life depiction of the flavor but also underlines the brand’s promise of delivering the full experience of a dessert in ice cream form.
 The tagline “Your Favorite Dessert in Every Scoop!” reinforces the brand’s commitment to crafting flavors that resonate with well-loved desserts, connecting with consumers’ nostalgia and preferences. The design choices, like the curvy font and the image of the cake, create a warm and inviting atmosphere. The use of the terms “chef-inspired” and “artisan” on the product packaging further aligns with a narrative of craftsmanship and quality.
 [image: The website of Creamalicious, , an artisan ice cream brand, features an image of a slice of red velvet cake next to a container of "Right as Rain Red Velvet Cheesecake" flavor ice cream.]Figure 5. Creamalicious’ website On the other hand, take a look at a website for a children’s juice manufacturer Penny Juice (Figure 6). Upon first impression, this homepage does not convey any clear message about its brand promise or what the company stands for:
 [image: Screenshot of Penny Juice's website.]Figure 6. Penny Juice’s website In fact, the cartoon figures and use of colors might lead the audience to have a difficult time identifying the product. As a viewer, you might have ideas or suggestions for how to convey the message of “We sell juice for kids!” in a more effective manner. Possibly a cartoon of a smiling child drinking a sippy cup full of juice or images of fruit would be a better hint. This visual does not efficiently communicate the brand.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Using Images for Impact
 If a picture were really worth a thousand words, the issue of image versus text would be easily decided: use an image. That’s a thousand less words you have to write. However, both play a vital role in your communication efforts.
 When to Use an Image
 Use an image if the information is presented verbally. Are you preparing a PowerPoint presentation for a speaker? If so, you’ll want to stick with mostly images in your presentation. While you always want the audience to listen to the speaker, images actually help drive home the point the speaker makes and make that point more memorable as well. Therefore, you should use images that support the subject matter. 
 See how these speakers use visuals to complement their presentations:
 	Wendy MacNaughton: The art of paying attention You can view the transcript for “Wendy MacNaughton: The art of paying attention | TED” here (opens in new window).
 
 	David Epstein: Why specializing early doesn’t always mean career success You can view the transcript for “Why specializing early doesn’t always mean career success | David Epstein” here (opens in new window).
 
 
  Use an image if the information is complicated and can be better explained in a visual format. You may be charged with explaining the difference between nuclear fission and nuclear fusion. You can prepare an enormous amount of text to review the process of each and hope that your audience understands, or you can reduce the text and use the diagram in Figure 1.
 [image: A digram comparing nuclear fission and nuclear fusion.]Figure 1. Nuclear fission compared to nuclear fusion Use an image when it conveys something words just cannot. You may try to describe the northern lights to readers, but they won’t truly understand the beauty of the aurora borealis until they see it for themselves. Images can also convey the emotion of a situation in ways words often can’t. For example, you can tell people to adopt shelter dogs, but a sweet puppy face looking out from a cage will grab people’s emotional attention in a way the idea on its own can’t.
 [image: The northern lights forms streaks of green in a dark sky above a snow covered landscape]Figure 2. The beauty of the northern lights, also called aurora borealis, is difficult to describe in words. Use an image when you have a lot of text. You might need to write a formal report that contains large sections of text. Placing images in a text-heavy document gives the reader a break, similar to someone pausing to take a breath when speaking.
 When to Use Text
 Use text when you want to make a powerful point. If you want to leave your audience with a thought like “When the whole world is silent, even one voice becomes powerful,”[1] using text has far more impact than just showing a picture.
 Use text when you’re creating a list or a mnemonic. Is your company a fan of SMART (Specific, Measurable, Achievable, Relevant, and Timely) goals, or do you want to discuss the STAR (Situation, Task, Action, Result) candidate interview technique? It’s difficult to even discuss these without text.
 Use text when an image just isn’t enough. Complex processes may be better served by a simplifying image, but in just about every other instance, complexity is better explained with words.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Using Images Legally
 All of the images you see on the internet are someone’s property, and if you copy and paste them into your communication, you may be stealing. Additionally, the concept of fair use allows the use of an image “for purposes such as criticism, comment, news reporting, teaching (including multiple copies for classroom use), scholarship, or research.” If your work falls into one of those categories, you’re safe. Otherwise, your use of the image is considered a violation of copyright law.
 Royalty-Free Images
 A royalty is a payment made to the copyright owner for each use that doesn’t fall under the fair use exception. There are royalty-free sources of images, videos, and other visual media out there. However, “royalty-free” doesn’t necessarily mean “without cost.” On the contrary, sites like Getty Images or Shutterstock often charge licensing fees and even instructions on how to give the original artist credit for his or her work. But once that transaction is complete, the visual media is yours to use as you wish. There’s no need to pay royalties for copies sold or each time you use the image.
 Open Images
 There are plenty of open sources of images that can be used free of charge. Some authors and artists have released their works under an open license. This means their works are free to use, modify, and share.
 Many of them work with a Creative Commons license. Creative Commons is a US not-for-profit organization that’s devoted to expanding the range of creative works available to the general public, and it does so by providing copyright licenses to creators, allowing them to express which rights they want to reserve and which they waive, or release. These licenses replace individual negotiations between the artist and the user.
 In many cases, images covered by the Creative Commons license can be used free of charge if you simply credit the artist. This might mean captioning your photo with “Photographer’s Name/Getty Images” or “Credit: Photographer’s Name.” You can learn more about the different Creative Commons Licenses on their site.
 Finding Open Images
 	Pixabay: There are over a million free stock photos to choose from on this site, all high quality and high resolution.
 	Unsplash: This site has a great selection of business photos to choose from. 
 	Flickr: There’s a section of free-use photos here as well. You simply need to filter your Flickr search by license (Figure 2).
 
 [image: A screenshot of the Flickr website with the permissions drop down menu open. The items on the menu include, "Any license, All creative commons, Commercial use allowed, Modifications allowed, Commercial use & mods allowed, No known copyright restrictions, and U.S. Government works." The "Commercial use allowed" option is selected. In the background are photos of various types of birds.]Figure 2. Filtering Flickr for permissions 	Google Images. A simple Google image search now has the function of searching for images based on usage rights. Click on “Tools,” and then “Usage rights” will appear for you to choose the type of license that fits your needs.
 
 [image: A screenshot of the Google Images page with the Usage Rights dropdown menu open. Options include, "All, Creative Commons licenses, and Commercial & other licenses." The "All" option is selected. In the background are photos of penguins.]Figure 3. Filtering a Google Image search by license An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize what makes an image suitable for business messages
 	Understand when to use an image and when text is better
 	Understand how to legally obtain images for your business communications
 
  Fair Use
 Fair use is a concept that allows you to use a creator’s work without permission. This applies to written works, such as those you read while conducting research for an academic assignment. However, it also applies to visual images.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=124#oembed-1 
 
 You can view the transcript for “Fair Use” here (opens in new window).
  Is the use of Dolly Parton’s song “Jolene” permitted by fair use in the following video?
 //plugin.3playmedia.com/show?mf=12272593&p3sdk_version=1.10.1&p=20361&pt=375&video_id=_pEPFYiJOXU&video_target=tpm-plugin-a5meqgky-_pEPFYiJOXU
 You can view the transcript for “FIRST TIME HEARING Dolly Parton – Jolene REACTION” here (opens in new window).
 
 Click to Show Sample Answer This is most likely a fair use.
 Let’s consider the factors that need to be analyzed:
 	Purpose and Character of the Use: If the use is transformative, meaning it adds new expression, meaning, or message, it is more likely to be considered fair use. Commentary is an example of a transformative use. If the YouTubers’ commentary significantly transforms the original content by adding new insights, critique, or educational value, it would favor fair use.
 
 	Nature of the Copyrighted Work: Uses of factual works are more likely to be considered fair use than uses of highly creative works. Music is typically creative, which might weigh against fair use. However, transformative commentary can offset this factor.
 
 	Amount and Substantiality of the Portion Used: Using smaller portions of the original work, especially those that are not the “heart” of the work, favors fair use. If the YouTuber uses only short clips of the song rather than the entire work, this factor might favor fair use.
 
 	Effect on the Market for the Original Work: If the new work does not negatively impact the market for the original work or if it serves a different market, it is more likely to be considered fair use. The commentary in this YouTube video is most likely not a substitute for the original music and does not reduce its market value. This factor would favor fair use.
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				 	Learn when to use tables, charts, diagrams, and infographics
 	Determine the best visual aid to present your data
 	Understand how the placement, style, and color of graphics affect your message
 	Learn about the importance of using descriptive captions and titles with graphics
 
  Types of Graphics
 In this age of information, there are huge amounts of data to process and an equally impressive number of graphs and charts you can use to tell the data’s story. This is often called data visualization. Here are some of the more commonly used graphs and the kinds of stories they can help you tell.
 Numerical Data Charts
 Bar Graphs
 Bar graphs are used to compare categories. The x-axis (the horizontal line at the bottom of a graph) is usually used to show the categories: in this case, various countries. The y-axis (the vertical line) isn’t marked here, but it shows the employment rate of people with disabilities and those without. The taller the bar, the higher the percentage of people who are employed. This chart shows that the United States has a larger employment gap than most other countries displayed. This is identified on this chart with bars in contrasting colors. 
 [image: Infographic: The Employment Gap for People With Disabilities | Statista]Figure 1. An example of a bar graph. You will find more infographics at Statista  Line Graphs
 Like bar graphs, line graphs compare categories, but they’re most often used to show trends. With the x-axis frequently showing the passage of time, the graphed data points will show an upward or downward trend of the categories in question.
 [image: Infographic: Earth Is Heating Up | Statista]Figure 2. An example of a line graph. You will find more infographics at Statista  The line graph above illustrates changes in annual temperature trends over time. Each year is represented by a different colored line. The x-axis shows the passage of time (months of the year), and the y-axis shows the difference from the average temperature. The graph shows that average temperatures in every month of the year are rising over time.
 Pie Charts
 Pie charts show the composition of data or the pieces of a whole. 
 [image: Infographic: How Many Cups of Coffee Do Americans Drink Each Day? | Statista]Figure 3. An example of pie charts. You will find more infographics at Statista  In Figure 3, the whole pie (the whole circle) represents the total number of people who drink coffee. On the left, the pieces represent the percentage of people who consume different amounts of coffee at home on a weekday. On the right, the sections represent the percentage of people who get their coffee to go during the week.
 Some comparison charts aren’t shaped like a circle. Sometimes they’re shaped like donuts, and other times they’re shown using bars, as we’ll see next.
 Stacked Comparison Charts
 You can compare categories with a “pie chart” approach, incorporating the composition factor in a variety of ways. The categories in this chart, people who lived in different sizes of homes, are represented by bars, but the bars themselves are composition charts. Each bar is valued at 100%, and the colored blocks represent different types of pet ownership within the population.
 [image: A stacked bar graph with sections consisting of no pets (purple), cat owner (green) and dog owner (blue).]Figure 4. An example of a stacked bar graph Similarly, the line graph below is “stacked” to show the level of sales based on product type. You’re seeing a trend as well as a portion of a whole – comparing and viewing composition.
 [image: A stacked line graph depicting sales to date. Lines include clothes (orange), decor (blue), accessories (yellow), and books (gray).]Figure 5. An example of a stacked line graph An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Non-Numerical Data Charts
 There are charts for other types of data that are not based on numbers.
 Venn Diagrams
 A Venn diagram shows a comparison of two different categories and the items they have in common. The diagram in Figure 1 shows us the different image types that can be safely shared on the Internet.
 [image: A Venn diagram with three overlapping circles of different colors. The green circle is labeled GIF with the words “limited color palette” inside. The purple circle is named JPEG with the words “Lossy, no transparency” inside.The orange circle titled PNG contains the words “Larger file size” inside. “Web safe” overlaps with all of the circles. “Lossless, transparency” overlaps with the GIF and PNG circles. “Large color palette” overlaps with the JPEG and PNG circles. “Smaller file size” overlaps with the GIF and JPEG circles.]Figure 1. An example of a Venn diagram Wherever the circles overlap represents a shared characteristic. For example, JPG and PNG files both have a large color palette, so they overlap in that area. “Web safe” is a characteristic shared by all three, so it’s in the middle where all the circles overlap. Areas of each circle that do not overlap represent characteristics unique to each file type—something they don’t share with any other file type represented.
 Flow Charts
 Flow charts show a process. Flow charts document a sequence of events from start to finish so that the process can be documented, followed, and managed.
 The flow chart in Figure 2 shows the process of how theories are created, spread, and accepted.
 [image: A flowchart showing how theories are created, spread, and accepted. "Start" flows to "get and idea" which flows to "perform experiment" which flows to "does the evidence support the idea?" which depending on the answer ("no" flows to "bad idea" and back to "get an idea") leads to different places. "Yes flows to "theory created" then to "use theory to better understand the universe" to "discover new evidence" to "can the theory be modified to explain the new evidence". The flow changes depending on the answer to this question. No flows to "revolution" and yes flows to "improve theory" and back to "use theory to better understand the universe."]Figure 2. An example of a flow chart You can see at the top there is an idea that leads to an experiment, and then the results determine which path is taken. If the experiment is successful or unsuccessful, then different paths will be chosen. Along the path of the flow chart, all alternatives are presented and choices are made between them. Your eye follows the path from start to finish for every part of the scenario.
 Gantt Chart
 A Gantt chart is a timeline. Multiple projects can be added to the timeline with start and finish dates, and milestones and deadlines are also reflected. This chart is used to determine how long a project will take, the resources needed, and the order in which tasks need to be completed.
 [image: Gantt chart shows three main projects: Construct Birdhouse, Customer invoice, and Packing and Shipping. Construct Birdhouse has six tasks listed as part of the project. To the right of the list of projects and corresponding tasks there is a timeline showing when each task will take place. The project Construct Birdhouse starts on February 23rd with “Determine Birdhouse customer has ordered” and ends on March 6th with “Attach decorations to birdhouse”. The duration of each task is represented with a purple highlight over the days of the week that task will occur. The tasks for the project Customer Invoice and the project “Packing and Shipping” are represented in the same way. Construct Birdhouse and Customer Invoice start on February 27th while Packing and Shipping start on March 5th.]Figure 3. An example of a Gantt chart In Figure 3, the tasks needed to build a birdhouse are displayed against time. On the left of the chart are all the tasks, and along the top is the time scale. A bar represents each work task; the position and length of the bar indicate the start date, duration, and end date of the task. At a glance, we can determine the following:
 	What the various activities are
 	When each activity begins and ends
 	How long each activity lasts
 	Where activities overlap with other ones, and by how much
 	The start and end date of the whole project
 
 Organizational Charts
 Organizational charts (sometimes called hierarchy charts) show the people in an organization and their reporting relationships. Usually, the organizational chart will have a president or CEO at the top, followed by vice presidents, then their direct reports, and so on. An organizational chart is usually created and maintained by human resource professionals who want a visual view of their organization’s structure and reporting relationships so they can make better decisions about leveraging the company’s talent.
 [image: The image is an organizational chart for a company. At the top of the hierarchy is the "President," directly below are five Vice President positions: Vice President of Research, Vice President of Sales, Vice President of Engineering, Vice President of Production, and Vice President of Finance. Each Vice President role oversees a different department indicated by the color-coded boxes below them. For the Vice President of Research, there are four "Scientist" positions (A, B, C, D) directly reporting to them. Similarly, the Vice President of Sales has four "Sales Rep" positions (A, B, C, D); the Vice President of Engineering has four "Engineer" positions (A, B, C, D); the Vice President of Production oversees four "Scheduler" positions (A, B, C, D); and the Vice President of Finance has four "Accountant" positions (A, B, C, D). There are also four Project Manager positions that report directly to the President. There is one Project Manager for each level of the hierarchy (A, B, C, D). The chart is color-coded: the President is in a black box, Vice Presidents in blue, and their direct reports in shades of purple and pink, with darker shades for 'A' positions and lighter shades as it goes down to 'D' positions. This visual structure is designed to clarify the reporting relationships within the company.]Figure 4. An example of an organizational chart The organizational chart in Figure 4 shows a president at the top of the hierarchy. Directly reporting to the President are five Vice Presidents, each responsible for distinct operational areas: Research, Sales, Engineering, Production, and Finance. The VPs have four subordinate roles below them, each would report directly to the role above.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Pictographs
 Pictographs use symbols and images to convey data, information, or ideas. They are also called icons. The pictographs in Figure 9 are part of a resume and signal what kind of information can be found next to each pictograph (phone number, address, Twitter handle, and email respectively).
 [image: A pictograph with four vertical circles conveying a phone number, email address, X (Twitter) handle, and street address.]Figure 1. Four examples of pictographs, or icons This makes it easier for a recruiter to view and pick out the necessary contact information. Other pictograms can convey processes (like the instructions to build IKEA furniture) or information (like when the weather app on your phone tells you it’s going to rain today by posting a picture of a rain cloud).
 Transparency in Communication[1]
 [image: icon depicting a face with glasses wearing a hat]Figure 2. Google’s spy guy Google’s Incognito web browsing mode is presented with a “spy guy” icon. In internal emails, Google’s employees believed that pairing the name “Incognito”, which means someone in disguise, with the spy guy icon was misleading users into thinking that Google was not tracking their information.
 In reality, Google was collecting was still collecting data on what people searched and the websites they visited. Now Google has settled a class action lawsuit and agreed to delete millions of user search histories. Google has also updated the information shown when you open an Incognito tab to more transparently describe what information is and is not collected.
  Infographics
 Similarly, infographics use pictures, but they also incorporate data and words, all to explain a single point. Infographics can be used to make a complex subject a little simpler to understand, particularly when there are more than two or three factors to consider. They can also be used to compare two or more categories and make your data more interesting and eye-catching.
 [image: This infographic, titled "HONEY BEES on the move," is presented by the USDA Economic Research Service. It highlights the importance and economic value of honey bee pollination services in the United States. It explains that honey bee colonies are transported across the U.S. for pollination services valued at $320 million annually, honey production over $300 million annually, and to enhance colony survival and growth. Bee colony numbers quadruple in Northern Great Plains during spring and summer. In 2020, honey production provided $300 million in revenue to beekeepers. State-specific revenues include Oregon at $3.9 million, Washington at $12.6 million, California at $271.5 million, Wisconsin at $3.2 million, and Michigan at $4.4 million in pollination revenue for 2017. Commercial bee transportation occurs in two seasons and locations: almond pollination in California in February and summer foraging in Northern Great Plains. The largest share of colonies that move to the Northern Great Plains come from California, with 63% of commercial honey bees transported into California coming from the Northern Great Plains. The average honey bee colony travels roughly 1,153 miles in an average full year. Almonds are the 7th most valuable crop in the U.S. at $5.6 billion in 2021 and are the largest pollination service market for honey bees. The projected average rental rate for almond growers to pay beekeepers in 2020 is $204 for each colony. Blueberries have a large regional variation in the share of paid pollination acres, ranging from 44% to 71%. Infographic includes illustrations of a honey bee, U.S. map with migration paths, trucks, almond, and blueberries, against a yellow and black background.]Figure 3. An example of an infographic This infographic presents information by using a combination of visual elements and numerical data to illustrate the economic impact of honey bee pollination. By integrating maps, icons, and bold numbers, it highlights key statistics and facts in a manner that is easy to scan and understand. The color scheme is thematic and helps to draw attention to different sections with an eye-catching and entertaining quality that’s engaging and interesting to the audience.
 Even More Charts and Graphs: This is not an all-inclusive list of the kinds of charts and graphs available. If you work in the science arena, you may find yourself using scatter charts or heat maps. Statisticians might be reaching for a trellis chart or even a function graph.
 Learn what graphs your industry relies on most and take the time to familiarize yourself with them so you can use these important visual communication tools to your advantage.
  Making Charts and Graphs with Free Tools
 As we mentioned earlier in this module, all graphs and charts that you see on the internet are someone else’s property, and using them in your work is stealing. But there’s little reason to use someone else’s chart—you can create your own chart to communicate your own data! Here are a few tools that can help you create something great:
 	MS Excel. This Microsoft app includes charts and graph tools that allow you to create data visualizations from the data on your spreadsheet. Google Sheets includes a similar feature.
 	Lucidchart. If it’s flowcharts you’re looking for, Lucidchart is the right place to start. This free, easy-to-use resource allows you to create flowcharts, organizational charts, and diagrams that look impressive.
 	Gliffy. This website helps you create diagrams and can be used by students free of charge for up to four years.
 	Beam. This tool allows you to make engaging graphs and charts, even on your mobile phone.
 	BeFunky, Visme, and  Canva. Don’t let infographics intimidate you! Infographics are easily created with the BeFunky, Visme, and Canva tools. These tools have free versions and include hundreds of images and templates to help you make a stunning visual.
 	Picktochart. These tools incorporate artificial intelligence (AI) to help you generate a graphic with a written description. Picktochart allows you a limited number of AI infographic generations each month.
 
 There are other very powerful data visualization tools available that incorporate AI but are paid services. For example, ChatGPT-4 can take data from files like spreadsheets and generate a graph or chart with your written instructions.
  Tables
 A communicator can also use tables to display data. Tables can be formatted for words or numerical data. They can be used for comparing data or displaying several data points associated with one item.
 Table 1 is a simple table of three people who are running races. George, Alana, and Sebastián each have four data points associated with them. By using a simple table, you can put all of this data in front of your audience. They can compare the best times and review the rankings of each runner.
 	Table 1. Running a Race 
 	Participants 	Races Run 	Best Time 	Average Time 	Ranking 
  	Marquis 	2 	2:58 	3:25 	3 
 	Alana 	3 	2:53 	3:12 	1 
 	Sebastián 	2 	2:56 	3:20 	2 
  
 Table 2 is a bit more complex, and because of that, the data is not quite as accessible to the reader. But the data is complex as well, and if it’s going to be displayed for ease of review, this seems like a decent choice. Table 2 shows the results of a survey where participants were asked to rank eight speakers (a male and a female of different English Language dialects) according to their professionalism, intelligence, education, friendliness, and sociability. The response rates are shown for male and female speakers, and then an average is calculated for each dialect.
 	Table 2. Average Perceptions of English Speakers* 
  	Standard American English 
 	Gender 	Professional 	Intelligent 	Educated 	Friendly 	Extroverted 
 	Female Speaker 	5.83 	5.83 	5.75 	5.42 	4.92 
 	Male Speaker 	6.92 	6.67 	6.75 	6.42 	6.33 
 	Southern American English 
 	Gender 	Professional 	Intelligent 	Educated 	Friendly 	Extroverted 
 	Female Speaker 	5.75 	5.17 	5.00 	7.25 	7.00 
 	Male Speaker 	4.33 	4.17 	3.75 	5.92 	6.42 
 	British English 
 	Gender 	Professional 	Intelligent 	Educated 	Friendly 	Extroverted 
 	Female Speaker 	7.50 	7.33 	7.33 	5.50 	5.25 
 	Male Speaker 	6.50 	6.25 	6.17 	5.17 	4.92 
 	Australian English 
 	Gender 	Professional 	Intelligent 	Educated 	Friendly 	Extroverted 
 	Female Speaker 	7.00 	6.92 	7.08 	6.25 	6.42 
 	Male Speaker 	6.92 	6.92 	6.75 	6.17 	6.00 
  	*Participants in this survey were asked to rate speakers on a scale of 1–10. 
  
 Tables help you manage more complex sets of data. A table can be used if you’re looking to display individual values, if values are being compared, or if data is going to be shown and then summarized. They won’t convey your story to the reader as quickly as a graph might, but you will still be conveying a large amount of information in an easy-to-understand way.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Matching Graphics to Objectives
 It can be difficult to determine what graph or chart to use when. Some are for numbers, some are for words… So many charts, so little time!
 The flow chart in Figure 1 can help you in choosing the right kind of chart or graph to support your message.
 [image: Click on the image (or here) for a text-only version of this chart.]Figure 1. What type of visual aid should I use? Click to show a text-only version of Figure 1. 
 So you need to make a chart! For each type of chart we’ve discussed, we’ll lay out some questions. If you answer yes to all of them, then you should use that type of chart.
 Bar graphs
 If you answer yes to the following questions, then you should use a bar graph to display your data:
 	Is your data primarily numerical?
 	Are you comparing categories?
 	Is it okay that your chart doesn’t show a trend?
 
 Line graphs
 If you answer yes to the following questions, then you should use a line graph to display your data:
 	Is your data primarily numerical?
 	Are you comparing categories?
 	Do you need to show a trend?
 
 Pie charts
 If you answer yes to the following questions, then you should use a pie chart to display your data:
 	Is your data primarily numerical?
 	Are you showing pieces of a whole?
 
 Stacked bar graphs
 If you answer yes to the following questions, then you should use a stacked bar graph to display your data:
 	Is your data primarily numerical?
 	Are you comparing categories and showing pieces of a whole?
 	Is it okay that your chart doesn’t show a trend?
 
 Stacked line graphs
 If you answer yes to the following questions, then you should use a stacked line graph to display your data:
 	Is your data primarily numerical?
 	Are you comparing categories and showing pieces of a whole?
 	Do you need to show a trend?
 
 Venn diagrams
 If you answer yes to the following questions, then you should use a Venn diagram to display your data:
 	Is your data primarily non-numerical (words)?
 	Are you comparing categories?
 
 Flow charts
 If you answer yes to the following questions, then you should use a flow chart to display your data:
 	Is your data primarily non-numerical (words)?
 	Are you showing a process?
 	Is it okay that you aren’t showing the passage of time?
 
 Gantt charts
 If you answer yes to the following questions, then you should use a Gantt chart to display your data:
 	Is your data primarily non-numerical (words)?
 	Are you showing a process?
 	Do you need to show the passage of time?
 
 Organizational charts
 If you answer yes to the following questions, then you should use an organizational chart to display your data:
 	Is your data primarily non-numerical (words)?
 	Are you trying to show a hierarchy?
 
 Pictographs
 If you answer yes to the following questions, then you should use a pictograph to display your data:
 	Is your data primarily non-numerical (words)?
 	Are you trying to communicate a simple idea?
 
 Infographics
 If you answer yes to the following questions, then you should use an infographic to display your data:
 	Is your data primarily non-numerical (words)?
 	Are you trying to communicate a complex idea?
 
 Tables
 If you answer yes to the following question, then you should use a table to display your data:
 	Do you have both numerical and non-numerical data?
 
  Placement, Style, and Coloring
 Once you’ve decided what graph or chart to use, we need to make sure it fits with our visual media usage standards.  It needs to make your message more accessible by being:
 	Clean and simple
 	Uniform
 	Persuasive
 	On brand
 
 Let’s build a pie chart and apply each of these standards to it as we go along.
 Say you want to give a quarter bonus to the best member of each department, and you have settled on giving a $50 gift card to a movie theater. You have surveyed the company to determine which local cinemas are used by your employees to see movies. You have decided to make a pie chart from the results because you’re looking to show the composition of your employees and their movie-going preferences.
 At the moment, your pie chart looks like this:
 [image: A pie chart showing which employees attend which theaters. There are 26 different theaters, and each is individually labelled. The chart is very busy and difficult to interpret.]Figure 2. Which employees attend which theaters? Figure 2 is definitely not clean and simple. There is so much to look at here that it’s hard to see anything. No one will find this useful. In fact, a rule of thumb for pie charts is that if you have more than ten categories, you should present the information differently. There’s a variation called an exploding pie chart that emphasizes certain sections by pulling them out of the main pie.
 So how do we simplify the data? To begin with, we need to narrow down the categories. In this case, you could display theaters by company, rather than location, since all theaters of the same company will take the same gift card. Let’s take a look at how the revised chart would look in Figure 2:
 [image: A simplified version of the pie chart showing which employees attend which theaters. 47.1% attend Regal Cinemas, 22.9% attend AMC Theaters, 9.1% attend Cinemark Theaters, and 20.8% attend Other.]Figure 3. Which employees attend which theaters (by company)? Now we’re getting somewhere! This is a much easier chart to read. We can see at a glance that nearly half of our employees go to a movie theater owned by AAA, and smaller portions see films at the BBB and CCC theaters. This information has become way more accessible for the reader.
 We’ve also chosen some bold, pleasing colors here. We can clearly tell what part of the pie belongs to BBB and what part belongs to the others. This is clean and simple!
 Once we’ve achieved that, we must make it uniform. Do the rest of your charts, tables, and graphs use the same bold, pleasing colors we use here? Have we chosen the same font size for our chart key? If the answer is yes, we can move on. We know that we are sharing information without distracting the reader.
 Now we ask ourselves, is this data persuasive? Well, that depends on the story you’re looking to tell. In this case, your best option is to purchase gift cards for AAA theaters because that is what your data is telling since most of your employees enjoy seeing movies there. So let’s give this a title:
 [image: The simplified version of the pie chart with a title that reads "Employee's Favorite Movie Theaters." A simplified version of the pie chart showing which employees attend which theaters. 47.1% attend Regal Cinemas, 22.9% attend AMC Theaters, 9.1% attend Cinemark Theaters, and 20.8% attend Other.]Figure 4: Your completed pie chart Figure 4 is a bit more persuasive. This immediately tells the reader “AAA Complexes are our employees’ favorite movie theater.”
 Now, is your chart on brand? If your company’s palette of colors includes blue, red, yellow, and green, then yes! We are on brand. If your company uses different colors, go ahead and change them. A lot of companies have very specific color requirements, even for internal projects, so be sure to look out for your company’s style requirements! For this project, it’s as easy as that.
 You’ve made the point of this communication very easy and accessible by making these changes and following our standards of visual media communication!
 Coolors is a website that can help you choose colors that complement each other.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Title Your Graphic
 Most of the time, putting the data into graph form isn’t quite enough. In fact, it’s just the start. You created this graph to help you tell the story of your data and to ensure your message gets across, you need to be clever about the titles you include.
 You’ll find most communicators title their graphs according to the content they display. It might say “Year-over-year Performance” or “Weekly Average Ticket Sales.” But if your message is about how weekly average ticket sales are down 10 percent compared to last year, you might consider calling your graph “Average Ticket Sales are Decreasing.”
 The video below is a demonstration of how to make a graph tell your story by making it easier to read and making the title active:
 //plugin.3playmedia.com/show?mf=2775004&p3sdk_version=1.10.1&p=20361&pt=375&video_id=hXnTFoxfGt8&video_target=tpm-plugin-cebr4hkb-hXnTFoxfGt8
 You can view the transcript for “Persuasive Presentation: How to Make Graphs More Powerful” here (opens in new window).
  Captions for Your Graphic
 Captions usually indicate the source of information. If your sources and communications are not produced by people within your company, then this is an important step. Captioning the source gives your information credibility and strengthens your story. It also gives credit to the producers of the work.
 You can also use captions to convey other pertinent information such as the variables being plotted, the units of measurement, or any relevant context. You may want to include the sample size of a survey the graph is illustrating or additional background information about the data (as shown in Figure 1). Using captions in this manner helps the reader draw the conclusion that you intend.
 [image: The first graph illustrates the trends in unemployment rates by gender from 1972 to 2024. In 1972, the unemployment rate for females started at approximately 6.6%. It peaked at about 9.3% in 1975, then decreased until spiking again to 8.1% in 2009 during the economic recession. By 2014, the rate had decreased to 6.1% for females, and it continued to decline to 3.7% by 2024. For males, the rate commenced at around 5% in 1972, fluctuated over the years, and was at 6.3% in 2014, dropping further to 4.5% by 2024. The second graph shows the trends in unemployment rates by race and ethnicity from 1972 to 2024. For the Black demographic, the unemployment rate in 1972 was 10.4%, surged to nearly 15% in 1975, climbed to 19.5% in 1983, and was around 11.4% in 2014, before dropping to 5.65% by 2024. The rate for Hispanics (with data available from 1973 onwards) saw a rise to around 12.2% in 1975 and was 7.4% in 2014, further decreasing to 5.65% by 2024. The unemployment rate for Whites started at approximately 5% in 1972, jumped to nearly 8% in 1975, reached around 8.6% in 1982, and was at 5.3% in 2014, declining to 3.8% by 2024. Beginning with data in 2000, the unemployment rate for Asians was relatively lower compared to other demographics, with fluctuations over the years. By 2014, it was approximately 4.8%, and by 2024, it had decreased to around 2.5%.]Figure 1. Unemployment Rate by Demographic Group. (a) By gender, 1972–2024. Unemployment rates for men used to be lower than unemployment rates for women, but in recent decades, the two rates have been very close, often—and especially during and soon after the Great Recession—with the unemployment rate for men somewhat higher. (b) By race and ethnicity, 1972–2024. Although unemployment rates for all groups tend to rise and fall together, the unemployment rate for Black people is typically about twice as high as that for White people, while the unemployment rate for Hispanic people is in between. The unemployment rates for Asian people are similar to that of White people. (Source: www.bls.gov) A caption on a graph can be ineffective when there is more information captioned than is of interest to your audience, or if information included in the caption would be better displayed elsewhere.
 Visual media should always make a point clearer, so make sure your graph’s format, titles, and captions are working for you rather than against you.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Learn when to use tables, charts, diagrams, and infographics
 	Determine the best visual aid to present your data
 	Understand how the placement, style, and color of graphics affect your message
 	Learn about the importance of using descriptive captions and titles with graphics
 
  Improving a Diagram[1]
 Ikigai is a Japanese concept that means “a reason for being.” It refers to something that gives a person a sense of purpose and fulfillment. Ikigai is often illustrated as the convergence of four elements: what you love, what you are good at, what the world needs, and what you can be paid for. When all these elements overlap, it creates a sense of purpose and satisfaction in life.
 Let’s consider how to display this concept in a Venn diagram.
 [image: Venn diagram showing the four elements of the Japanese concept of Ikigai: What you love, What you are good at, What the world needs, and What you can be paid for. The circles overlap but are not labeled in the intersections.]Figure 1. A Venn diagram The diagram clearly shows the four main elements and is easy to understand. However, the diagram does not label the areas where two or more circles overlap and the color scheme could be improved. The diagram also has no information in the caption that helps to explain what the diagram means.
  [image: This diagram illustrates the concept of Ikigai, a Japanese term meaning "a reason for being." It consists of four overlapping circles, each representing a different aspect of life: "What you love," "What you are good at," "What the world needs," and "What you can be paid for." The intersections of these circles form the following combinations: Passion: The overlap between what you love and what you are good at. Mission: The overlap between what you love and what the world needs. Profession: The overlap between what you are good at and what you can be paid for. Vocation: The overlap between what the world needs and what you can be paid for.]Figure 2. Ikigai, a Japanese concept This diagram has been improved with the addition of a title and subtitle to clearly label what the diagram presents. It introduces labels for the areas where the circles overlap, adding more depth to the concept. It also uses more vibrant colors. However, the central area is not labeled and the diagram could benefit from some additional explanation to provide better context.
  [image: This diagram illustrates the concept of Ikigai, a Japanese term meaning "a reason for being." It consists of four overlapping circles, each representing a different aspect of life: "What you love," "What you are good at," "What the world needs," and "What you can be paid for." The intersections of these circles form the following combinations: Passion: The overlap between what you love and what you are good at. Mission: The overlap between what you love and what the world needs. Profession: The overlap between what you are good at and what you can be paid for. Vocation: The overlap between what the world needs and what you can be paid for. At the center, where all four circles overlap, lies Ikigai, representing the balance of all four aspects. Each intersection also includes a note on how one might feel if that particular combination is the focus of their life: Passion and mission might make one feel happy and fulfilled but without monetary wealth. Profession and vocation might make one feel comfortable but not excited. Passion and profession might make one feel satisfied but yearning for more. Mission and vocation might make one feel excited and content but with uncertainty.]Figure 3. Find Your Ikigai: Explore your career path by considering what you love, what you’re good at, what the world needs, and what you can be paid for. This diagram not only labels the overlaps but also provides additional context for each overlapping area, explaining the feelings associated with each intersection. The central area representing Ikigai is clearly labeled, making it obvious what the final goal is. 
  Is the caption for Figure 3 necessary?
 Click to Show Sample Answer No, a caption is not strictly necessary for understanding the diagram, as it is already detailed. The labels and descriptions within the diagram provide sufficient context and explanation. However, adding the caption reinforces the key message and provides context to state the relevancy to career exploration.
   
 
	Adapted from Developing and Managing Knowledge and Practice of Care-giving: The Case of Filipina Domestic Workers in Singapore Committee Members - Scientific Figure on ResearchGate. Available from: https://www.researchgate.net/figure/IKIGAI-A-Japanese-concept-meaning-A-Reason-for-Living-This-figure_fig3_331982903 [accessed 17 Jun, 2024] ↵
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				 	Recognize effective visual media use in business communication
 	Learn how to revise and enhance visuals to make them more impactful
 	Explore techniques and tools to make visual media accessible for as wide an audience as possible
 	Assess how effective a message is
 
  Visuals in a Report
 Reports don’t end when you graduate from school. In fact, businesses that are publicly traded usually prepare an annual report each year for their stockholders and investors. That annual report might be a hundred or more pages of highly detailed information, including strategic plans and financial data, and will certainly include visuals.
 Let’s take a look at a few annual reports from well-known companies. We’re going to study what they’ve written, the visual media they’ve chosen to use to support their written word, and if that choice of visual media meets our visual media standards of clarity, consistency, relevancy, and persuasion.
 Target: Charts, Graphs and Tables
 “Expect more. Pay less.” That’s Target’s brand promise to its customers. Target is one of the most identifiable brands in the world, and you don’t need to look past the cover of Target’s 2022 annual report featuring their red and white bullseye to know exactly who made it.
 Let’s take a look at page 3 of their report to see how their clean, crisp style is translated into their report’s charts and graphs.
 [image: This image displays a chart titled "Financial Highlights," reflecting amounts attributable to continuing operations, with a note that 2017 was a 53-week year. It features four key financial metrics. Total Revenue in Millions: A bar chart showing revenue from 2017 to 2022 with the revenue for each year marked on top of each bar. The revenue for 2022 is highlighted in red, showing a value of $10920 Million, which is a 2.9% growth over the previous year. The chart also notes a five-year Compound Annual Growth Rate (CAGR) of 8.5%. Operating Income in Millions: This bar chart tracks operating income from 2017 to 2022, with each year's income labeled above the respective bars. The year 2022 shows a significant decrease, highlighted in red, with an income of $8348 Million, indicating a -57.0% growth. The five-year CAGR is -1.8%. Net Earnings in Millions: A similar bar chart for net earnings, which are also down in 2022 (highlighted in red) at $2760 Million, a -60.0% growth compared to the previous year. The five-year CAGR here is -0.9%. Diluted EPS: The final bar chart shows the Diluted Earnings Per Share (EPS) from 2017 to 2022. The 2022 figure is in red at $5.98, with a -57.6% growth from the previous year, while the five-year CAGR is 2.5%. The charts use gray bars to represent the years 2017 to 2021 and red bars for the year 2022 to highlight the most recent data. Negative growth percentages indicate a decrease compared to the previous year, while the CAGR figures show the average annual growth rate over five years.]Figure 1. Target’s 2022 Financial Highlights The first set of charts shows their financial highlights in a set of four bar graphs that compare five years of sales, operating income, net earnings, and diluted EPS (that’s ‘earnings per share’). The charts are simply labeled and captioned appropriately with earnings and CAGR (that’s ‘compound annual growth rate’). You can see at a glance that while Target’s total revenue has steadily grown, their net earnings dropped so they weren’t quite as profitable as the prior four years. 
 [image: This image is titled "Total 2022 Sales: $107,588 Million." Beneath the title is a set of five donut shaped charts, each representing a different product category and the percentage that category contributes to the total 2022 sales of $107,588 Million. The categories and their respective percentages are: Beauty & Household Essentials at 28%; Food & Beverage at 21%; Home Furnishings & Décor at 18%, Hardlines (which could include items like electronics, tools, and appliances) at 17%; and Apparel & Accessories at 16%. Each donut chart has a grey outline with a red segment indicating the percentage of total sales. The largest segment is Beauty & Household Essentials at 28%, and the smallest is Apparel & Accessories at 16%.]Target’s total sales in 2022 The second set of charts shows their total segment sales. They’ve chosen pie charts to display this information because they’re showing what portion of total sales each department has contributed. Notice that this is actually one pie chart shown five times, each with a different department highlighted. You can easily see that Beauty & Household Essentials at 28% make up the largest category of sales.
 	Are these charts clean, clear, and simple? Very much so. They feature only the information we need to see. The font they chose is easy to read, and the colors stand out.
 	Are they uniform? Definitely. The styles of the bar charts and the pie charts are the same size, they use the same colors.
 	Are they on-brand and relevant? Most certainly. Target has used their brand colors, they’ve maintained their clean, crisp style, and their pie charts are the outside ring of the bull’s eye. The information is relevant in that, here on page three of the report, they’ve shown you all the financial data that 90% of readers open the report to find.
 	Are they persuasive? Yes. As it turns out, a more in-depth look at their financials is featured in the remainder of the report.
 
 All of the information in the financial highlights bar charts on page 2 is featured in a table on page 6 too. This table, which is on brand with its easy-to-read font and its Target red headers, allows the audience to dig in and really understand the numbers they saw initially. Again, this table follows our visual media standards in that it’s clear, consistent, relevant, and persuasive.
 Target does an excellent job incorporating charts, graphs, and tables into its reports.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  Media Attributions
	Screenshot 2024-04-02 150814 
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	Visuals in a Report. Authored by: Freedom Learning Group. Provided by: Lumen Learning. License: CC BY: Attribution
	Screenshot of Strategy Visual from Nestle Global. Provided by: Lumen Learning. License: CC BY: Attribution
	Screenshot of Products from Nestle Global. Provided by: Lumen Learning. License: CC BY: Attribution
	Screenshot of Innovation Message from Nestle Global. Provided by: Lumen Learning. License: CC BY: Attribution
	Screenshot of Target Annual Report. Provided by: Lumen Learning. License: CC BY: Attribution
	Screenshot of Target Annual Report Numbers. Provided by: Lumen Learning. License: CC BY: Attribution
	Screenshot of Target Annual Report Financial Summary. Provided by: Lumen Learning. License: CC BY: Attribution
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				Increasing Impact with Media
 Speakers don’t need visual media to make a point. Just watch any stand-up comedian, and you’ll see that an engaging message can be delivered with nothing but a good story and a funny punchline. Microsoft PowerPoint and Google Slides offer speakers the opportunity to reinforce their messages visually. If well designed, slides can have a powerful impact on audiences. 
 The PowerPoint Myth
 If you Google the words “bad PowerPoint,” you get over 444 million results. It’s been fashionable for a while to bash presentation software—especially PowerPoint—as tedious or boring. However boring presentations did not start with PowerPoint.
 For example, if you try to pound a nail in with the claw side of a hammer—or worse yet, with the handle of a screwdriver—do you blame the tool for being ineffective? No, of course not. Blaming PowerPoint for dull presentations does not get at the core issue.
 Even when AI software tools could practically construct the presentation for you, you still need to focus on the best ways to present your message to your audience in the most effective way possible, including relevant visuals as needed.
  There are a few key things to remember when creating visuals that you’re going to use to present to an audience. If you work on formulating satisfying answers and goals, your presentation should be effective and persuasive.
 When you analyze the audience’s needs and hone your message you are completing a process of creating visuals for your spoken presentations. In addition, you will want to keep two other key points in mind:
 	Presentations happen in real time. Unlike the exchange between audience and recipient that happens with an email or report, so you want to be respectful of your audience’s time.
 	A business presentation is effective when it helps everyone in the room do their work effectively. If after the presentation, people are talking about how gorgeous your slides are or how funny you were, rather than about the topic of your presentation, you might not have been focused on the important aspects of your task.
 
 In this short video, presentation expert Nancy Duarte talks about the importance of storytelling in a business context.
 //plugin.3playmedia.com/show?mf=5470215&p3sdk_version=1.10.1&p=20361&pt=375&video_id=9JrRQ1oQWQk&video_target=tpm-plugin-ucdypkb4-9JrRQ1oQWQk
 You can view the transcript for “Nancy Duarte: How to Tell a Story” here (opens in a new window).
  Speech or Presentation?
 One more critical question to ask yourself is this: are you delivering a speech or giving a business presentation?
 If you are giving a speech—where you expect no back-and-forth conversation with your audience—then you probably don’t need visuals at all. If you’re giving a speech about the details of an ancient Roman sculpture, it helps to show a picture, but speeches are scripted and rehearsed, so you don’t need words or images on your screen for you or your audience.
 If you are giving a business presentation, you might need visuals to help both you and your audience stay on track. A brief agenda slide lets the audience know you have a plan in mind. Give them a sense of the big chunks of information you’re going to cover so they trust you with their time and believe you know what you’re talking about. Deliver the agenda quickly and resist the temptation to elaborate on it. That’s what the rest of your presentation is for. 
 Effective Use of Images
 Using images to convey your message can be really effective, especially if the images apply to your content, such as charts, graphs, and pictures of products or displays. Here are some guidelines to follow:
 	Simple is good. If you need to present only a few data points from a graph that has several, delete or gray out the ones you don’t need to help your audience focus on what’s important.
 	Pictures should edited and as sharp as possible. If you need to show a detail from a larger picture, edit down to the detail you need to show.
 	Descriptions help. A descriptive slide title helps remind your audience of what they are learning.
 	Pictures are great for eliciting emotion if that’s what you want to do. A discussion of how good customer service changed the life of one of your customers is expected to get an emotional response, so use pictures of the customer, of their letter to management, or other images that will get at the emotion you want to generate. However, when you’re simply presenting a quarterly earnings report, emotion-generating pictures will be perceived as confusing or manipulative. This doesn’t mean you can’t have strong feelings about a strong quarter. It means that the feeling will come through in how you deliver your message rather than through pictures.
 
 Your slides are for you as well as for your audience. This means that they should help you stay on track and remind you of what you want to say.
 	Keep it brief. The words you put on a slide should be so brief that your audience may not even notice you’re reading them. Your slides can be a reminder of what you want to talk about in detail. As soon as you turn away from the slide and re-engage with your audience to elaborate on your point, they will be there with you—focused and learning.
 	Slides can be a memory device. Putting on your slides the few words you need to stay on track eliminates the need for notes. More than anything, notes get in the way of engaging with your audience and staying on track. Presenters who use notes tend to either get mesmerized by them (especially if they’re on a small screen like a laptop or tablet) or they try to toggle between their notes and their audience, which is at best an awkward kind of yo-yo-ing act that steals focus from the point you’re trying to make.
 	It is better to make more slides with less on each of them. It helps you stay on track, and it gives your audience something new to focus on more frequently.
 
 Follow the Basic Visual Media Principles
 Remember the visual media standards when choosing your supporting images, charts, and video. Images should be very simple and clear, they should still be uniform, and they should support your company’s brand and be relevant to the points the speaker is trying to make. Most importantly, they should be effective and persuasive. There’s no better way to educate and persuade your audience than to be right in front of them.
 If you are going to include images in a file to be sent electronically—a Word doc, a PowerPoint, or even an email—there are a few things to keep in mind. First of all, image files can be so large that they slow down the speed at which your document downloads and/or opens. This can be annoying for your recipient, especially if they’re working on a phone or tablet and using up their data allowance. Sometimes, these files won’t even arrive because the system can’t handle them. There is a lot of information online about how to reduce image file sizes through file compression. Also keep in mind that if your recipient is reading your report or message on a small screen like a tablet or phone, the actual photo dimensions matter.
 Finally, since images can cause some technical trouble, include them in your documents only if they are necessary to support the points you are making. If they’re merely decorative, consider deleting them.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Accessibility Matters
 When giving a presentation or writing an email you are always trying to convey a specific message to your audience; not just a portion of your audience—all of your audience. Your audience will consist of individuals who might have a variety of needs and abilities. The best way to reach the widest audience possible is by thinking inclusively and creating accessible visual media.
 accessibility
 Accessibility in visual media refers to the design and presentation of content in a way that ensures it can be accessed, understood, and enjoyed by as wide an audience as possible, including individuals with disabilities.
  Accessibility means different things to different people, and an effective communicator strives to create documents and presentations that are usable by people with the widest possible range of abilities, operating within the widest possible range of situations. This means making things accessible to all people (whether they have a disability or not).
 To be inclusive of all audiences, it is important to keep in mind any factors that could pose a barrier to understanding the message. Individuals in your audience may have auditory, cognitive, neurological, physical, speech, or visual disabilities or special needs that could adversely impact their comprehension of a message. Accessibility also benefits people without disabilities, for example:
 	Older people with changing abilities due to aging
 	People with “temporary disabilities” such as those who are learning the language used in the communication or lost glasses
 	People with different learning preferences
 	People with “situational limitations” such as trying to read in bright sunlight, external noise such as a continuous car alarm, an environment where they cannot listen to audio, or a slow internet connection.
 
 Guidelines for Making Media Accessible
 The first step to making your media accessible is to assess its purpose or value to your presentation or written message.
 Consider the following questions:
 	Does your image or video serve a functional purpose? In other words, is it conveying non-text content to the audience? If so, you should: 	Provide a text alternative that serves the equivalent purpose of the non-text material
 	Not use color as the only visual means of conveying information
 
 
 	Does your image serve more of a decorative purpose? In other words, is it primarily a design element that does not convey content? If so, you should avoid unnecessary text descriptions and be sure to identify the image as decorative.
 
 When putting a presentation together consider what your content page would look like if the images didn’t load or someone was too far away to see specific details. One way to reduce losing information or alienating an audience member is to write alternative text for each image, which would work as a replacement and provide the same service as the image.
 For guidelines on writing alternative text, visit this link on Images from the Accessibility Toolkit. Another thing to consider when using visual media is what your images would look like if they were displayed only in black and white. Would any necessary context or content be lost if the color was “turned off”? For example, have you ever used a black-and-white laser printer to print a web page? Many details of the images or text are easily lost, and that can affect how your reader interprets your data and whether they can understand the point you are trying to make.
 Images should not rely on color alone to convey information, so you must design that PowerPoint slide or image page to work in black and white, otherwise, you’ll lose your audience if they can’t view it in color. If the point you are making depends on color to be understood, you may need to edit your image or formatting so that concepts presented are not lost to those who are color blind or who require high contrast between colors. Your text should also not rely solely on color to make distinctions—use bold, italics, underline, or a different font to highlight the important information. 
 Tools for Accessibility
 Including visual media in your presentations, emails, or professional training materials can help engage the audience and help them understand the message more efficiently. Yet visual media, if not presented in conjunction with accessibility techniques and tools, can do the exact opposite and can instead alienate audience members with visual, hearing, or cognitive disabilities. Visual media, such as graphs, charts, photographs, videos, or instructional diagrams, that do not consider the needs of impaired individuals, might deny users with disabilities the opportunity to understand and feel what you’re saying.
 Screen readers, refreshable Braille displays, and closed captioning tools are among the digital tools out there today that assist those with disabilities. When choosing visual media, a good communicator should keep in mind how their materials will be understood by people using assistive technologies.
 Images, Tables, Charts and Alt-Text
 Images, tables, and charts can be particularly challenging for sight-impaired audience members. A screen reader is a tool that will read the alt-text included with any visual media. Alt-text is a short way of saying alternative text which is a short text description of graphical content on a webpage, designed to provide context and convey the essence of the visual for screen reader users. A screen reader can only read the words provided, it cannot interpret the visual media on its own.
 A screen reader does not recognize the numbers or data represented in a graph if they’re not included as text. It will not recognize trends or provide any kind of analysis. Captioning the chart can help get to the underlying point, but it certainly doesn’t allow the sight-impaired audience member to study the data and arrive at a conclusion. 
 Make your presentation slides available so that audience members who need to refer to the alt text of your images, charts, and other graphics can easily access that information.
  Watch this video to experience a screen reader ineffectively describing charts and graphs that have not been made accessible. Unfortunately, this is a typical experience for a screen reader user:
 //plugin.3playmedia.com/show?mf=2775007&p3sdk_version=1.10.1&p=20361&pt=375&video_id=51olpSqhSuk&video_target=tpm-plugin-xw0d7fmu-51olpSqhSuk
 You can view the transcript for “JAWS reading graphs” here (opens in new window).
  Accessible Video
 If you decide to include a video in a presentation, be aware that hearing-impaired audience members need additional assistance in comprehending what’s going on in a video.  Voice-over narration and music are among the things that convey information and feeling to a hearing audience member but will go undetected by the hearing impaired.
 Captioning in the context of videos is the process of converting the audio content of a video into text and displaying the text on the video screen. Captions include dialogue as well as other relevant parts of the soundtrack – like sound effects or a description of music – to provide context. Captioning is the first and most obvious way a communicator can make sure a hearing-impaired audience member understands a video. It can also benefit a non-native speaker, a viewer who has trouble understanding the dialect or accent of a speaker, or even just a viewer watching the video in a noisy environment.
 There are vendors that provide video captioning services. The National Association of the Deaf provides a comprehensive list of vendors who will caption videos. However, a communicator with video editing software and a little bit of savvy can do it on their own. Some captioning standards to keep in mind:
 	Captioning should not exceed three lines of text at a time
 	Captioning should be synchronized with the spoken word–no faster or slower
 	Captions should not cover up text or other important information on the video
 	Captions should identify who is speaking when multiple speakers are present (as in an interview)
 	Captions should use a sans-serif font such as Arial or Calibri
 	Non-speech sounds should be indicated with brackets, like [applause]
 
 Transcripts of videos can also provide hearing-impaired audience members with more accessible information from your video. A transcript is a full written record of spoken content and is used for detailed review or when the visual component is not necessary.
 One tool for creating a quick transcript of your video is to upload your video to YouTube and use its auto-generated subtitles. Auto-generators are improving, but they still make mistakes so it’s best to check the auto-generated transcript for errors. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	

			CC licensed content, Original
	Accessibility Matters. Provided by: Lumen Learning. License: CC BY: Attribution

CC licensed content, Shared previously
	Universal Design. Authored by: Amanda Coolidge, Sue Doner, and Tara Robertson. Retrieved from: http://pressbooks-dev.oer.hawaii.edu/accessibilitytoolkit/chapter/images/#Functional. License: CC BY: Attribution
	Accessibility. Provided by: Wikipedia. Retrieved from: https://en.wikipedia.org/wiki/Accessibility. License: CC BY-SA: Attribution-ShareAlike
	How to make YouTube transcripts. Authored by: Yahoo: David Pogue . Retrieved from: https://www.youtube.com/watch?v=RyLA5sMqyr8. License: Other. License Terms: Standard YouTube License
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				Revising and Enhancing Visual Media for Impact
 [image: a person holding a tablet. On the tablet screen are the words Inbound Marketing Strategy, followed by five labelled icons. The first is a purple target labelled strategy. The second is a red mouse icon with the word visitors under it. The third is an orange icon of an envelope with the word leads under it. The fourth is a green icon of three people with the word customers under it. The fifth, and final, icon is a blue icon of a megaphone with the word promoters under it.]Simple and clear visuals can help you communicate complex ideas. During the development of a visual aid, the author will review, change, or amend it as a part of the revision process. The end product can benefit from the author’s taking the time to pause to analyze whether the visual aid is aligned with the purpose of the message she is trying to convey. This includes the visual aid accommodating the audience’s needs and characteristics and providing a persuasive conclusion. The revision process allows for fine-tuning that will enhance your visual media and ensure the message reaches the intended audience.
 When revisiting a visual aid, remember the four visual media standards we have explored in this module:
 	Is it clear and simple?
 	Is it consistent and uniform?
 	Is it relevant and on brand?
 	Is it persuasive?
 
 The revision stage is a prime time to receive feedback from someone less familiar with what you have been working on to receive an outside viewpoint. Feedback is an important and inevitable part of work, and it comes from the people around you like supervisors, peers, and customers. Hearing negative feedback can be frustrating, and feel dismissive after spending time and effort on creating a visual aid.
 If a colleague doesn’t like your choice of image or graph, this doesn’t mean your choice was wrong. Asking questions to clarify what is missing from your visual aid allows you to use this feedback to revise your visual and potentially communicate your message more successfully to your audience. When feedback points to how a visual aid isn’t working with the text, be curious, not defensive. It is tempting to become defensive or to explain away the criticism, but resist this natural reflex. Do not debate or try to explain your behavior. Instead, let the other person finish completely and try to listen deeply. Then ask questions with the intent of inquiry:
 	If you had to make two suggestions for improving my work, what would they be?
 	Do the colors, alignment, or content of the image add or distract from the message or text?
 	Is there something confusing or that could be done differently in this visual aid?
 	How eye-catching or engaging is the visual aid?
 	Is it interactive, original, funny, or interesting?
 	What is something that works well in this visual aid?
 	Which parts of the visual aid are successful and unsuccessful and why?
 
 Request examples of what they think a good visual is. Stay curious until you can see how they reached their opinions—even if you don’t completely agree. Later, you can decide what you agree or disagree with, but for now, your goal is simply to learn. Reflect thoughtfully on what you’ve heard.
 Just as getting someone to read your writing can make your writing better, getting someone to look at your visual aids will help you create a better product. Asking someone to look over your slides, listen to your presentation, or watch a video you created can seem scary, but mistakes and feedback are opportunities to grow, rather than personal failures. Seeing feedback as an opportunity is referred to as a growth mindset. Criticism is about the work, not the person who created the work.
 Evaluating the Effectiveness of Your Message
 A communicator can produce messages all day long, but they are not effective unless the audience receives them, consumes them, understands them, and (if applicable) provides the requested response. You can actually gain some understanding through data collection with the right tools.
 	Did the audience receive the message sent? Companies like ContactMonkey or Politemail provide email tracking services to help a communicator determine how many of your readers opened your message. If you use a collaborative platform to share your messages, a web tracking program like Google Analytics can give you insights as to who is finding your message.
 	Did the audience consume any of the message? If your message is encouraging a reader to click through to a video or webpage, this can help you understand better if the reader engaged with the content. How many readers clicked through to watch the video?
 	Did the audience understand the message? This is where it gets tricky. Certainly, if you’ve requested a behavior of your audience and they’ve responded accordingly, then you know your message was understood. For instance, if you requested that customers update their passwords, you can tell how many audience members understood the message by measuring how many customers changed their passwords. However, if your message was about company strategy, strengthening employee engagement, or increasing customer confidence in the company, it’s not as easy to gauge the effectiveness of these more nebulous messages. Long-term, you’re likely to see the results of these messages (whether positive or negative), but you likely want to know relatively quickly if your message was successful. You can use tools like surveys to determine if you’re on the right track.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize effective visual media use in business communication
 	Learn how to revise and enhance visuals to make them more impactful
 	Explore techniques and tools to make visual media accessible for as wide an audience as possible
 	Assess how effective a message is
 
  Accessibility vs. Inclusive Design
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=141#oembed-1 
 
 You can view the transcript for “Accessibility vs. Inclusive Design” here (opens in new window).
  How can businesses benefit from adopting inclusive design practices?
 Click to Show Sample Answer 
 Businesses can benefit from adopting inclusive design practices in several ways:
 	Reaching New Customers: By making their products and services accessible and usable to a broader range of people, businesses can attract new customers who were previously unable to use their offerings due to accessibility barriers.
 
 	Improving User Experience: Inclusive design can lead to a better overall user experience for all customers, as it addresses diverse needs and preferences, leading to increased customer satisfaction and loyalty.
 
 	Enhancing Brand Reputation: Businesses that prioritize inclusivity and accessibility can build a positive brand image and reputation, demonstrating their commitment to social responsibility and ethical practices.
 
 	Gaining Competitive Advantage: Companies that embrace inclusive design can differentiate themselves from competitors who may not be as focused on inclusivity, potentially gaining a market edge.
 
 	Compliance and Risk Management: Adopting inclusive design practices can help businesses comply with legal requirements related to accessibility, reducing the risk of legal challenges and penalties.
 
 
 By making designs usable for underserved communities, businesses not only fulfill a social good but also open up new market opportunities and enhance their overall performance.
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				 	Recognize the different types of reports used in business communications
 	Understand why it’s important to analyze your audience when planning a report
 
  Business Reports
 While there is no single difference between informal and formal reports, we can typically distinguish between the two based on their length and sections. 
 informal report
 Informal reports tend to be shorter, although the quantity of pages or words is not defined
  Think of informal reports as documents under ten pages long. An informal report usually has specific topics grouped in paragraphs, and these topics tend to have simple headings. Note that while informal reports often don’t have required headings, you can take inspiration from the headings required in formal reports.
 formal report
 A formal report tends to be longer; although, again, the quantity of pages or words is not defined.
  It may start at ten pages and in some cases exceed one hundred pages. With a formal report, the topic of the report or the policy of the company it’s being written for determines which sections, labels, content, and purpose should be used as the basis for the report. These reports address complex topics that require a substantial description of the background, research on the topic, and evidence to support any proposed solutions. Both the data gathering and the summary of the topic generate length. To keep this abundance of information organized, the report requires formal headings and tight organization in order to help the reader stay on track.
 Functions of Reports
 Informal reports and formal reports have two major categories: informational and analytical reports. It’s important to keep in mind that both informal and formal reports can fall into these categories (i.e., you can have an informal informational report or a formal informational report).
 informational report
 An informational report provides a summary of information and data found on a particular topic.
  One such report is the expense report, a set of information that is used to request the allocation of funds. The format is strictly pre-determined and it is often completed at the end of a business trip.
 analytical report
 In an analytical report, information is researched and collected, then the report provides an analysis that leads to one or more recommendations.
 
  For example, consider a report that helps a company determine where to open a new store. The report might look at three properties with respect to road traffic, cost of the land, and adjoining stores, and then recommend the best site from the alternatives.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Stakeholders
 When writing any professional document, it is important to identify the potential stakeholders or interested parties.
 stakeholder
 A stakeholder, or interested party, is anyone who will be affected by the contents of what you write. 
  How you choose to word your document—or even the choice to write the document—can become an ethical matter for stakeholders. It is important to consider your main objectives before writing.
 For example, a report on consumer focus groups that had negative reactions toward the company’s new ad campaign must take into consideration issues such as how decision-makers will receive the news and what information will be most helpful to the team working on the campaign moving forward.
 There are three types of stakeholders[1]:
 	Direct
 	Indirect
 	Remote
 
 direct stakeholder
 Direct stakeholders are those initially impacted by what you write.
  For instance, if you are writing about opening a new waste disposal site, the stakeholders clearly include the company you are writing the report for. However, disposal companies that might use this waste site in the future are also considered direct stakeholders because they will be in the same situation as the current company. Their future business will be impacted based on whether your proposal is accepted or declined.
 indirect stakeholders
 Indirect stakeholders are those that are not impacted until a later time.
  Using the previous example of the waste disposal site, citizens in the area would be indirect stakeholders. The stakeholders don’t necessarily need to be people: the nearby ecosystems would be indirect stakeholders of this same proposal. If toxic waste was dumped there, it would harm the animals, rivers, and plant life nearby.
 remote stakeholders
 Remote stakeholders are not affected until far into the future.
  One example, following our hypothetical waste disposal site, is future generations. There have been instances where toxic or poisonous materials have been disposed of incorrectly and the run-off that went into lakes and streams caused birth defects. While this is remote, it must be considered when writing a document. This category of remote stakeholders brings to the forefront one major difference between reports and other types of business communication: reports can have long lifespans and be revisited far into the future.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Anderson, Paul V. Technical Communication: A Reader-Centered Approach. Mason, OH: Cengage Learning, 2007. ↵
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				 	Recognize the different types of reports used in business communications
 	Understand why it’s important to analyze your audience when planning a report
 
  Analyze a Report
 Let’s look at the KIND Impact Report.
  Is this a formal or informal report?
 Click to Show Answer This is a formal report. The structure, professional tone, and detailed contents suggest it is intended for a wide audience and serves an official purpose.
 Is this an informational or analytical report?
 Click to Show Answer This is an informational report. It provides detailed information on the company’s impact and activities without deeply analyzing data or providing recommendations.
 
 Who are the interested parties that the report is intended to communicate to?
 Click to Show Answer We can categorize interested parties in different ways.
 Internal vs. External
 	Internal Stakeholders: KIND employees, management, and board members.
 	External Stakeholders: Customers, investors, community partners, regulatory bodies, and NGOs interested in KIND’s impact and corporate social responsibility efforts.
 
 Direct, Indirect, and Remote
 	Direct Stakeholders: 
 	Employees of KIND
 	Management and board members
 	Customers who buy KIND products
 	Investors and shareholders
 
 
 	Indirect Stakeholders:
 	Retailers and suppliers connected with KIND
 	Community partners and organizations supported by KIND
 
 
 	Remote Stakeholders:
 	Regulatory bodies overseeing corporate social responsibility
 	Other nonprofits and advocacy groups focused on health, nutrition, and sustainability
 	The general public interested in corporate social responsibility and environmental impact
 
 
 
    
 
	

			Public domain content
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				 	Recognize the differences between types of informal reports and how they are shared
 	Understand what each section of an informal report is for
 	Understand how to structure an informal report according to what your audience needs
 	Learn how to write an informal report
 
  Types of Informal Reports
 Informal reports in the business setting are usually shorter in length and have fewer sections than formal reports. Employees in most organizations create and use informal reports. Almost all informal reports are for internal use. Some institutions have prescribed formats and others do not.
 The following are typical types of informal reports. Keep in mind that there may be some overlap with formal reports (i.e., some report types can be informal or formal). Informal reports may be informational or analytical.
 	Meeting minutes are a type of informal report that summarizes the discussion and results from a meeting. These reports are informational. They are summaries, not word-for-word accounts of all statements from all attendees.
 	Expense reports are informal reports that usually have a prescribed format. These reports consist primarily of the amount of expenditures by type of expense. There is little to no narrative writing.
 	Status updates may be internal to a company in addressing a business situation, or they may be external in providing the status of a project to another organization. These reports are short and tightly focused on the purpose. They are informational reports.
 	Trip or conference reports are used to summarize and transmit learning from a trip or conference. They are informational, and they increase the value of the trip or conference as they share what was learned with others.
 	Proposals or feasibility reports for smaller or simpler projects can also be considered informal reports. These are analytical, as they provide analysis and propose a direction to take.
 
 Sharing Informal Reports
 Informal reports may be delivered in a variety of formats including letters, memos, emails, and digital postings (such as a blog). While your delivery method may impact the format of your report, the writing and purpose will stay the same.
 Informal reports may have internal or external audiences. The format of the report should align to the recipient:
 	Memos are used for internal communication.
 	Letters are used for external communication.
 	Web postings are typically used for external communication, but institutions that have private networks may use these postings for internal communication.
 	Email may be used for internal or external reports depending upon company policy.
 
 Regardless of the mode of transmission, the structure and content of your report will be based on the type of the report.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Sections of Informal Reports
 Informal informational reports typically include the following three sections:
 	Introduction or background
 	Support or reasons
 	Summary
 
 Informal analytical reports typically include the following four sections:
 	Introduction or background
 	Support or reasons
 	Recommendations
 	Conclusion or summary
 
 Introduction or Background
 This is a short section introducing the reader to the “why” of the report. In more complex reports, the introduction may include a background, a problem statement, specific objectives, or all of the above.
 Support or Reasons
 This is where you’ll include your facts, findings, and data. Writers new to reports may make the mistake of providing lists of data and other information found as a result of research. However, most business managers can find the information on their own with time. The purpose of this section of the report is to present a summary of the main ideas from the research, not simply a collection of raw data.
 If more detailed data is needed, an appendix is the most likely place for key selections of raw data. An appendix is a supplementary section at the end of the report.
 The support section may also include the methodology of the research. The methodology would describe the procedures used to conduct research, to collect data, and to analyze the results.
 Recommendations
 This section is only found in analytical reports. It shows how data supports the recommendation given in the report. The author connects the logical data items in a way that points to the recommendation.
 Remember that in an analytical report, readers are expecting a recommendation with supporting data. They are not expecting to work through all the data on their own.
 Conclusion or Summary
 This short section wraps up the report and gives a quick summary of the information provided.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	

			CC licensed content, Original
	Sections of Informal Reports. Authored by: Susan Kendall. Provided by: Lumen Learning. License: CC BY: Attribution



			


		
	
		
			
	
		96

		Learn It 6.2.3 Informal Reports

								

	
				Organizing based on Audience Analysis
 Reports require you to analyze the audience the same way that you would for any written communication. The difference lies in the depth of information needed. Thinking about your audience, or the stakeholders, is one of the most important aspects when creating a report. Remember to consider direct, indirect, and remote stakeholders.
 To determine which types of sections you should use in your informal report, think about the purpose of the report. These sections can take inspiration from the standardized sections used in formal reports as they relate to the needs of your audience.
 Organizing for Neutral or Positive Reactions
 [image: This page is a suggested template for an informational report. The template is formatted with a large font title at the top of the page followed by three sections. The text of the title is "Informational Report" and the other sections are titled "Introduction/ Background", "Facts/Findings", and "Summary."]Figure 1. Informational Report Organization If your audience, for example, is expected to react neutrally or positively to your message, then your conclusion or recommendation should be offered near the beginning of the report.
 	First, you would write the introduction, background, or problem section.
 	Next, come your conclusions or recommendations. These are backed up by the support or reasons section, which details facts, data, or findings.
 	The final section is typically some sort of further discussion, analysis, or summary.
 
 Remember that introducing these sections with a descriptive heading can help your readers, especially if the sections consist of multiple paragraphs.
 Organizing for Negative Reactions
 If the audience is expected to react negatively to your message, then the conclusion or recommendation is offered towards the end of the report. This alternate organization allows the reader to reach a similar conclusion to yours after reviewing the research and logic offered.
 	First, you would write your introduction, background, or problem.
 	The next section will be the support or reasons section, which details facts, data, or findings that led you to your conclusion.
 	Next, you would include a discussion, analysis, or summary. This section is where the logical or emotional arguments that may influence the reader’s understanding are made.
 	Your report then concludes with your conclusions or recommendations.
 
 Remember that introducing these sections with a descriptive heading can help your readers, especially if the sections consist of multiple paragraphs.
 [image: In the form of pages, these are suggested templates for an analytical report for a neutral audience and an analytical report for a negative audience. The templates are formatted with a large font title at the top of the page followed by four sections. the other sections are titled "Introduction/ Background", "Facts/Findings", "Recommendations" and "Summary". In the negative outline, "Facts/Findings" comes before "Recommendations." In the neutral outline, "Recommendations" comes before "Facts/Findings."]Figure 2. Analytical Report Organization Formatting the Report
 While informal reports may not use extensive or standardized labeling of sections, nor do they have a required length of individual sections, each section has a unique purpose. However, these “sections” may be a couple of paragraphs rather than fully separated sections with their own headings.  As the report starts to exceed a page or two, headings will provide a tremendous benefit to the reader, and you, as the reader will better understand and retain your main ideas.
 A Quick Comparison: Using Headings?
 Take a look at these two sample texts to compare the structure of an informal report without headings and an informal report that uses headings. Note that these examples only show the formatting of a report, not the ideal way to write one.
 	No Headings 	Using Headings 
  	 
 General Store is opening a new location in Q4 of this upcoming year. There are three potential locations for this new store.
 In my research, I found that location one is in a poorly trafficked area, but is more affordable. Location two is in a highly trafficked area, but is out of the current budget. Location three is just right.
 After this research, I can conclude that General Store should open its new store at location three.
  	Background
 General Store is opening a new location in Q4 of this upcoming year. There are three potential locations for this new store.
 Findings
 Location one is in a poorly trafficked area, but is more affordable. Location two is in a highly trafficked area, but is out of the current budget. Location three is just right.
 Recommendation
 General Store should open its new store at location three.
  
  
 Headings can be a useful tool for helping your readers navigate directly to the information they want. Notice that the headings catch your reader’s eye much more easily than phrases such as “in my research . . . “
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Write an Informal Report
 Writing informal reports follows the same steps as any other writing task.
 [image: Image of three circles representing the planning, writing, and revising stages of the writing process. The first circle on the left is blue with white text that says "Plan purpose preliminary research outline/ organize". The middle circle is purple with white text that says "write writing phrasing/wording layout and pages". The last circle on the right is green and in white text says "Revise grammar proofreading verify purpose".]
 Figure 1. The 3-Step writing process consists of planning, writing, then revising.
 Planning Your Informal Report
 When asked to create an informal report, first check to see if your organization has a form or template that you should follow. Then verify your understanding of the report’s purpose.
 For example, say you are a shift manager at a grocery store, and there has been an increase in customer complaints about fruit that seems to spoil more quickly than it used to. Your store manager has asked you to create a report on this issue. You need to determine whether your manager wants to know the causes of fruit spoilage (including items such as the time each type of fruit stays fresh from the date picked, types of shipping containers, or temperature of storage units), or if your manager wants to know what is happening in the store after the fruit is received (how the fruit is handled, how much fruit can sit on top of other fruit, or temperature in the various storage units). The purpose of a report will impact the amount and type of research to be done. Next, you’ll gather any data needed. By the end of the project, you should have more data and knowledge than you started with and possibly more than you need for the report itself. You’ll use that data to create the report’s outline. Writers must take care to provide only what is needed for the purpose of the report. Avoid wandering to interesting side issues or presenting everything you learned whether or not it’s relevant.
 In the process of writing a report, or almost any business writing, the planning step should take at least 25–30 percent of the time or effort of the full report.
 Writing Your Informal Report
 With the detailed outline created in the planning process, the actual writing of the informal report should go quickly. In this step, you’ll focus on paragraph structure, wording, and phrasing.
 Sometimes, writers hear the term “report” and think their writing style must change. What works well for short messages also works well for informal reports. The primary difference is that a report requires more depth and details to appropriately communicate its message. There are more words and paragraphs, but the words do not need to be longer or more complex sounding. Remember the seven principles of business communication.
 Writing for Your Company
 Different companies have different styles for writing reports: you should always match the style of your current institution. Some companies prefer a more casual style of writing. This may include the use of personal pronouns such as “I recommend . . . ” or “we completed a survey of 20 people.” Some companies accept the use of contractions as in, “The Customer Contact team couldn’t reach a conclusion on types of bags to use,” while others do not.
 In all cases, remember that a report may be retained for a long time and may be viewed by many readers. With your current credibility and future credibility possibly at stake, it is generally better to be cautious and use a slightly more formal tone.
  Formatting Your Report
 In writing your report, remember that headings guide the reader, but like an email subject line, they are no substitute for clear, descriptive writing that helps the reader stay on track. While writing your report, you should use summary statements as each paragraph or section closes to avoid a jerky, disconnected feel in your writing. Ensure that each new section below a header has a good topic sentence that serves as an introduction to the section.
 Heading Styles
 When writing your report, you can take your outline (from the planning step) and use your word processor’s pre-formatted heading styles to create the headings for your report. This provides two benefits: it quickly organizes your report in a pleasing way, and it meets ADA (Americans with Disabilities Act) requirements to enable those who use screen reader technology to understand the content more easily.
 Learn more about how to use heading styles when using Microsoft Word or Google Docs.
  When writing a report, writers often tend to add sections simply because they are “supposed to be there,” rather than focusing on the purpose of each section and how it might support the report. A better approach is to look at the type of report and the outline prepared for the writing, then select headers that suit the content, rather than content suiting the header. With informal reports, the style is somewhat relaxed, so headers should focus on making information easy for the reader to access.
 When writing a report, or in almost any business writing, the writing step takes about 40–50 percent of the total time or effort for the full report, more than the other steps. This may surprise many writers who think that this step is all you need to complete for a report. However, if you spend the time to ensure the planning step is well done, writing goes much more quickly, and you’ll produce a better report.
 Revising Your Informal Report
 The final step in creating a report is revising. You might be eager to submit your work to the requester but don’t skip this step.
 Be careful that your familiarity with the content does not lead you to see what was intended versus what is actually written. For example, the sentence, “In summary, the store should now implement the new plan” can accidentally be typed, “In summary, the store should not implement the new plan” to disastrous results. To combat this, you can use word-processing proofreading tools, which will catch some spelling errors. Then, no matter how long it takes, read the report out loud to yourself. A team member or peer is also an excellent resource to help proofread and get feedback.
 Your revising should not only focus on proofreading and grammar mistakes. Revising should also include going back to the original request for the report and back to the original outline to see if the report is directly focused on the planned purpose. Along the way of data gathering and finding new ideas on a topic, there can be some unintentional shift in the focus of the writing. Check to ensure that just the information needed to address the topic is present. Ensure that the primary purpose comes across clearly in your writing.
 In the process of writing a report, or almost any business writing, the revising step takes about 25–30 percent of the total time or effort of the full report.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize the differences between types of informal reports and how they are shared
 	Understand what each section of an informal report is for
 	Understand how to structure an informal report according to what your audience needs
 	Learn how to write an informal report
 
  Note-taking for Meetings
 Meeting minutes are a kind of informal report that is common in the workplace. However, to create a useful report, you need to ensure that you take good notes while the meeting is taking place.
 //plugin.3playmedia.com/show?mf=12272595&p3sdk_version=1.10.1&p=20361&pt=375&video_id=7Wr0qg-Niuw&video_target=tpm-plugin-z16x7hkd-7Wr0qg-Niuw
 You can view the transcript for “How I take notes in meetings. Pro Tips” here (opens in new window).
  If you normally take notes on a computer rather than handwriting them, how could you adapt the tips from the video?
 Click to Show Sample Answer Answers will vary.
 One way that you could adapt the tips in the video is by making a template document in Google Docs or another word processing program. Set up your template to include the suggested sections (meeting topic, date, questions to be answered, notes, and action items for each participant).
 Make a copy before each meeting you attend and you’ll be ready to take notes. 
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				 	Recognize the differences between types of formal reports and how they can be shared
 	Understand what each section of a formal report is for
 	Understand how to structure a formal report according to what your audience needs
 	Learn how to write a formal report
 
  Types of Formal Reports
 Formal reports are much more detailed than informal reports. The label “formal” may intimidate some writers, but the formal report is another form of business writing. You’ll use the same skills in all of your business communications. While you may not need to write a formal report early in your career, you will most likely see one and need to understand its components to effectively contribute to your team.
 There are many different kinds of formal reports that you may encounter throughout your career. Here are a few of the more common kinds:
 	Research reports gather and explain data; these reports are informational. 
 	Proposals may be internal to a company in addressing a business situation, or they may come from a solicited or unsolicited sales situation. Formal proposals will include details of the proposed solutions and costs.
 	Feasibility reports are a specific type of analytical report. When an entrepreneur or business manager has a new idea, it’s wise to fully explore the idea before making major investments. Some think of this report as a preliminary step to developing a full business plan. While a business plan may take many months to develop, a feasibility report can be developed in much less time, and it still provides excellent direction for decision-makers.
 	Business plans are typically informational reports about what a new or existing company plans to do over the next period of time. A business plan may take on a bit more of an analytical tone rather than a strictly informational tone when it is shared with potential investors. In some cases, the business plan may be presented with a request for funds. In those cases, the writing is intentionally more persuasive.
 	Other complex recommendations may also come in the form of a formal report. These recommendations result from a business problem that an individual or team has been asked to solve.
 
 Sharing Formal Reports
 Formal reports may have internal or external audiences. Formal reports will be significantly larger than informal reports and often include many references and appendices.
 Formal reports may be delivered in a variety of formats: documents, letters, digital postings to a website, and so forth. The reader’s comprehension is of utmost importance in selecting the delivery method. No user wants to receive an email with the equivalent of a 40-page report in the body text. Avoid letting the delivery method hold back the meaning of the report.
 	Memos are less likely to be used for formal reports, since memos are typically used for short messages, and formal reports are generally lengthy.
 	Letters are for external use, and perhaps infrequently used for a document of this type. However, a letter or an email may be used to introduce an accompanying report.
 	Web postings are generally external in nature, but companies may have private networks for internal use. Depending upon the organization, this may be a suitable transmittal method.
 
 Remember, just as with informal reports, your delivery method should not change the content or structure of your formal report.
 Sections of Formal Reports
 Depending upon the situation, the institution you’re working for, and the audience, some or all of the following sections may be required in a specific formal report. Some guides to formal reports will indicate specific sections that are recommended for each type of formal report. However, writers will need to be sensitive to the organization’s requirements or expectations and the needs of the information, then use that knowledge to determine the contents of their report.
 The next few pages describe a large number of these section types so you, as a writer, may pick and choose what is appropriate to each situation. It is important to the report’s impact and the writer’s professional credibility to understand the purpose of each of these sections.
 In a formal report, there are three major sections.
 formal report sections
 	The front part includes sections that come before the report itself to establish various items such as the authority of the report and the intended audience.
 	The body of the report has many sections of key information and possible analysis. It is the meat of the report.
 	The back matter contains sections of material that support the body.
 
  Take a look at Figure 1. In this figure, we see an example of the many potential sections in a sales proposal. This example models a response to an RFP (request for proposal), and each section was required by the customer requesting the bid. The sections show what an RFP report may contain and the author will determine which specific sections are needed based on the report’s purpose, company policy, and audience.
 [image: sections of a proposal. There are thirteen rectangles representing pages found in a report. The pages laid in an accordion fashion, one on top of each other. The pages the following text starting with the first page: "Copy of RFP (optional), letter of transmittal, abstract or summary, title page, table of connects, list of figures, introduction, background, problem, purpose, schedule, staffing, budget, authorization, appendix."]Figure 1. Sections of a Sales Request for Proposal  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Front Sections of a Report
 In formal reports, you may encounter introductory sections before the actual report itself. These front sections are important for establishing the context and structure of the report for the reader. In some reports, such as sales situations or proposals, the entire report may later become part of a contract. 
 Front sections may include the following:
 	Transmittal letter
 	Cover page and Title Page
 	Table of Contents
 	Executive Summary
 
 Whether you use these sections depends on the context of your report, the information your audience needs, and your company’s policies.
 Transmittal Letter
 A transmittal letter is sent to the company or business leader who requested the report. This letter may be sent separately from the report. This letter can be printed (especially in situations where the report itself is a paper copy), or it can be sent as an email.
 This letter describes the need for the report and the date of report completion. The letter includes the background of the project, a reference to the problem analysis, and outlines the procedure used to determine the recommendations presented. It is most frequently used with reports created by one company and submitted to another, such as those associated with a sales situation. A transmittal letter can be used for both informational and analytical reports.
 This letter should be formatted as a standard business letter. It is frequently signed by an officer of the sending company to emphasize the formality of the document and potentially establish legal formality. Pay careful attention to company policy and legal advice. It’s also important to note that some companies prefer this same information in another format within the report.
 Here is a sample transmittal letter that can be adjusted to the situation.
 June 25, 2015
 Dr. Elías Facundo, Chairman
 Energy Experts of Austin
 2000 W 29th Street
 Austin, TX 78705
 Dear Dr. Facundo:
 Attached is the report you requested, entitled Energy-Efficient Guide: Employing Energy-Efficient Building Strategies in a Residential Home.
 This report is an analysis of a recent study conducted in Ann Arbor, Michigan, on the effectiveness of employing energy-efficient building strategies to minimize energy consumption and costs in a residential home. Using software technologies, the home was modeled to create two scenarios: an energy-efficient home and a standard home. This report details how the study found the energy-efficient home to be both cost-efficient and effective at decreasing energy consumption. Such advances might prove to be the catalyst that the housing market needs to spur builders into a new era of home construction.
 Maisha Lian, our solar engineer, carefully double-checked all the technical details in the report. Cesar Sorenson, our technical editor, was of great help in putting the final report together.
 I hope this report meets your needs, generates future studies, and educates the public about the environmentally friendly options available in home building today. If you have any further questions, please feel free to contact me at RLMiller@EBA.com.
 Sincerely yours,
 Alina L. Hazzell, Vice-President
 Environmental Building Associates, Inc.
 Encl. Energy-Efficient Guide: Employing Energy-Efficient Building Strategies in a Residential Home
  Cover Page and or Title Page
 Almost all formal reports have a Cover or Title Page, perhaps both. These two pages are used in nearly identical ways, yet some report types or organizations require both with a slight modification to the page’s purpose.
 A cover page is a very simple, precise, brief way to introduce your report to the reader. It should contain:
 	A specific title in large font
 	Company name
 	Name of the author(s)
 	Date of the report
 	Relevant picture or image
 
 The use of a relevant picture or two can help reinforce the subject of the report. One goal of the cover page is to be informative and distinctive. Once it is submitted, it will need to be easy to pick out of a stack of other reports. A second goal is to communicate with the reader. If the report cover looks bleak and dull, the reader will start reading with a negative outlook. The cover page is the first thing that is seen and it should convey a positive first impression.
 Using a Theme
 One easy way to make the report stand out is to use a theme for the report that your audience can connect to. For example, if a report is written to McDonald’s, the cover page will use yellows and reds, perhaps with the golden arches as a picture. With a carefully chosen color scheme and images, you can help the reader believe that he or she is the most important aspect of the report. As always, when you include graphics of any kind in a document you are sending out, be sure they don’t dramatically increase the file size, which can make the document hard to download, and that they transmit easily among devices and platforms.
 Including Details
 The title page is an opportunity to provide more specific, detailed information about the document and its authors to its intended audience. It will be very similar to your front cover and it repeats the information on the cover, but adds more important details. This may include a report number, date, title, the names and addresses of authors, specific contract information, the name and address of the supervisor, and the name and address of the organization that supported the report.
 Title pages may be formally laid out according to MLA or APA style. However, most business and non-research institutions are relatively relaxed about the format. If you are creating a sales document that may become part of a contract, your company (or your potential customer) will list their particular requirements for the title page. Your title page may also include an image like the cover page. The best advice is usually to keep it simple and professional. 
 Take a look at these examples:
 [image: a sample cover page on the left and title page on the right. The cover page is green with the image of a energy efficient lightbulb with the text below "Energy-efficient guide Employing energy- efficient building strategies in residential home." The title page on the left is a white page with the text "Energy-efficient guide Employing energy- efficient building strategies in residential home." and lists the contact information of the company who created the guide.]Figure 1. Sample Cover and Title Pages for Energy-Efficient Guide: Employing Energy-Efficient Building Strategies in a Residential Home Table of Contents, Tables of Exhibits, Tables of Illustrations
 Formal reports are frequently lengthy and contain a Table of Contents to assist readers. There may also be tables of exhibits or illustrations if needed. The use of these sections in larger reports allows readers to quickly access the area of their interest: these sections list important headings or figures in the report alongside their corresponding pages. These sections may be used with either Informational or Analytical reports.
 Table of Contents
 Typically this is one of the last sections of the document to be created since it relies on the body of the report to be generated. This may be used in either informational or analytical reports.
 [image: An example table of contents. There are four levels of headings include, each level has an increasing indent from the last.]Figure 2. Example table of contents. Click to access a PDF of this example. You’re familiar with tables of contents (TOC) but may never have stopped to look at their design. The TOC shows readers what topics are covered in the report, how those topics are discussed (the subtopics), and on which pages those sections and subsections start.
 In creating a TOC, you have several design decisions:
 	Levels of headings to include. In longer reports, consider only including the top two levels of headings. This keeps the TOC from becoming long and unwieldy. The TOC should provide an at-a-glance way of finding information in the report quickly.
 	Indentation, spacing, and capitalization. Notice in Figure 2 that items in each of the three levels of headings are aligned with each other and page numbers are right-aligned with each other. Notice also the capitalization: Main chapters or sections are all caps; first-level headings use initial caps on each main word; lower-level sections use initial caps on the first word only.
 	Vertical spacing. Notice that the first-level sections have extra space above and below, which increases readability.
 
 One final note: Make sure the words in the TOC are the same as they are in the text. As you write and revise, you might change some of the headings—don’t forget to change the TOC accordingly.
 If you have used specially formatted headings when creating the body of the document, then the TOC can be quickly generated by the word processing software. For example, if you use Microsoft Word’s styles for headings, the reference toolbar will offer a choice of formats and generate the TOC automatically. Google Docs includes a similar feature. Tables of Exhibits or Illustrations
 There may be a few different situations in which you should use additional tables of exhibits or illustrations. For example, these tables may be useful to include if your figures or tables are referred to repeatedly throughout your text. Additionally, as a general rule, you should include a table of exhibits when your report is approximately 15 pages or more. This also allows your readers to flip between exhibits more easily to compare them.
 Executive Summary
 An executive summary summarizes all the materials that follow in the report. This section is different from an introduction as it summarizes the entire report, rather than simply introducing it or laying out the structure for the reader. A good way to approach the executive summary is to write it as if the executive or decision maker will only read this section, even though that’s unlikely to be the case. This section is found in longer reports and is less likely to be found in a shorter report. It can also be used in both informational and analytical reports.
 Executive summaries should be written after the entire report is completed. This allows the summary to be both comprehensive and well-structured. Remember, the investigation and details of the report must be complete and validated before the summary can be written. This section is offered in paragraph format, with a paragraph summarizing each section in the report, and is presented in the same order as the report. The executive summary rarely includes images or graphics. However, a table might be offered at the end of this section if the recommendations or options can be easily summarized into a table.
 In sales or recommendation situations, the executive summary takes on greater importance. It must demonstrate that the analyses in the report are comprehensive and thorough, and it must clearly lead the reader to the author’s desired conclusion. Most importantly, all this must be done with brevity. Most executive summaries are at most two to three pages, but the length varies in proportion to the complexity and length of the report.
 What About Abstracts?
 An abstract is very similar to an executive summary, although it is far more likely to be found in an informational report than an analytical report. An abstract may help readers determine if the remainder of the document is relevant to their needs. Abstracts tend to be one page or less. Additionally, abstracts are typically used in more scholarly writing like articles for academic journals or business research projects. 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Body Sections of a Report
 The body of a report is what comes to mind when most people think of a report; it’s the primary content. Below are sections that are frequently used in formal reports. The list may look intimidating but keep in mind that every section is not required for every formal report. As the writer, you should use what best suits the subject of the report and your organization’s requirements.
 Click on the name of each section to read the description of what it covers.
 https://lumenlearning.h5p.com/content/1292222121795554338/embed
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Back Matter
 Everything that is left goes in the back matter (also called appendices). The back matter can provide critical details that could not easily fit in the body of the report. This section can be used in both informational and analytical reports.
 In the back matter, there is little narrative writing provided to explain or connect the different items because the purpose of each item was explained in the body of the report. Thus, the back matter is simply the location of these more detailed items that serve as evidence for the report. 
 There is no standard list of items that should be included in the back matter of a report. If the report is a response to a request for a proposal, there may be extensive costs listed. In other cases, this section may include sample contracts, which can become finalized should the bid be accepted. There may also be data sets provided that cover far more detail than the body of the report allows. As mentioned in our discussion of the body of the report, you may also find individuals’ résumés.
 This section can contain anything needed to further support your report. However, resist the temptation to overdo it and include only items that are truly relevant.
 Organization of Formal Reports
 Formal reports may be informational or analytical. The logic and general structure are the same as with informal reports discussed earlier in this chapter. What changes is the depth of each part of the formal report.
 Informational Reports
 Informational formal reports typically follow the same broad structure introduced with the informal report: introduction or background, support or reasons, and summary. However, in formal reports, each of these primary sections likely has its own subsections (as discussed in the previous pages).
 Remember, despite the length of a formal report, its purpose is to present a synthesis of the main ideas from the research, not simply to compile large quantities of data. If more detailed data is needed, it can be included in the back matter.
 Analytical Reports
 Analytical formal reports typically follow the same broad structure introduced with the informal report: introduction or background, support or reasons, recommendations, and conclusion or summary. However, in formal reports, each of these primary sections likely has its own subsections (as discussed in the previous pages).
 The order of the sections in analytical reports varies by likely reaction of the reader. Remember, if your audience is expected to react neutrally or positively to your message, then your conclusion or recommendation should be offered near the beginning of the report. If the audience is expected to react negatively to your message, then the conclusion or recommendation is offered towards the end of the report.
 Write a Formal Report
 Writing formal reports, like informal reports, and any other writing task follows the same three steps: planning, writing, and then revising.
 [image: Image of three circles representing the planning, writing, and revising stages of the writing process. The first circle on the left is blue with white text that says "Plan purpose preliminary research outline/ organize". The middle circle is purple with white text that says "write writing phrasing/wording layout and pages". The last circle on the right is green and in white text says "Revise grammar proofreading verify purpose".]Figure 1. The 3-step writing process. Planning Your Formal Report
 In all business writing, the first step is to check and see whether there is a prescribed structure for the document that is about to be created. If so, follow that. Many formal reports have specific formats that must be followed exactly. For example, some sales proposal requests and responses become part of a contract. Therefore, you should ensure documents such as these have a legal review both in the planning of the document and as a part of the final review step.
 Other steps in preparation of a formal report follow in the same way as those for an informal report. In an informal report, however, it is less likely there will be multiple writers. With a formal report, there may be many contributors. If so, it is important to meet as a group to divide the work, talk about style, and plan how the final document will be assembled and edited to ensure a common voice or tone throughout. 
 Next, you’ll complete any data gathering needed. A formal report likely requires extensive planning and data gathering; some proposals may require weeks or months of research and preparation. For example, think about a proposal that recommends new store locations to be constructed over the next three years. The author (likely a team of authors) will need primary and secondary research, which takes a great deal of time to gather and analyze.
 You will use knowledge of that data to create the report’s outline. In constructing that outline, again consider the depth of understanding of the reader and the likelihood the reader’s views align with that of the report’s determination.
 With group writing, there may be several coordination meetings at each stage of the document’s creation.
 Writing Your Formal Report
 Writing the formal report is a much easier task once you have created a detailed outline in the planning process. This outline is what helps the writing move along, as you already know exactly what is to be provided where, and when. When writing a formal report as a team, a carefully constructed outline facilitates assigning sections of the report to different authors from the team. The writer or writers can then focus on paragraph structure, wording, and phrasing and use the seven principles of business communication.
 With a formal report, it is extremely rare to see the casual phrasing that might be found in a short message or informal report. Formal reports rarely use personal pronouns (I or we) or contractions. However, this does not mean the language should be stilted or use excessively long words. You’ll continue to use the same clarity of wording as in all business communications.
 Formatting Your Report
 Formal reports implement many of the formatting skills you learned earlier. Usually, formal reports are single-spaced with double spaces between paragraphs. Usually, paragraphs are not indented, but this may vary from organization to organization. The right-hand side of paragraphs is left ragged.
 Section headings are always provided in a formal report. It is acceptable to use labels to match the section’s purpose (e.g., Introduction, Findings, Research Methods). The headings may also use terms directly related to the report’s purpose such as “Fruit Spoilage Problem,” “Facts about Fruit Spoilage,” and “Suggestions to Improve Fruit Freshness.” You may also have specific subheadings within more general section titles.
 Formal reports of all types use page numbers. The pages may be numbered in a format such as 1–50, or they may be numbered by the section, such as Methods 1–Methods 50. The material in the front part of a report before the body is generally numbered in lowercase Roman numerals (i–ix).
 Revising Your Formal Report
 Because of the length and possible subject complexity of formal reports, the final review takes more time than you might expect and involves more people. As mentioned at the start of this section, some reports may require additional legal review.
 The most effective way to ensure a professional document is to have a team of individuals independently read the document, marking changes, corrections, and questions as they go. This team then meets as a group with one individual charged with collecting all corrections. This person ensures continuity across the entire document. If such a formal process cannot be completed, then you should work to ensure there are at least two reviewers who review work they did not write.
 As mentioned before, the final revision must consider both grammar and style issues as well as revisiting the primary purpose of the document.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize the differences between types of formal reports and how they can be shared
 	Understand what each section of a formal report is for
 	Understand how to structure a formal report according to what your audience needs
 	Learn how to write a formal report
 
  Formal Report Structure
 https://lumenlearning.h5p.com/content/1290980042384084498/embed
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		Learn It 7.1.1 Effective Public Speaking

								

	
				 	Understand why public speaking is important and its main features
 	Understand what different audiences might need from a speech
 	Understand the five steps to create an effective speech
 
  Public Speaking
 Public speaking is speech delivered to a live audience of two or more people. While it can be a planned event, impromptu, or unplanned, speeches are also a common occurrence. Both forms of public spelling can be a defining career moment. For example:
 	You are asked to prepare for a client meeting where you will explain a complex technical process crucial to a project.
 	While observing a meeting, you are suddenly called to provide insights into supporting research and analysis for a company-wide change. 
 	You are tasked with creating and delivering a training session for new employees.
 	During a staff meeting, you need to inspire your team with a story of success.
 
 Executive presentation coach Peter Khoury has reverse-engineered the characteristics of great speakers for over fifteen years. Combining his findings with scientific research on leadership, he’s distilled this research into the following 9 characteristics of effective public speakers:[1]
 	Confidence
 	Passion
 	Practice, don’t memorize
 	Speak in a natural voice
 	Authenticity
 	Keep it Short and Sweet
 	Connect with your Audience
 	Paint a Picture through Storytelling
 	Repetition
 
 
 Like computer failure and natural disasters, finding yourself in a situation requiring public speaking skills is not a matter of whether it will happen but when it will happen. Given the potential career impact, you should prepare for it.
 Public Speaking in the Workplace
 If you want the sale, contract, funding, job, project, or promotion, you have to be willing and able to ask for it in a clear and compelling manner. Often, you’ll have to do so in front of a group of deciders—those who will determine the response to your request. Welcome to public speaking!
 Toastmasters International's Guide to Successful Speaking notes, “There is perhaps no greater skill [to] help you build your career or business than effective public speaking.” As a testament to the tradition and enduring power of oral speech, the primary motivations for speaking are the same as they were in ancient Greece:
 	to inform,
 	to persuade, and
 	to inspire.
 
 What has changed is your potential to connect, create or co-create, and, given technology and social media/sharing, your potential reach and impact.
 Practically speaking, public speeches often include more than one element. For example:
 	TED Talks: TED (Technology, Entertainment, Design) conferences epitomize the blend of informing, persuading, and inspiring within a single speech. Speakers from various fields share groundbreaking ideas and stories. For instance, a technology innovator may present a new digital tool (inform), argue for its potential to solve critical global challenges (persuade), and share a vision of the future that inspires listeners to engage with technology in meaningful ways.
 
 	Corporate Keynote Speeches: Executives and industry leaders often use keynote speeches at conferences or company events to outline the current state of their industry or company (inform), argue for a particular strategy or innovation (persuade), and rally employees or stakeholders around a shared vision or goal (inspire).
 
 	Commencement Speeches: Graduation ceremonies often feature speeches designed to recount the achievements of the graduating class (inform), encourage graduates to pursue their dreams and make a difference in the world (inspire), and often persuade them to uphold certain values, such as lifelong learning or social responsibility.
 
 
  Public speaking is also an exceptional, and cost-effective, way to build your brand and network within your organization, profession, or industry and/or to build goodwill for your company in the community. Whether you’re pitching a product, service, idea, company, or person (including yourself), public speaking differentiates you and your message from the promotional noise and general chatter.
 As professional speakers and authors Jeff Slutsky & Michael Aun note, public speaking “literally puts you on a pedestal.” Indeed, the average audience member assumes that since you’re speaking on the topic, you must be an expert. Of course, the impression you leave with the audience depends on the quality of your speech, but being a speaker gives you a level of credibility that would take a significant amount of time to cultivate otherwise. Speaking allows you to develop a reputation as a thought leader or community leader, raising your visibility and perceived market value. That’s not something a cover letter and resume or pitch is likely to do—if it even makes it through the filters.
 Audience Needs
 [image: An auditorium of seated people look attentive, quiet, and ready to take notes on what they are observing.]Effective public speaking takes audience needs into consideration. One of the finest, and rarest, gifts a person can give is their attention. When it comes to audience attention, that gift comes with an expectation. Audience expectations are simply an extension of the three speaker motivations. Specifically, audience members expect to learn from an informational speech, to be moved by a persuasive speech, or to be inspired by an inspirational speech. Singer Bruce Springsteen shared the challenge of the audience when he said, “Getting an audience is hard. Sustaining an audience is hard. It demands a consistency of thought, of purpose, and of action.”
 Perhaps your first and most important test as a prospective speaker is to make sure you clearly communicate the purpose and benefits of attending your speech. A disconnect between what audience members expect and what they’re hearing can trigger a range of undesirable audience behaviors from zoning out to walking out. All audiences want:
 	Attention and Engagement: The act of giving attention is considered a precious gift. Audience members expect speakers to reciprocate by delivering content that captures and sustains their interest throughout the speech.
 	Clear Communication of Purpose: To meet audience expectations, speakers must effectively communicate the purpose, benefits, and meaningfulness of their topic to the audience, ensuring alignment between audience anticipation and the content delivered to prevent disengagement.
 	A Live Event: Recognizing the unique nature of public speeches as live events, attendees anticipate an immersive experience that goes beyond a mere transfer of information. The audience seeks a level of energy and multi-dimensional impact of a live experience that is different from other media formats.
 
 As a speaker, you also have an obligation to factor your audience into the design and development of your speech, from relevant examples to appropriate language and subject matter depth. Whatever your stated intent (benefit), the minimum audience expectation is that you fulfill it in a clear and coherent manner.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Developing an Effective Speech
 Let’s assume you see the value in developing public speaking as a skill. Where do you start? A good warm-up exercise is to watch a few TED Talks, organized by topic and popularity, among other categories. If you watch a few talks, you’ll notice that each presenter has a unique message and style that makes them compelling. This is a key point. While we all learn copying experts, the artistry and magic from the audience’s perspective is in finding your voice and developing your personal style. This means that you also have to develop and curate your own material using your life experience, insights, and observations to illustrate your points.
 [image: United States Supreme Court Justice Sonia Sotomayor speaking to attendees at the John P. Frank Memorial Lecture at Gammage Auditorium at Arizona State University in Tempe, Arizona while gesturing with her hands.]U.S. Supreme Court Justice Sonia Sotomayor giving a speech. Whether you’re facing a blank sheet of paper or a blank screen, the start is always the hardest part of a speaking project. We’re going to work through that obstacle by following this five-step jump start.
 	Choose your topic
 	Develop your benefit statement
 	Develop your positioning statement
 	Derive your title
 	Create your content
 
 Choose Your Topic
 For perspective on topics, you can scan the 194 topics used by the National Speakers Association (click on “Browse the complete topic list”). If there’s a conference or Chamber of Commerce or professional association event you want to speak at, scan the associated website(s), social media posts, and publications to get a sense of what topics might be a good fit. In choosing your topic, consider your experience and expertise. That’s not to say that you need to be an acknowledged expert on a particular topic—that’s where research comes in—but you do need to have an interest in the topic and a base level of credibility. Although there are hundreds of potential topics, it is likely that a particular topic has already been covered several times by a number of people. Given that, the essential question is what can you bring to the topic that others haven’t? That is, how can you approach an exhausted topic with fresh eyes to make it feel new and engaging?
 Consider the scenario of a finance professional contemplating a speaking opportunity at a financial industry event. While not claiming to be an absolute expert, the professional recognizes their interest and foundational knowledge in blockchain technology. Despite the topic being discussed frequently, they identify a unique angle by exploring the transformative potential of blockchain in streamlining financial transactions for small businesses. This example underscores the importance of aligning your expertise and interests with the chosen topic while offering a fresh perspective to engage the audience. Develop Your Benefit Statement
 Once you’ve decided on a topic, the next step is to develop a one to two sentence benefit statement that supports your credibility as a speaker on that topic. The benefit statement should answer the question: why you? This is similar to the process you would go through in pitching an article to a publisher. What is the unique value—experience, expertise, point of view—that you bring to the topic? For different frames of reference on benefit statements, scan the speaker bios and bylines of writers that cover topics of interest to you.
 Develop Your Positioning Statement
 The positioning statement is an expansion of the last step that tailors your benefit statement to a specific audience. This step aids in clearly defining your target audience and specifying the content of your presentation. Although the positioning statement is for internal purposes, the focus is external—evaluating the Return on Attention (ROA) for the audience. Don’t skip this step; it will help you focus your thoughts, minimize interesting but off-point digressions, and help maintain a coherent structure and flow through the research, writing, editing, and ultimately, speaking phases.
 Develop Your Title
 In moving from your positioning statement to the speech title, think of your speech as a product or service—what would prompt someone to “buy” what you’re offering? Your title is a pitch—or your bid for the audience’s attention. To get to that pitch, select a few keywords from your positioning statement and brainstorm a compelling headline. You may also want to browse the titles of articles and blogs posted to your target audience’s (i.e., industry or professional association) websites and publications. Remember that as you develop your content, your title might need some adjusting. If you don’t need to submit your title far in advance (to be printed in a brochure or program), revisit it once your content is complete to make sure it still fits. If you do need to submit it before your content is fully developed, try to leave a little wiggle room and not make it too specific regarding the conclusions you might come to.
 Develop Your Content
 Once you have your title and framework from your positioning statement, you’re ready to start developing your content. Of course, you’ve been building useful content all along through your life experiences. Reflect on the relevant lessons you’ve learned, and make note of some of the experiences—a key quote or visual, an emotion or insight, people or places. Use these events as possible connections to consider and, if applicable, work them into your speech to illustrate your points.
 Research is also important. A good starting point is doing an Internet search of your keywords. If you have lead time, you can set up a Google Alert to monitor relevant news and developments. It can also be helpful to find and follow subject-matter experts for your topic and tune in to current trends. To do this, conduct “best of” searches to find thought leaders. 
 Remember to document your sources! Include citations in your written speech in order to give credit where credit is due. Citations also contribute to your credibility as a speaker. Be ready to follow up on any related audience questions. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand why public speaking is important and its main features
 	Understand what different audiences might need from a speech
 	Understand the five steps to create an effective speech
 
  Using Humor
 Humor is an effective tool in public speaking because it helps to engage the audience, create a relaxed atmosphere, and make the speaker more relatable. When a speaker uses humor, it captures the audience’s attention and keeps them interested, making it easier to convey key messages. Humor can also humanize the speaker, breaking down barriers and establishing a connection with the audience.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=159#oembed-1 
 
 You can view the transcript for “Class Takeaways — Humor: Serious Business” here (opens in new window).
  What is your humor style and how could you incorporate it into public speaking?
 Click to Show Sample Answer Answers will vary. Here are a few examples of how each style can use humor.
 	Stand-up: Bold and Entertaining
 	Anecdotes: Share a humorous personal story that relates to your topic, ensuring it’s appropriate and adds value to your message.
 
 
 	Sweetheart: Earnest and Light-hearted
 	Observational Humor: Comment on something light-hearted and universally relatable, like the setting of the event.
 
 
 	Sniper: Edgy and Sarcastic
 	Sarcastic Comments: Use mild sarcasm to emphasize a point or critique a common misconception, ensuring it’s clear you’re joking.
 
 
 	Magnet: Expressive and Charismatic
 	Physical Comedy: Use expressive gestures or exaggerated facial expressions to illustrate a point humorously.
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				 	Discover effective ways to start your speech
 	Understand how to use body language and gestures to enhance your message
 	Understand how varying your voice can make your message more impactful
 	Recognize what types of language to avoid in your speeches
 
  Starting Your Speech
 [image: Person standing in front of a wall of framed images giving a speech]An effective speaker establishes a connection with the audience. The introductory remarks of a speech have the power to captivate or lose the audience’s attention, setting the tone and establishing the speaker’s connection with the audience. Effective opening comments can significantly influence the overall impact and reception of a speech.
 In a chapter on speaking, Management Communication author James O’Rourke tells the story of a plant controller who was asked to make a five-minute presentation about his value to the company. In an attempt to tap into the imagination of the audience of eighteen senior executives, the controller opened with a race car metaphor. After four sentences, he was cut off and asked to leave the room. With this type of pressure, what’s a speaker to do?
 Often, the best option is to forget the introduction until you know what it’s introducing—until you have completed a full draft of your whole speech. That is, don’t force an introduction, and don’t become too invested in your first idea. Write a draft opening and allow additional options to emerge as you work through the research (including audience research) and content development process. The dual objectives are to capture your audience’s attention and to set the stage for your speech. Your opening should reflect your stated intent and be an accurate indication of what will follow—the main substance of your speech. Here are some effective ways to open a speech:
 	Quote. Use a relevant quote to set the tone for the speech.
 	“What if?” or, similarly, “Imagine.” Asking a “what if” or “imagine” question immediately engages your audience and invites them to be a part of the creative process.
 	Question. Posing a question engages the brain and prompts an instinctive answer, whether internal or verbalized.
 	Silence. A strategic silence of two to ten seconds creates an additional level of attention and expectation. The caveat: you had better be able to deliver!
 	Statistic. A powerful, relevant statistic can convey a key idea with impact and evoke emotion.
 	Statement. An emphatic phrase or statement can be used to create a sense of drama and anticipation.
 
 How NOT to Open
 Starting with some variation of “thank you for inviting me” or “today I’m going to be talking about” won’t engage your audience right away. If your audience isn’t invested from the beginning, the point of your speech may never really be heard.
  Opening comments need to share the purpose of the speech, your credibility, and the main themes of what you will talk about. Consider your opening as both a brief introduction of you and your speech. 
 Gestures
 One of the essential rules, and success factors, for public speaking is authenticity. This is as true for your nonverbal language as it is of the words you say and the ideas you express. Body language and gestures are a form of expression and can be either meaningful or distracting. Toastmasters International believes that “gestures are probably the most evocative form of nonverbal communication a speaker can employ.”[1] In their Gestures: Your Body Speaks publication, they identify the following seven benefits of incorporating gestures into your speech:[2]
 	Clarify and support your words
 	Dramatize your ideas
 	Lend emphasis and vitality to the spoken word
 	Help dissipate nervous tension
 	Function as visual aids
 	Stimulate audience participation
 	Are highly visible
 
 
 The improper use of gestures can have just as powerful an effect but will likely be detrimental. To avoid this, record yourself presenting and make sure your gestures are consistent with your words. When the two are telling different stories, you create confusion and lose credibility and rapport with the audience.
  Body Language
 Body language—how you dress as well as your mannerisms—is another powerful communication element. For perspective on this point, and a powerful speaking and life hack, watch social psychologist Amy Cuddy’s “Your Body Language May Shape Who You Are” TED Talk. The core idea is that we make judgments based on body language, and those judgments can predict meaningful life outcomes.
 In one example cited, social scientist Alex Todorov found that one-second judgments of political candidates’ faces predict 70 percent of U.S. Senate and gubernatorial race outcomes. What is perhaps more important, however, is that our body language reflects how we judge, think, and feel about ourselves. We can change not only how we are perceived but how we perceive ourselves by managing our body language. As a speaker, you must be conscious of, and cultivate, the presence you bring to your speech.
 Adjusting Body Language and Gestures 
 To quote Toastmasters International, “When you present a speech, you send two kinds of messages to your audience. While your voice is transmitting a verbal message, a vast amount of information is being visually conveyed by your appearance, your manner, and your physical behavior.”[3] Your gestures, body movement, and eye contact are non-verbal elements of speaking that should reflect your personal communication style, match the audience, and align with the speaking environment. The key to leveraging your personal communication style well is to manage all three non-verbal elements so they don’t overpower either your audience or your words.
 	Consider toning down your gestures in a smaller space, and instead put more emphasis on eye contact and vocal elements. If the room is a large auditorium filled with enthusiastic fans, you may want to increase your physical presence with gestures to better “fill” the space.
 	Eye contact is also an important part of body language. Looking up and around the room shows you care about your audience while reading from a speech script could disengage them. Your audience came to be engaged by you, not listen to you read.
 	Moving away from the speaking podium can show both confidence and competence during a speech. Make sure you have the room in your physical environment to actually move, and that this feels comfortable to you.
 
 Rehearse hand gestures, movement, and eye contact so they become fluid and natural to you. Thoughtfully integrating nonverbal elements will reinforce rather than detract from your message. Remember that gestures and body language are most effective when they’re used as “visual punctuation.” An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Vocal Variety
 Just as gestures and body language affect how you are perceived, vocal variety affects how you are heard. Here are key elements, common errors, and good practices to develop greater vocal impact:[1] 
 	Pace: The speaking speed. Speaking too fast and the audience cannot keep up. It’s been found that people who slow down their pace when speaking to groups are thought to have greater gravitas, credibility, and authority. But too slow of a pace can seem boring.
 	Volume: The loudness or softness of a voice. Adjust volume to suit the setting; slightly louder than conversational tone works well in small rooms, while larger spaces may require projection or a microphone for clarity.
 	Pitch and Resonance: The highness or lowness of a voice. Vary pitch to convey enthusiasm or emphasize points. A higher pitch often signals excitement, while a lower pitch can denote seriousness or signal transitions in a speech. Research suggests a general preference for lower vocal pitch, with participants ascribing more positive personality traits to lower-pitched voices. 
 	Pauses: Breaks in speech used intentionally or unintentionally for emphasis or to collect thoughts. Intentional pauses can add dramatic effect or allow for reflection, while excessive or unintended pauses may disrupt flow and engagement. 
 	Intonation: This describes changes in vocal tone within a sentence. To achieve the desired effect, use the three common intonation patterns appropriately. 	Ending a spoken sentence with a rising tone indicates a question or suggestion.
 	Ending a spoken sentence with a descending tone is generally interpreted as an order.
 	A flat intonation is used to indicate a statement.
 
 
 
 The ability to adjust these vocal components can significantly impact the success of one’s message delivery. Individual practice and awareness can develop a confident and engaging speaking style that leaves a lasting impression on listeners.
 Language Choices
 Whether we speak to inform, persuade, or inspire, the common denominator is a desire to communicate and to arrive at a shared understanding of an idea or situation. An in-depth understanding can lead us to oversimplify or overcomplicate the explanation of a concept foreign to our audience.
 One of the most common communication barriers is jargon, or the terminology associated with a particular profession. As the French philosopher Étienne Bonnot de Condillac observed, “Every science requires a special language because every science has its own ideas.” For perspective on this challenge, and how to overcome it, Communications teacher Melissa Marshall describes her experience teaching communication skills to engineering students. Marshall notes that jargon is a barrier to communication. For example, “you can say ‘spatial and temporal,’ but why not just say “space and time,” which is so much more accessible to us?”[2]
 Directed at scientists, but with broad applicability to communicators, watch Communications teacher Melissa Marshall’s “Talk Nerdy to Me” TED Talk.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=162#oembed-1 
 
 You can view the transcript for “Melissa Marshall: Talk nerdy to me” here (opens in new window).
  A few specific recommendations:
 	Eliminate bullet points (use a powerful visual instead). Because you’re giving a speech, rather than a business presentation, you shouldn’t need bullet points to keep you or your audience on track.
 	Use stories and analogies to scaffold your important points.
 	Display images and diagrams to illustrate what’s being described.
 
 A related point, is to be sensitive to socio-cultural variations in language and interpretation. Adapt your language to your audience but always keep the following in mind:
 Clarity: Ensure your words are clear and easily understood by the audience. Avoid using complicated or obscure words or ideas that might confuse your listeners.
 Amount of Words: Use only the necessary words to express your ideas succinctly, avoiding unnecessary elaboration. As the old adage goes, “Tell the time, don’t build the clock”.
 Strike a balance between simplicity and complexity to maintain audience engagement without talking down to them.
 Obscenity: Refrain from using curse words as they can distract from your message and potentially offend your audience. Even when discussing topics related to obscenity, use caution and consider language choices carefully.
 Jargon: Clarify unfamiliar terms to ensure everyone in the audience understands your message. Define acronyms or abbreviations when first introduced to facilitate comprehension for all listeners.
 You can use language strategically to enhance your ability to connect with and persuade your listeners.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Discover effective ways to start your speech
 	Understand how to use body language and gestures to enhance your message
 	Understand how varying your voice can make your message more impactful
 	Recognize what types of language to avoid in your speeches
 
  Body Language
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=163#oembed-1 
 
 You can view the transcript for “4 essential body language tips from a world champion public speaker” here (opens in new window).
  Reflect on a time when you felt nervous while speaking in public. How did your body language reflect your nervousness, and how might the tips from the video help you improve your body language in future presentations?
 Click to Show Sample Answer Answers will vary.
 You might have noticed that your body language exhibited signs such as crossed arms, closed fists, or frequent shifting. These gestures often indicate discomfort and anxiety.
 Techniques such as keeping your body open, showing the inside of your palms, and maintaining a comfortable distance from the podium, can help you present a more confident and approachable demeanor. By consciously practicing these tactics, you can improve how you connect with your audience and convey your message more effectively.
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				 	Understand techniques to capture and maintain your audience’s attention
 	Understand how to incorporate audience participation
 	Explore strategies to manage common fears and anxiety associated with public speaking
 	Understand the public speaking techniques used by successful speakers
 
  Audience Attention and Rapport
 The key to capturing and maintaining an audience’s attention is having an idea worth sharing and sharing it with emotion. The following techniques will help you grab and hold an audience’s attention:
 	Surprise: Saying, showing, or doing something unexpected reengages the audience’s brains.
 	Suspense: Use drama, slowly building your idea like a verbal puzzle.
 	Storytelling: Share a unique and compelling story to illustrate your point.
 	Senses: Engage the senses—hearing, sight, taste, touch, and smell. The greater the sensory engagement, the stronger the interest.
 	Involve: Invite participation, a point we will address in the next section.
 
 You are pitching a new app to potential investors. You start your presentation by sharing an unexpected statistic about the current state of the industry. You then connect this to a compelling story about how the idea for your app originated, perhaps inspired by a personal experience or an identified gap. By combining surprise with storytelling, you grab the investors’ attention from the start and keep them engaged throughout the presentation.  You are part of a training on improving customer service. You could incorporate suspense by presenting a challenging customer scenario. Instead of quickly sharing the solution, you gradually work through it, allowing participants to think critically and engage with your example. To enhance sensory engagement, you might use multimedia elements such as a video showing an example of customer interaction, allowing employees to see and hear it. Additionally, you could do a role-play where employees practice responding to the customer. See how Susan Cain uses storytelling in her opening to capture the audience’s attention.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=164#oembed-1 
 
 You can view the transcript for “The power of introverts | Susan Cain | TED” here (opens in new window).
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Audience Participation
 Audience participation is not only an effective way to reinforce learning, it’s associated with higher levels of engagement, which may translate into higher satisfaction and understanding. Consider the following audience participation options:
 	Volunteer Exercise: Invite a member of the audience to participate in an exercise or role-play.
 	Audience Survey: Surveying the audience—for example, “Raise your hand if . . .”—allows you to assess the needs and temperament of the audience and fine-tune your speech accordingly.
 	Question: Asking a leading question of the audience like, “What is your biggest hurdle when preparing for employee performance reviews?” allows a speaker to surface ideas or problems and challenges to be addressed during the speech.
 	Q&A: A variation on the question technique, time for a question and answer period at the end of the speech allows attendees to clarify open points. Make sure you anticipate likely questions and are prepared with answers. Thorough audience analysis will help you anticipate both the content and the level of sophistication of the questions you might get.
  To overcome initial audience reluctance, you can plant questions, prompt with frequently asked questions, or draw from questions submitted in a pre-session survey. 
 	Partner Exercise: Pair audience members to practice a technique learned or test learning with a think-pair-share or other collaborative learning exercise.
 	Small Group Exercise: Best used for brainstorming solutions or to generate relevant questions for deeper learning or more specific applications.
 	Written Exercises: Asking attendees to take notes or complete written exercises—answering a self-assessment, identifying goals, taking a quiz, or filling out a worksheet.
 
 You may notice that these techniques are all pretty straightforward. You should avoid using audience participation plans that are too unusual—like asking your audience to sing, to mime their morning routine, or to hug the person next to them. Such techniques are as likely to alienate your audience and lessen your credibility as they are to enhance your speech.
 Pay attention to how your audience participates and their reaction to the option(s) you select from above. How the audience engages with your activity can tell you about what they have retained from your speech, what they could still be curious about, and how interested they are in your overall topic.
 A key consideration when incorporating audience participation is maintaining control. To avoid having an exercise deteriorate into chaos or a question turn into an extended digression, set clear expectations and enforce the ground rules. If you ask participants to do a partner or small group exercise, clearly communicate the process and timeframe. Let participants know how long an exercise will last and tell them when to begin and when to stop. Allow enough time for participants to get value from the exercise but not so much time that some groups become bored or distracted. Responding to Questions
 Imagine yourself as a sales executive pitching a new product. During the Q&A session, an investor raises a difficult question about existing competition. How you handle this inquiry could make or break the deal. This scenario exemplifies the significance of effectively responding to audience questions. The following approaches to handling questions will prepare you for answering questions in a way that keeps your audience engaged:[1]
 	Listen: Don’t jump to conclusions and start framing a response before the attendee finishes stating the question. Knowing that the questioner is likely thinking on his or her feet, consider both the content and intent of the question.
 	Understand: Paraphrase the question to confirm understanding.
 	Communicate & Involve: To involve the entire audience and minimize the risk of an extended dialogue with the questioner, restate the question so all can hear and feel a part of the conversation.
 	Respond: Direct your answer to both the questioner and other audience members. Keep your response focused and confirm that you answered the question.
 
 You may decide to limit the topics open for discussion or defer questions that are outside the scope of your talk. You might open a Q&A with a limiting phrase such as, “Are there any questions on the four techniques I’ve presented?” Or you could postpone a question with a response indicating that the question falls outside of the stated purpose for your speech and a softening statement such as, “I’d love to discuss that with you at another time, feel free to email me.” As with audience participation during the speech, it may be worth establishing and communicating a time limit for individual questions and the overall Q&A session.
 Q&A sessions can easily be derailed if the speaker (or moderator, depending on the format of the event) doesn’t moderate question-askers well. If a speaker turns back to the questioner and says, “Did that answer your question?” it can lead to unwanted dialogue if the questioner says no or decides to elaborate. Make sure you are prepared to politely move on from the initial questioner so you don’t end up in a dialogue situation.
 Responding to audience questions appropriately demonstrates your knowledge, credibility, and ability to engage with them. It is important to listen carefully, acknowledge the questioner, and consider paraphrasing the question asked for clarity. Then take a moment to gather your thoughts before responding, aiming for a concise, relevant, and thoughtful response. If you’re unsure about a question, it’s acceptable to admit it and offer to follow up with more information later. Additionally, be mindful of your body language and tone, maintaining professionalism and openness throughout the exchange. Always express gratitude for the question and the opportunity to address it, as this fosters a positive rapport with your audience. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Overcoming Fears and Anxiety
 When thinking about the fear associated with public speaking, physicist and chemist Marie Curie’s observation, “Nothing in life is to be feared, it is only to be understood. Now is the time to understand more, so that we may fear less” offers a way to refocus fear.
 If you think about it, the fear of public speaking is simply a recognition of a learning gap, be it a lack of confidence in our knowledge of the material or an inability to effectively communicate our expertise. We don’t look at a bicycle and fear learning how to ride it (maybe getting hurt, but not the process of learning a new skill), so why should we fear developing skills that can improve our careers, our lives, and, perhaps, our world? In an article titled “Fear of Public Speaking: How Can I Overcome It?,” Dr. Craig N. Sawchuk provides ten tips for managing performance anxiety or stage fright, which are adapted below:
 	Know your topic. Having a strong interest in and understanding of your material, including preparing responses to possible questions, will help you stay on point and keep your composure.
 	Get organized. The more organized you are—regarding information, materials, and logistics—the less nervous you’ll be.
 	Practice, rinse, and repeat. If possible, practice your speech and request feedback from friends, family, and colleagues. You can also record and critique your own performance.
 	Challenge worries. Reality check your negative projections. List and then directly challenge specific worries, considering the evidence and alternative outcomes.
 	Visualize your success. Imagining a successful speech creates a more positive frame of mind that can reduce anxiety.
 	Do some deep breathing. To calm yourself, take a few deep, slow breaths before you get up to speak, and remember to breathe during your speech.
 	Focus on your material. People tend to focus on new information, so focus on your message rather than the messenger (you and your nerves) or the audience.
 	Don’t fear a moment of silence. If you draw a blank or get off-topic, take a few seconds and a few deep breaths to regroup.
 	Recognize your success. Congratulate yourself on a completed speech. Reflect on your performance and identify what worked well and areas for improvement.
 	Get support. Join a public speaking group that can help you develop your skills in a supportive setting.
 
 In an article for Forbes, author Carmine Gallo cites the results of a survey of American professionals indicating that 70 percent of those who give presentations agree that presentation skills are critical to their career success. Further, 20 percent of respondents indicated they would do almost anything to avoid giving a presentation, even if it meant losing respect. Given that, developing effective speaking skills is something that can give you a competitive advantage over your peers.
 You can join a local Toastmasters group, a campus speech and debate team, a speakers bureau, or seek out opportunities to speak in front of others. Also, seeking to understand the sources of your fears related to public speaking will help you harness your public speaking potential.
 Effective Speaking Strategies
 Using Emotion
 Although emotion doesn’t factor into the definition of persuasion, it is an essential ingredient. Ancient Greek philosopher Aristotle identified the three elements of persuasion as ethos (credibility), logos (logic), and pathos (emotion). When Gallo analyzed human rights lawyer Bryan Stevenson’s “We Need to Talk About Injustice” talk, voted one of the most “persuasive” on TED.com, the results were surprising to many: 65% pathos, 25% logos, and 10% ethos. Emotion often drives decision-making and opinion formation.
 You can view the transcript for “We need to talk about an injustice” here (opens in new window).
 Believe in Your Message
 To quote law enforcement veteran Morgan Wright, “If you don’t believe what you’re saying, your movements will be awkward and not natural.” You must trust in what you are sharing with your audience or it will come across as insincere.
 Keep Your Speech Brief
 Keep your speech succinct, about 20 minutes or less. The science behind this ideal speech length is that too much information creates a “cognitive backlog” and state of anxiety in your audience which prevents the transfer of ideas. A shorter speech forces you to clarify your ideas and helps you communicate more effectively. Brevity is also key to this era of sharing online. If your speech is recorded and available on the internet, a shorter speech is easier to publish and access and shorter videos tend to be more popular.
 Make it Memorable
 Invest time in distilling your big idea into a short statement that’s captivating and shareable. A short, memorable summary statement makes it easy for your audience to remember both you and the point of your speech.
 I Can, I Will, I Must
 Motivational speaker Eric Thomas distills his message down to six words.
 //plugin.3playmedia.com/show?mf=12272636&p3sdk_version=1.10.1&p=20361&pt=375&video_id=Pn1ihOt8_uw&video_target=tpm-plugin-8ehjr0g6-Pn1ihOt8_uw
 You can view the transcript for “Dick’s Sporting Goods & Dr. Eric Thomas: I Can, I Will, I Must” here (opens in new window).
  Additional Resources
 	If you’re new to TED Talks, the TED in 3 Minutes playlist serves a selection of “snackable” talks.
 	Toastmasters International: Find a Club
 	National Speech & Debate Association
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand techniques to capture and maintain your audience’s attention
 	Understand how to incorporate audience participation
 	Explore strategies to manage common fears and anxiety associated with public speaking
 	Understand the public speaking techniques used by successful speakers
 
  Speaking Tips
 An interactive video picker element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 You can view the transcript for “7-Minute Public Speaking Warm-Up” here (opens in new window).
 You can view the transcript for “6 Ways to Look More Confident During a Presentation” here (opens in new window).
 You can view the transcript for “How to stay calm under pressure – Noa Kageyama and Pen-Pen Chen” here (opens in new window).
  What do you do if you feel nervous about speaking in public?
 Click to Show Sample Answer Answers will vary.
 Public speaking is a skill that you can improve with practice. As you practice, you can try out the various tips from the videos above.
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				 	Recognize important factors to consider when creating business presentations
 	Recognize tools that can make your presentation more engaging for the audience
 
  Presenting with Multimedia
 Presentation software allows you to take an oral presentation to the next level—engaging your audience verbally and visually as well as aurally. What’s particularly powerful about using presentation software and other visual aids is the ability to use imagery to bridge cultural and language gaps and arrive at a shared understanding. Incorporating compelling visuals alongside your spoken narrative, will enhance comprehension, capture attention, and create a more inclusive and immersive presentation experience for your audience.
 Choosing Words Carefully
 It’s vital to recognize that words carry both a denotative (literal) meaning and a connotative (subjective) meaning, influenced by cultural backgrounds and experiences. Connotative meaning can carry emotional or judgmental associations, particularly among audience members from diverse backgrounds. Skilled presenters are sensitive to these nuances and steer clear of language or references that could be misunderstood or carry unintended emotional weight, especially for non-native speakers or individuals from different subcultures. To ensure effective communication, seek feedback from peers or colleagues with similar socio-cultural profiles to your audience, paying particular attention to the underlying meanings of both words and images to align your intended message with its interpretation.
 Advantages of Using Multimedia
 Using multimedia—images, photos, video, and animation—that supports your point also provides repetition and can increase retention. A memory research pioneer, German psychologist Hermann Ebbinghaus, found that we forget approximately 50 percent of new information within 18 minutes, with retention falling to 35 percent after a week.
 However, Ebbinghaus also discovered that repetition of the new information at key intervals can change this trajectory, a discovery known as the spacing effect. Specifically, repeating the information at 10–20 minute, 24-hour, and 7-day intervals countered the initial memory loss and reduced the subsequent rate of memory loss. The lesson for presenters is to include repetition in your presentation. 
 [image: A graph of a steep, exponentially decreasing curve. At 20 minutes after learning, only 58 percent of knowledge is left. At 1 hour, only 44 percent is left. At one day, 33 percent is left, and at 6 days, 25 percent is left.]Figure 1. The Forgetting Curve An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Common Presentation Tools
 Selecting the appropriate presentation tools depends on understanding your audience and presentation purpose. The traditional method of using presentation slides may be suitable for statistics and facts, but for educational or inspirational purposes, consider additional interactive approaches. For example, workshops may involve group activities or “stand and deliver” sessions where participants review and present material.
 For training or strategic planning exercises, where you will need to facilitate idea sharing and engagement, incorporate participative tools like notepads with markers for collaborative learning. You can also utilize easels, dry-erase boards, and other interactive surfaces to facilitate engagement. For participants used to digital tools, a shared Google doc or virtual whiteboard might be more appealing. Adapt your tools to fit the specific presentation purpose in ways that enhance audience engagement to retain information and/or engage with the content.
 Whether you’re presenting to a middle school, higher education, or business audience will also influence your choice of primary and supplemental tools: handouts, product samples, giveaways, worksheets, and snacks (yes, even for adults). If your assignment is to develop and present a business presentation to be delivered to your Business Communications class peers, the topic, format and any supporting materials may be pre-defined. But don’t stop there. If you’re proposing an edible garden space on campus, you could make or hand out seed packets. Think about how to differentiate yourself and your proposal—whatever you’re proposing—in a way that’s relevant and memorable.
 Similarly, if you’re presenting to your management, there may be a company standard template and tools that you’re expected to use. Again, you can distinguish yourself by your knowledge and application of learning and design principles. Even basic facts and figures can be displayed beautifully. Instead of handing out a hard copy of your presentation or supporting charts, graphs, or worksheets, consider creating an infographic. 
 For inspiration, visit David McCandless’s Information is Beautiful website to see examples of infographics.
 Another resource for slide themes, slide design, or infographics is Canva.
  Tools
 Here’s a shortlist of potential presentation visual aids and engagement tools. Consider what combination will best support engaging your audience with your presentation purpose.
 	Presentation software (Google Slides, Microsoft Powerpoint, Canva)
 	Add-ins: Polling, Audience Sharing, Video, Audio
 	Audience Handouts (e.g. infographics, quick reference guides)
 	Giveaways (e.g. pens, pencils, markers)
 	Self-adhesive pads (e.g., Post-it Notes)
 	Dry erase boards
 	Snacks for audience refreshment and engagement!
 
 When preparing for a presentation, it is also important to think about physical space and technology set-up to ensure a smooth and impactful delivery. Assess the room layout to determine the best arrangement for audience interaction and visibility of presentation materials. Ensure adequate lighting to maintain audience engagement and visibility of visual aids. Temperature controls should be adjusted to keep participants comfortable throughout the presentation. Also, verify the availability of reliable wifi and electrical outlets for any technological needs, such as presentation software or polling add-ins.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize important factors to consider when creating business presentations
 	Recognize tools that can make your presentation more engaging for the audience
 
  Planning a Presentation
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=171#oembed-1 
 
 You can view the transcript for “How to Make a Presentation Deck that Doesn’t Stink | Christine vs. Work” here (opens in new window).
  Are slides always necessary for an effective presentation?
 Click to Show Sample Answer It’s not always necessary to prepare slides. Your emphasis should be on the content and delivery rather than on the slides themselves. Consider the following:
 	Engagement Over Slides: A great presentation engages the audience through the speaker’s delivery and interaction, not just the slides. 	A motivational speaker at a conference uses personal stories and interactive activities to engage the audience. Even without slides, their dynamic speaking style and relatable anecdotes keep the audience captivated and inspired. 
 
 
 	Less Can Be More: Sometimes, fewer slides or even no slides can be more effective, as too many visuals can overwhelm and distract the audience. 	During a business pitch, an entrepreneur uses only a few simple slides with key financial figures and product images. Instead of relying on slides, they focus on a compelling narrative about their business model and vision, which resonates more powerfully with the investors. 
 
 
 	Clarity and Organization: The most important aspect of a presentation is how well the content is organized and delivered, whether or not slides are used. 	In a team meeting, a project manager presents a complex new strategy without slides. They outline the plan clearly on a whiteboard, using diagrams and bullet points. The clear, logical flow of their explanation helps the team understand and retain the information better than a slide-heavy presentation would have. 
 
 
 	Know Your Audience: Tailoring your presentation to the audience’s needs and expectations is crucial, and sometimes that means focusing more on speaking and less on slides. 	For a professional development workshop, a trainer opts for a hands-on demonstration and group discussion instead of slides, catering to their preference for practical, interactive learning.
 
 
 
 These examples illustrate how effective presentations can be achieved by focusing on engagement, clarity, organization, and audience needs, rather than relying heavily on slides.
   
	

			All rights reserved content
	How to Make a Presentation Deck that Doesn't Stink | Christine vs. Work. Authored by: Harvard Business Review. Retrieved from: https://youtu.be/sQzD3st8mTk. License: Other. License Terms: Standard YouTube License

Public domain content
	Adapted from material created using ChatGPT. Authored by: Lumen Learning. Provided by: OpenAI. License: Public Domain: No Known Copyright



			


		
	
		
			
	
		117

		Learn It 8.2.1 Creating Effective Presentations

								

	
				 	Understand the key elements that make a presentation effective
 	Understand the purpose, audience, and message of your presentation
 	Recognize common mistakes to avoid in presentations
 	Learn how to create a presentation for a business meeting
 
  Parts of a Good Presentation
 The key elements of a good presentation are content, organization, and delivery.
 Content
 Substance and style are both a part of your content. Substance elements include the originality and significance of your idea, the quality of your research and analysis, clarity and potential impact of your recommendations. Style aspects of content include confidence and credibility, both of which have a significant impact on how you—and your message—are received.
 Organization
 Good organization starts with a strong opening and continues in a logical and well-supported manner throughout the presentation, leading to a close that serves as a resolution of the problem or a summary of the situation you’ve presented. The audience experiences good organization as a sense of flow—a forward movement to a satisfying close. This forward momentum also requires audiences to have a certain level of technical and information-management competency. A good presentation requires a presenter to put thought into information design, from the structure and content of slides to the transitions between individual points, slides, and topics.
 Delivery
 Delivery entails a range of factors from body language and word choice to vocal variety. In this category, your audience is responding to your personality and professionalism. A good presenter has a passion for the subject and an ability to convey and perhaps elicit emotion in the audience. Audience engagement—through eye contact, facial expression, and perhaps the use of gestures or movement—also contributes to an effective presentation. However, some gestures, movements, or other mannerisms can be distracting. 
 With those key features in mind, let’s add a disclaimer. The reality is that your features won’t matter if you don’t deliver one essential benefit: relevance.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Presentation Content
 It may be helpful to think of your presentation as having three key parts or interlocking gears: purpose, audience, and message. Let’s walk through the presentation development process at this planning level.
 Purpose
 Generally, the first step in developing a presentation is identifying your purpose. Purpose identifies an objective or an intended outcome. You don’t want to waste your audience’s time.
 Your purpose will determine both your content and approach. You might also want to consider supplemental tools, audience materials, and the room layout of where your presentation will take place. Perhaps your purpose is already defined for you: your manager has asked you to research three possible sites for a new store. In this case, it’s likely there is an established evaluation criteria and format for presenting that information. Your content and approach are therefore defined.
 If you don’t have a defined purpose, consider whether your objective is to inform, educate, or inspire a course of action. State that objective in a general sense, including which action you want your audience to take based on your presentation. Once you have your purpose solidified, it is time to consider your audience. 
 Audience
 [image: an audience in an auditorium]You need to know what your audience already knows and what they need to know to effectively present. The second step in the presentation development process is audience research. Who are the members of your audience? Why are they attending this conference, meeting, or presentation? This step is similar to the demographic and psychographic research marketers conduct before crafting a product or service pitch—and just as critical. Key factors to consider include your audience’s age range, educational level, industry/role, subject matter knowledge, etc.
 Understanding your audience will allow you to articulate why they should be interested. Profiling your audience also allows you to adapt your message so it’s effective for this particular audience. That is, to present your idea (proposal, subject matter, recommendations) in depth and in a manner using language, terminology, and tools that are appropriate. Don’t expect your audience to meet you where you are. Your job is to need to meet them where they are.
 Knowing your audience also means understanding what management expects from you. Are you serving in an analyst role, conducting research, and presenting facts to support a management decision? Or are you expected to make a specific recommendation? Be careful of power dynamics and don’t overstep your role. Either way, be prepared to take a stand and defend your position. You never know when a routine stand-and-deliver presentation could become a career-defining opportunity.
 Message
 The third step is honing your message. In “TED’s Secret to Great Public Speaking,” TED Conference curator Chris Anderson notes that there’s “no single formula” for a compelling talk, but there is one common denominator: great speakers build an idea inside the minds of their audience. Take, for instance, Chimamanda Adichie’s idea, which Anderson summarizes as “people are more than a single identity.”[1] As Adichie expresses it: “The problem with stereotypes [of a single story or identity] is not that they are untrue, but that they are incomplete.”[2] Or Sir Ken Robinson’s idea that creativity is an essential building block for learning. He expresses the idea: “My contention is that creativity now is as important in education as literacy, and we should treat it with the same status.”[3] Ideas matter because they’re capable of changing our perceptions, our actions, and our world. As Anderson puts it: “Ideas are the most powerful force shaping human culture.”[4]
 If ideas are that powerful, more must be better. It depends on your purpose. As any seasoned salesperson knows, you don’t walk into a meeting with a prospective client and launch into an overview of every item in your company’s product or service line. That’s what’s known as “throwing spaghetti on the wall to see what sticks” and it’s not very effective. What audience members expect is that you’ve done your homework, that you know them and their pain, and that you have something to offer. Your goal is to offer a fresh perspective, an innovative approach, or a key insight that will change things for the better. 
 Now that you have an overview of the presentation development process, let’s review what can—and often does—go wrong. By considering audience, purpose, and message you can avoid common presentation mistakes.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Bad Presentations
 You would think that modern technology would lead to better, more compelling presentations. Interestingly, the problem is, to some extent, the technology. It’s estimated that 30 million PowerPoint presentations are created every day, with a majority of presenters opting for default layouts and templates. The problem is, we’re wired for story, not bullet points. Potentially good presentations become bad when we rely too much on presentation slides as a script which negatively impacts the speaker’s verbal and non-verbal delivery.
 In response to a question regarding “death by PowerPoint” on the TechTarget Network, Margaret Rouse provided this definition: “a phenomenon caused by the poor use of presentation software,” identifying the primary contributors of this condition as “confusing graphics, slides with too much text and presenters whose idea of a good presentation is to read 40 slides out loud.”[1]
 Too Much vs. Too Little
 The common denominator of presentation mistakes is that they represent a failure of communication. This failure can be attributed to two errors: too much or too little. The error of too much information on presentation slides is generally the result of trying to use slides as a teleprompter or a substitute for a report. Too much prompts audience members to walk out or tune out, turning their attention instead to doodling or checking their device of choice. You can probably think of a time when you watched a speaker read directly from their slides for most of the presentation. Did you find it engaging? If the entire presentation is on slides, what purpose does the speaker serve?
 What bad presentation slides also have in common is too little attention to the emotive part of delivery due to focusing on getting through the slides. Presentation expert and author Gar Reynolds captures the crux of the problem: “A good presentation is a mix of logic, data, emotion, and inspiration. We are usually OK with the logic and data part, but fail on the emotional and inspirational end.”[2] There’s also a hybrid too little-too much mistake, where too little substance and/or no design sensibility is — in the mind of the presenter — offset by transitions and special effects. 
 The 10/20/30 Rule
 The 10/20/30 rule, generally attributed to venture capitalist Guy Kawasaki, is a good guideline to help you achieve a balance in your presentations. In brief, 10/20/30 translates to a maximum of 10 slides, a maximum of 20 minutes, and a minimum of 30-point font.[3]
 [image: A visual representation of the 10/20/30 rule. There are three icons accompanied by text. The first icon is a stylized depiction of a slide deck, with the number "10" and the text "slides max" underneath, indicating that the presentation should have a maximum of 10 slides. The second icon shows a clock with one third of the face highlighted, next to the number "20" and the text "minutes max," suggesting that the presentation should be no longer than 20 minutes. The third icon features the text "text size" with the number "30" and the words "point min" below it, indicating that the minimum font size for the presentation text should be 30 points.]Figure 1. Your presentation should have no more than 10 slides, take no more than 20 minutes, and use type no smaller than 30-point font. While this rule is a good starting point, it doesn’t overrule your audience analysis or understanding of your purpose. Sometimes, you may need more slides or have a more involved purpose—like training people in new software or presenting the results of a research study—that takes more than 20 minutes to address. In that case, go with what your audience needs and what will make your presentation most effective. The concept behind the 10/20/30 rule is to make new learning easy for your audience to take in, process, and remember.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Making a Presentation for a Meeting
 What’s considered an effective or persuasive presentation structure has similarities to storytelling. The story begins with a problem, follows a logical sequence of events from beginning to end, and ends with a resolution. 
 In a business context, a good presentation achieves its intended outcome. To achieve a specific outcome or objective, you need to know what it is.
 Before you start building your presentation, you need to consider three things:
 	The purpose of your presentation
 	Your audience
 	Your (one) message
 
  The 3-Part Presentation Structure
 To build our presentation, we’ll use presentation expert Nancy Duarte’s interpretation of the classic 3-part story structure illustrated below. 
 [image: A chart showing the stages of persuasive storytelling. The chart starts at the bottom, labelled What Is. The chart goes up to the top, labelled What Could Be, then back down. It goes up and down four times, ending at the top.]Figure 1. Persuasive story structure (Duarte, “Structure Your Presentation Like a Story,” 2012). The Beginning
 The story starts with “What is”—the current state. Describe this baseline state in a way that is recognizable to the audience. This allows you and the audience to get in sync. And with this base level of agreement, your audience will be more receptive to your proposed change.
 The second step is to introduce “What could be.” The gap between what is and what could be adds tension and drama to your story and largely determines the significance of your presentation. If there’s no conflict or no proposed change, what’s the point of the presentation?
 Let’s say you’re an analyst on the new product development team of a retailer known for exclusive, trend-forward “house” branded products. Your company’s reputation and revenue depend on the consistent introduction of new consumer goods. Marketing and distribution are key strengths, but new-product performance is off, revenue is below expectations and the company’s stock price recently fell 30 percent. Within your company, R&D (research & development) is strictly an insider’s game; any ideas or innovations that weren’t developed in-house are blocked. The problem is, you can’t innovate fast enough—or with enough market demand accuracy—to meet financial and stock market expectations. You and the other analysts on your team have been tracking innovation trends and successes and you think the answer is opening the R&D works to outside ideas and innovations. Here’s how you might lay out your presentation:
 	What Is: We missed our quarterly earnings numbers, largely due to a failure to meet our innovation success targets over the last six months.
 	What Could Be: Initial data suggests we could get back on track by modifying our R&D model to incorporate external innovations.
 
  The Middle
 The bulk of your presentation is developing the contrast between what is and what could be in order to set up your proposed resolution of the conflict or challenge. The objective is also to establish the validity of your arguments, so your proposed call to action is perceived as a logical and inevitable conclusion to the conflict.
 	What Is: We currently bear the full cost and risk of developing new products and our innovation success rate—the percentage of new products that meet financial objectives—is running 25 percent below target.
 	What Could Be: Sourcing promising innovations from outside the company could reduce R&D costs and risk while also increasing our innovation success rate. 
 	What Is: Our R&D process is taking so long that we’re missing trends and losing our market-leading brand reputation.
 	What Could Be: We could license or buy promising innovations for a fraction of the cost it would take to develop them from scratch and leverage our marketing and distribution strengths to claim shelf and market share. 
 	What Is: Our below-plan performance and new product pipeline are costing us political capital with executive management, and we’re at risk of losing budget and/or layoffs.
 	What Could Be: Adopting an open innovation culture would allow us to create partnerships that leverage our strengths and drive revenue, regaining a position of value within the company.
 
  The End
 To craft a powerful close, Duarte’s advice is to avoid a list of bullet-point to-dos. Your objective here is to achieve a resolution of the conflict introduced at the beginning, to issue a call to action that inspires your audience to support your vision of what could be, a state Duarte refers to as the “new bliss.”
 Call to Action
 To recover our position as a source of revenue and brand value, we need to start working to build a culture and networks that support open innovation and accelerate the development of new products, regardless of the source of the idea.
 New Bliss
 Our ability to drive value secures our position and reputations in the company, and in the marketplace, and pays off in employee stock value and profit sharing.
 The new bliss articulates the proposed—and a desired future state—incorporating the WIIFM, what’s in it for me, that motivates your audience to buy into and work to support the required change.
  Finally, before presenting, test your presentation. Ask colleagues, friends, or family to listen to a practice run and rate you on your 3-part structure and the seven principles of business communication. In particular, identify and address any words or images that may represent a barrier to effective communication.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand the key elements that make a presentation effective
 	Understand the purpose, audience, and message of your presentation
 	Recognize common mistakes to avoid in presentations
 	Learn how to create a presentation for a business meeting
 
  Virtual Presentation Tips
 //plugin.3playmedia.com/show?mf=12272639&p3sdk_version=1.10.1&p=20361&pt=375&video_id=atLvsjIIsOI&video_target=tpm-plugin-uac6ipgx-atLvsjIIsOI
 You can view the transcript for “How To Ace A Virtual Presentation | Forbes” here (opens in new window).
  Which of the video’s practical tips will you implement in your next video presentation?
 Click to Show Sample Answer Answers will vary.
 In your next virtual presentation, you might choose to implement one or more of the practical tips from the video to enhance your effectiveness and engagement. Here’s how you can specifically incorporate these strategies:
 	Exaggerate Your Gestures and Tone: To avoid appearing stiff and robotic, try to exaggerate your gestures and vary your tone of voice. Practice this by recording yourself twice: once normally and once with exaggerated movements and expressions. Watch both recordings to see the difference and find a comfortable balance. Remember, being animated helps keep your audience’s attention.
 
 	Maintain Eye Contact: Place a small sticker or a smiley face near your camera to remind you to look directly at it. This creates the impression that you are looking at your audience, making them feel more engaged. 
 
 	Keep It Short and Sweet: Aim to make your key points clearly and concisely. Avoid long, dense explanations. Instead, use brief stories, examples, or anecdotes to illustrate your points. 
 
 	Engage with Technology: Use interactive tools to involve your audience. For instance, start your presentation with a quick poll or quiz to gauge your audience’s knowledge or opinions. Midway, you could include a brief breakout discussion session using virtual breakout rooms, and then reconvene to share insights.
 
 	Conduct a Dry Run: Before your actual presentation, do a full practice session with friends or family as your audience. This helps you get comfortable with the flow of your content and the technology you’re using. It also allows you to troubleshoot any issues beforehand, so you feel more confident during the actual presentation.
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				 	Understand what social media marketing is and its benefits and challenges
 	Understand how businesses develop their brand identity using social media
 	Recognize how businesses engage with customers through social media
 	Understand how companies promote their products on social media
 
  Social Media and Business Communication
 While the content of business communications should be the central item of concern, there is no question that the type of media used to express the message is important. Social media presents society with many opportunities and challenges. Some consider social media one of the greatest developments of the modern age, and people can be seen every day using their phones to connect with people across the world. Others believe that social media undermines real social connections and harms our ability to communicate more meaningfully.
 Social Media Marketing
 social media marketing
 Social media marketing refers to using social media platforms to deliver content that drives engagement with your brand.
  Businesses use social media not just for advertising but for other aspects of marketing as well, taking advantage of opportunities to engage with consumers directly. An important aspect of marketing is increasing awareness: have you helped your customers make meaningful decisions? 
 Opportunities
 The major opportunities of social media marketing include reaching global customers, increasing brand awareness, engaging with targeted customers, and increasing website traffic.
 Global reach: Social media connects companies to billions of users across the globe. Because of this reach, companies can connect with new and existing customers in profitable ways.
 Increasing brand awareness: Because of the billions of active users on social media, brands can increase awareness of their existence with targeted consumers.
 A five-year-old swimsuit and beachwear company, Cupshe, had little to no brand recognition among US consumers until it launched campaigns on Facebook and Instagram. In 2020, the company boasted $150 million in sales without a single storefront.[1] Consumers were exposed to the brand via social media ads, which then drove them to the company’s website to browse styles and make purchases. Customer engagement: Social platforms help brands engage directly with consumers. Mass forms of promotion such as advertising only offer one-way communication from the company to the customer. Social media platforms allow for multidirectional communication between the company, users, and brand communities.
 Driving website traffic: Social media drives traffic to company websites. Users see a sponsored advertisement in their news feed that is highly relevant to their interests and click on the content to learn more, browse inventory, and, ultimately, make a purchase.
 Challenges
 Distrust: The major challenge facing marketers who use social media to reach target audiences is that there is a growing distrust of social media platforms in terms of what they do with our private information.
 Dedicated resources: Social media marketing requires dedicated campaign managers who can post fresh content frequently, monitor engagement, and respond to comments.
 Lack of control: While multidirectional dialogue between consumers and the company is an advantage, the comments cannot be controlled. Users can tarnish the company’s brand name if they share negative experiences or opinions about the brand.
 What Goes Viral?
 Why do some things go viral and others don’t? Learn from BuzzFeed’s publisher Dao Nguyen and her TED Talk on the tactics her team uses to make things go viral.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=179#oembed-1 
 
 You can view the transcript for “What Makes Something Go Viral?” here (opens in a new window).
  Targeting
 targeting
 Targeting in marketing refers to the process of identifying and focusing on specific groups of consumers who are most likely to benefit from and be interested in a company’s products or services.
  Targeting involves dividing the market based on criteria such as demographics, interests, behaviors, and needs, and then selecting one or more of these segments as the focus of marketing efforts. Targeting is closely related to audience analysis. Audience analysis involves gathering and interpreting data about potential customers’ demographics, interests, needs, and behaviors. This comprehensive understanding is crucial because it informs the targeting process, enabling businesses to identify and categorize different segments of the market that are most likely to benefit from and engage with their products or services. 
 Targeting is important in selecting the best social media platform to use because the demographics of the users of each social media platform are not the same. For example, if your company sells a smartwatch that includes features such as detecting falls and giving medication reminders, you might be targeting older adults and seniors. On the other hand, if you were marketing a subscription-based fitness app that uses games to encourage daily workouts, you might be targeting teens and young adults.
 Social Media Platform Use by Age[2]
 18-29 years: Snapchat (41%), TikTok (35%), Instagram (32%)
 30-39 years: LinkedIn (34%), X/Twitter (34%), Snapchat (33%) Instagram (32%)
 40-49 years: LinkedIn (25%), Facebook (22%), X/Twitter (21%)
 50-59 years: Facebook (29%), LinkedIn (24%), Pinterest (24%)
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Developing a Brand Identity
 brand
 A brand is a distinctive identity that represents a company or product, distinguished by its name, logo, design, and the overall experience it promises to its customers.
  A brand is an intangible asset with tangible value. A brand is a feeling that is made up of the organization’s promotion efforts along with consumer meaning. The value of a brand is challenging to measure, but it is often the most valuable part of a company. Branding is the process of developing a brand. Successful brands engage their customers on a personal level, connecting to their emotions and needs. The central benefit of branding is establishing a connection with customers that encourages them to purchase the brand, creating a financial return.
 Using Social Media to Develop a Brand Identity
 Social media platforms provide companies a way to express themselves in a way that’s not just seen but interacted with daily. Some important effective strategies are:
 Consistency: A consistent voice and tone across platforms are critical. They ensure that no matter where a customer encounters the brand, they receive the same message and feeling. This consistency reinforces brand recognition, making it more likely for customers to remember and choose the brand in the future.
 Visual Identity: Visual identity and consistency are equally important. A brand like Coca-Cola uses its iconic red and white color scheme consistently across all social media platforms, making its posts instantly recognizable. This visual consistency strengthens the brand’s identity and aids in quick recognition.
 Storytelling: Storytelling on social media is a powerful tool. Take, for example, Dove’s Real Beauty campaign, which uses real stories from real women to communicate its brand values of diversity and self-acceptance. This approach not only distinguishes Dove from its competitors but also builds a deeper connection with its audience.
 Unique Brand Voice: The development of a unique brand voice and tone that resonates with the target audience is crucial. Wendy’s, for instance, adopts a playful and witty tone on X, engaging with customers and other brands alike. This unique voice has helped Wendy’s stand out in a crowded fast-food market, turning its social media presence into a vital part of its brand identity.
 Engaging Content: Creating content that aligns with the brand’s identity and values is paramount. Innovative use of hashtags, branded content, and the encouragement of user-generated content can significantly amplify a brand’s voice and presence. In addition to creating content, it’s important to listen and engage with your audience. Responding to comments and feedback is part of growing a community around your brand.[1]
 Baddies and Budgets[2]
 Jasmine Taylor, a 31-year-old from Amarillo, Texas, gained fame on TikTok by sharing her journey with “cash-stuffing,” a budgeting method involving separating cash into physical envelopes. She leveraged her viral success to establish Baddies and Budgets in spring 2021 with just $1,200. Her business sells cash-stuffing accessories and branded apparel, generating about $850,000 in revenue in 2022.
 When Taylor began using TikTok, her goal wasn’t fame or business creation, but the viral success of her financial content highlighted a significant audience interest in budgeting which prompted her to start Baddies and Budgets. In addition to a blog on her website, she also communicates through Instagram, YouTube, and TikTok to over 1.2 million followers across the various platforms.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=180#oembed-1 
 
 You can view the transcript for “I Turned This Cash-Only Savings Hack Into An $850K Business” here (opens in new window).
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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	Ermey, Ryan. “How a 31-Year-Old Built a ‘Cash Stuffing’ Business on Track to Bring in $1 Million This Year: ‘Make Sure You Have the Backbone for It.’” CNBC, May 10, 2023. https://www.cnbc.com/2023/05/10/how-jasmine-taylor-built-a-highly-successful-cash-stuffing-business.html. ↵
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				Engaging with Customers
 Social media can act as an impactful connection between businesses,  customers, and other stakeholders. Organizations can interact directly, collect feedback, and build community through social media. Understanding how to leverage these platforms can transform customer relations, enhance brand loyalty, and even drive product innovation.
 Direct Engagement
 Social media breaks down the barriers between companies and consumers, allowing for immediate communication. Brands that excel in this arena use direct messaging and comments to offer customer support, answer inquiries, and engage in conversations. This direct line not only solves customer issues more efficiently but also humanizes the brand.
 JetBlue[1]
 JetBlue Airways is well known for its responsive and helpful customer service on X. The airline’s dedicated team addresses concerns, provides updates, and engages with customers in real time, often with a personal touch that enhances customer satisfaction and loyalty.
  Building a Community
 Beyond individual interactions, social media enables brands to cultivate a sense of community among their customers. Contests and giveaways can further engage and expand this community, turning customers into brand advocates. Encouraging user-generated content, such as photos or stories using specific hashtags, allows customers to contribute to the brand narrative. Positive user-generated content also has the added benefit of promoting brands without any monetary cost to the business.
 Starbucks[2]
 Starbucks’ #RedCupContest is a prime example of community building, inviting customers to share their creative holiday cup designs on Instagram. This contest not only engaged their audience but also created a wealth of authentic, brand-relevant content that enhanced Starbucks’ seasonal marketing. 
 It was also a cleverly designed contest. You had to first buy a cup of coffee on which you’d draw your design. Then you had to post it to social media with their hashtag. Out of over 1,200 submissions, Starbucks chose 13 to use in their stores.
  Feedback and Adaptation
 Perhaps one of the most significant advantages of social media is the ability to gather and act upon customer feedback. By monitoring comments, reviews, and mentions, businesses can gain insights into customer preferences, pain points, and trends. This feedback loop can lead to rapid adjustments in products, services, or marketing strategies, keeping the brand relevant and aligned with customer needs.
 Youthforia[3]
 Upon launching its skincare-infused foundation “Date Night,” the beauty brand faced significant backlash from Black social media influencers. Youthforia sent samples of their products to influencers and many took to social media to show that the limited shade range did not adequately cater to deeper skin tones. This led to the company releasing 10 new shades in four months rather than the two year period that had originally been planned.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Promoting Products
 A key reason businesses use social media is to bring attention to a new or existing product. Using social media for this purpose can be less expensive than traditional advertising methods companies can usually reach a large audience immediately. Using social media before a product’s launch can help generate excitement for the upcoming product and get the attention of potential new customers.
 Canva, a social media marketing blog, describes various tactics when announcing a product launch:[1]
 	Design a hashtag. By using a hashtag, you can create a central “hub” for all posts about your new product. People posting about the product can also use this hashtag, which increases the reach of the product.
 	Organize a countdown. Countdowns can increase interest over a period of time. As you release messages on a schedule, it gives more people the opportunity to get excited and ready for the product by the time it is released.
 	Develop consistency across platforms. The look and feel of a Facebook post should be roughly similar to something on Pinterest or Snapchat. While this is important across all social media messaging, it’s particularly important when launching something new. If your messaging is inconsistent, people might get confused about what exactly is being released.
 	Have a clear call to action. As with good web design, a social media message should be easy to interpret. You want your audience to have all the information they need to either further interact with your social media campaign or have the information they need to get your product.
 
 Even existing products can benefit from promotion on social media. But for any product promotion two key questions are:
 	Is the message or post authentic?
 	How easy have they made it to interact?
 
 Chipotle x Corn Kid[2]
 When 7-year-old Tariq (Corn Kid) went viral on TikTok for his love of corn, Chipotle saw an opportunity to promote its roasted chili-corn salsa. Chipotle arranged a collaboration with Corn Kid ordering his favorite food at Chipotle. The resulting TikTok video was viewed more than 59.6 million times, shared over 266,500 times, and liked over 9 million times.
 [image: The Corn Kid orders corn at Chipotle]Figure 1. The Corn Kid ordering corn at Chipotle in a TikTok video You can view the Chipotle x Corn Kid video on TikTok and the transcript for “Wait for it #corn” here (opens in new window).
  Advertising a Sale
 Considerations for announcing a sale or event are similar to announcing new products. You want to create interest and excitement around the sale. You can do this by either spotlighting the size of the sale or savings or highlighting the reason for the sale: for example, you can highlight a big fifty percent off blow-out sale or you can highlight back-to-school savings.
 Of course, these aren’t the only types of sales, but these are the typical ways you would frame a sale.
 Small Business Saturday[3]
 Perhaps one of the biggest sales of the year is any company’s Black Friday sale. Black Friday is the day following Thanksgiving Day in the U.S., marked by significant discounts and promotional sales in retail stores and online. It traditionally signals the start of the holiday shopping season. American Express created Small Business Saturday in 2010 to encourage shoppers to support local and small businesses during the holiday season, particularly the day after Black Friday.
 The Small Business Administration cosponsors Small Business Saturday and promotes the hashtag #ShopSmall to support small businesses.
 [image: The image is an Instagram post by "hopelatinas" featuring a promotion for "Shop Small Saturday." The post highlights a small business named "Earthy Corazon" and provides the following details: Small Business: Earthy Corazon What they Sell: Candles, Bodycare, & Essential Oils Where you can find them: Earthycorazon.com. The post includes a caption encouraging support for small Latina businesses, particularly for the holiday season. It emphasizes the importance of empowering Latina entrepreneurs and contributing to community growth. The hashtags used are #ShopSmall, #SupportLatinaBusinesses, and #LatinaEntrepreneur.]Figure 2. Nonprofit Hope Latinas promoted Small Business Saturday on Instagram. You can view the Hope Latinas post on Instagram and the transcript for “Join @HOPElatinas in celebrating #ShopSmallSaturday by supporting small Latina businesses!” here (opens in new window).
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand what social media marketing is and its benefits and challenges
 	Understand how businesses develop their brand identity using social media
 	Recognize how businesses engage with customers through social media
 	Understand how companies promote their products on social media
 
  Ethics of “Sharenting”[1]
 A new generation of young adults is grappling with the consequences of having their childhoods documented online. Some are speaking out about the negative impacts of “sharenting” and family vlogging, practices where parents share extensive details of their children’s lives on social media, sometimes for monetary gain as social media influencers.
 As the children have become adults, they have started a growing movement of young advocates pushing for legal protections for children whose images and stories are used for profit on social media. They’re calling for financial compensation for these children and the right to delete unwanted content when they become adults. Their efforts are gaining traction. In 2023, Illinois passed a groundbreaking law requiring parents to compensate child influencers, with several other states now considering similar legislation. These laws aim to treat social media influencing more like the film industry, where child actors have long had financial protections.
 Chris McCarty, a 19-year-old advocate, founded the organization Quit Clicking Kids to combat the monetization of children on social media. McCarty points out that, unlike child actors who can separate work from home life, children of family vloggers often live in homes that feel like constant movie sets, with no escape from the camera.
 Jessica Maddox, a professor from the University of Alabama, emphasizes that content creation is indeed work, and children featured in monetized content are essentially performing labor. Experts stress the need for parents to consider the long-term consequences of sharing intimate details of their children’s lives online.
 What ethical guidelines should marketers follow to balance the commercial interests of promoting products with the need to protect the privacy and well-being of children featured in their campaigns?
 Click to Show Sample Answer Answers will vary. Here are some guidelines to consider:
 	Informed Consent: Ensure that both the parents and the children understand and agree to the nature of the collaboration, including how the content will be used and the potential impacts on the child’s privacy and well-being.
 
 	Age-Appropriate Content: Create and promote content that is suitable for the age and maturity level of the children involved, avoiding any material that could be deemed exploitative or inappropriate.
 
 	Privacy Protection: Take measures to protect the children’s personal information and privacy, such as avoiding the disclosure of sensitive details like their home address, school, or other identifiable information.
 
 	Transparency: Clearly disclose any sponsorships, partnerships, or financial arrangements related to the content to ensure that the audience is aware of the commercial nature of the collaboration.
 
 	Financial Compensation: Ensure fair compensation for the children involved, similar to the protections and benefits afforded to child actors.
 
 	Monitoring and Feedback: Regularly monitor the impact of the content on the children involved and be open to feedback from them and their families, making adjustments as necessary to protect their well-being.
 
 	Advocacy and Education: Advocate for industry-wide standards and educate parents and influencers about the ethical considerations and best practices for involving children in social media collaborations.
 
 
   Influencer Collaboration
 This simulation explores social media marketing. Try the simulation a few times to see how different choices lead to different outcomes. In the simulation, you should take the opportunity to try out choices you think are right and some you suspect are wrong since you can learn from both. The simulation allows unlimited attempts so you can gain experience exploring and applying the concepts.
 https://lumenlearning.h5p.com/content/1292133301729102578/embed
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				 	Learn how to create and maintain a professional presence on social media platforms
 	Understand how to network with professionals and organizations through social media
 	Understand how LinkedIn is utilized for recruiting talent and job searching
 
  Social Media for Careers
 Social media has transcended its original purpose of connecting friends and family to become a pivotal tool in professional networking and recruitment. Platforms such as LinkedIn, Twitter, and Facebook have opened up new avenues for professionals to showcase their skills, connect with peers and industry leaders, and explore career opportunities. For organizations, social media provides a dynamic platform to attract, engage, and recruit top talent, leveraging the reach of digital networks and employer branding. 
 Building a Professional Online Presence
 Not all social media platforms are created equal, especially when it comes to professional networking. LinkedIn, with its business-focused environment, is a leading platform for professional networking and job searching. X offers a more casual space for engaging in industry conversations, and Facebook’s groups can also serve as a valuable resource for connecting with others in your industry. However, if you work in a creative role, your professional networks might be better served on platforms such as Instagram and Behance. Doing your research and selecting the right platform(s) is the first step in building a professional online presence.
 Optimize Your Profile[1]
 [image: A photo portrait of a person wearing blazer over a shirt]A professional photo doesn’t have to be taken by a professional photographer but your appearance should align with norms in your industry. A well-crafted social media profile can serve as your digital resume and first impression to potential employers and connections. Key elements that employers look for include:
 	A Professional Photo: A clear, professional headshot conveys seriousness and approachability. The photo doesn’t need to be taken by a professional photographer but your appearance should align with the norms in the industry in which you are seeking work. A study from Harvard University found that profiles with photos are 14 times more likely to be viewed than those without.
 	A Compelling Headline: Summarize your professional identity in 120 characters. If you are unsure, use some words and phrases that are connected with the jobs you are seeking.
 	Skills and Experiences: Your position titles should match the ones on your résumé and the description of each of your experiences should include quantifiable accomplishments if possible (e.g. percent increase in sales, size of budgets managed). You can use the same descriptions that you used on your résumé.
 	A robust network: If you have no connections on your profile, a recruiter might wonder if the profile is real. It’s important to make connections with people who know your work and can endorse your skills. You can also reach out to connect with people you admire, people who work within your industry, or employees at companies where you’d like to work in the future.
 
 Make sure to keep your profile updated. If a hiring manager sees an outdated profile, they may jump to the conclusion that you have not been growing in your career.[2]
  Create and Share Content
 Creating and sharing content related to your field can position you as a thought leader and keep you visible in your network. Some ways you can engage include:
 	Engage with Current Events: Share and comment on news relevant to your industry.
 	Create Original Content: Blog posts, infographics, or short videos can showcase your expertise and insights.
 	Curate Quality Content: Share valuable content from others, adding your own commentary to spark discussions.
 
 Online Best Practices
 Navigating the line between professional and personal online can be challenging. Adjusting privacy settings to control who sees what content is important. For example, perhaps you use an Instagram account to communicate with your friends. If the use is purely personal, you may wish to keep it private. However, for employers to find you on LinkedIn, you would need to adjust your account settings to allow your profile to be searchable.
 Additionally, maintaining a professional demeanor in all online interactions and being respectful of differing opinions are key to establishing a positive online presence. Think carefully before you post; some types of content could potentially hurt your professional brand.
 What NOT to Post on LinkedIn[3]
 	Avoid Political or Controversial Topics: Such discussions can polarize your audience and harm your professional credibility.
 	Posting Negative Feedback or Voicing Complaints: Criticizing your job, colleagues, or clients publicly can damage your credibility and undermine your professional relationships.
 	Posting Content That Lacks Professionalism: Inappropriate, offensive, or vulgar content can undermine your credibility.
 	Sharing Unrelated Content: Focus on topics that align with your professional interests and industry to add value to your network.
 	Overdoing Self-Promotion: Balance self-promotional posts with valuable insights and content for your audience.
 	Sharing Excessively Personal Information: LinkedIn is for professional updates, and personal events might not be relevant to your network. Oversharing personal details can be perceived as unprofessional, especially by potential employers.
 	Utilizing Clichés and Overused Buzzwords: Using too many buzzwords can make your content seem inauthentic.
 	Creating Misleading Headlines or Clickbait Titles: Misleading headlines can erode trust and credibility among your audience.
 	Disclosing Confidential or Proprietary Information: Sharing sensitive company information can lead to legal issues and damage trust.
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Networking with Professionals and Organizations
 Networking is an important aspect of professional growth and career advancement. 
 	Access to Opportunities: Many job openings and career opportunities are not advertised publicly but are filled through personal and professional networks. Networking can provide insider information and access to these hidden opportunities.
 
 	Knowledge Exchange: Networking allows individuals to share and gain knowledge that is not readily available in public domains. This exchange of information can include industry trends, insights, best practices, and advice on career advancement.
 
 	Increased Visibility: Building a robust professional network increases your visibility within your industry. Being active and engaged in your network keeps you top of mind among your peers and industry leaders, which can lead to recommendations and endorsements.
 
 	Professional Support and Guidance: Networking provides access to mentors and advisors who can offer guidance, support, and feedback. These relationships can be crucial in navigating career challenges and making strategic decisions.
 
 	Personal Development: Interacting with a diverse group of professionals can enhance your interpersonal skills, including communication, negotiation, and leadership abilities. Networking challenges individuals to step out of their comfort zones, fostering personal growth and development.
 
 	Resource Sharing: Networks often function as a platform for sharing resources, whether it’s information about job openings, recommendations for service providers, or access to industry-specific tools and methodologies.
 
 	Reputation Building: Through networking, professionals can build and maintain a reputation in their field. Engaging with your network by sharing knowledge, providing assistance, and being reliable can establish you as a respected and valuable member of your industry.
 
 
 In the digital age, social media platforms have become essential tools for connecting with industry leaders, peers, and organizations. 
 Finding and Connecting with Industry Leaders
 Finding and connecting with industry leaders is crucial because it opens doors to mentorship, learning, and career opportunities that might otherwise be inaccessible. Engaging with thought leaders can provide unique insights into industry trends, best practices, and future directions, offering a competitive edge in your professional development. Additionally, establishing connections with influencers in your field can enhance your visibility and credibility, positioning you more favorably for potential collaborations, job offers, and career advancement.
 	Social Media Research: Utilize platforms like LinkedIn, X, and industry-specific forums to identify thought leaders and influencers in your field. Pay attention to their social media activities, including posts, articles, and discussions they engage in.
 	Engaging Content: Begin engaging with their content thoughtfully—commenting, sharing, and offering insights. This helps put your name on their radar without directly asking for something in return.
 	Direct Outreach: Craft personalized messages for direct outreach, expressing genuine interest in their work and seeking advice or discussion. Avoid generic messages; tailor each communication to reflect that you’ve engaged with their content.
 
 Check out these suggestions for how to personalize a connection request on LinkedIn.
  Using Social Media to Facilitate Informational Interviews
 informational interview
 An informational interview is a conversation in which a person seeks insights and advice from a professional to learn about their career path, industry, and organizational culture without the explicit intention of securing a job.
  Using social media to facilitate informational interviews is important because it enables you to efficiently connect with industry peers, hiring managers, recruiters, and mentors to gain insights into career paths, industry trends, and organizational cultures. This approach not only broadens access to valuable professional advice and mentorship but also facilitates the building of a robust network by leveraging social media’s reach and immediacy. A wider network opens doors to opportunities that might not be accessible through traditional networking methods.
 	Identify Potential Interviewees: Use social media to find professionals whose career paths or current roles align with your interests.
 	Outreach Strategy: Reach out through a professional message, noting how you came across their profile and expressing interest in learning about their career journey. Be clear that you’re seeking advice and insight, not a job.
 	Prepare and Follow-Up: Prepare thoughtful questions that demonstrate your interest in their career path, not just their current job. After the interview, send a thank-you message and keep the connection alive by occasionally engaging with their social media content.
 
 Following and Engaging with Target Companies
 Once you have identified companies that interest you, following and engaging with them will keep you informed about the latest company news, culture, and job opportunities, directly from the source. This engagement also increases your visibility to the company and its employees, potentially opening doors to new opportunities and insider insights that can be invaluable when seeking employment or looking to collaborate.
 	Company Research: Follow your target companies on platforms like LinkedIn, X, and Instagram. This will keep you informed about their latest news, culture, and job openings.
 	Engagement: Engage with the company’s posts by liking, commenting, and sharing. This increases your visibility to the company and its employees.
 	Employee Connections: Look for opportunities to connect with current employees at your target companies. Engage with their content to start building a relationship, which can provide valuable insights into the company culture and potential job openings.
 
 When you visit an organization’s page on LinkedIn, you can search for people related to the organization. Once you see the people, look at their job titles. You can send connection requests to those that interest you and learn more about the company culture.
  Best Practices for Effective Social Media Networking
 Be Authentic: Authenticity is crucial. Your goal is to build genuine relationships, not just to collect contacts.
 Provide Value: Whether it’s sharing an article, offering a perspective, or introducing two contacts to each other, always look for ways to provide value.
 Be Consistent: Networking is not a one-time activity. Consistency in engagement and content sharing is key to staying relevant in your network’s mind.
 Professionalism: Maintain professionalism in all interactions. Remember that your social media presence is an extension of your professional persona.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Talent on LinkedIn
 There are 67 million companies listed on LinkedIn and 6 people are hired every minute through the platform.[1] Launched in 2003, their initial slogan was, “LinkedIn makes your professional network faster and more powerful.” Individual users build profiles similar to a personal resume and can search for new jobs. Most importantly, users make connections with each other and build their professional networks.
 LinkedIn builds networks through an algorithm that recommends connections to users. For example, if someone you don’t know is connected with several of your connections, LinkedIn will suggest that you connect with that person yourself. People with whom you have a direct connection are your first-degree connections. People connected to your first-degree connections are your second-degree connections and so on. By looking at the networks of your connections—and by letting the algorithm work for you—you expand your own network, connecting with people who might give you a job, fill a job opening you have, or become a client or customer.
 The most important part of LinkedIn for business communication is recruiting talent or finding jobs; after all, that’s why people build a network. Let’s take a look at both actions.
 Employer Branding
 [image: Enthusiastic employee at a team building event laughing and pointing at the photographer]Team building events help build the workplace culture and contribute to employer branding. Employer branding is essentially a company’s reputation as an employer and its value proposition to its employees, as opposed to its brand image among consumers. In the realm of social media, employer branding takes center stage. Companies meticulously craft their social media content to highlight their workplace culture, employee success stories, benefits, and more, aiming to attract individuals who are enthusiastic about the company’s mission and values.
 Companies can post content that showcases team events, employee achievements, and behind-the-scenes looks into everyday office life and company culture. A strong and positive employer brand can significantly reduce recruitment costs and reduce the time it takes to hire by attracting qualified applicants organically.
 Recruiting Talent
 If you are recruiting, LinkedIn can be a powerful platform for finding candidates to fill openings at your company. However, unless you have a premium account, you can only reach out to people who are already a part of your LinkedIn network. Here are a few quick and easy strategies for recruiting on LinkedIn:
 	While people can be hesitant to connect with someone they don’t know, if you find a candidate who looks perfect, you can send them a request to connect along with a message explaining the position you think they might be right for.
 	If you and the potential candidate share a second or third-level connection, you can ask that connection to make an introduction.
 	If you’re doing a lot of recruiting, it might be worthwhile to get a premium account and message individuals directly.
 
 Social media recruitment goes beyond just posting job openings on LinkedIn. It involves a strategic approach to engage potential candidates, build a community around the brand, and tap into passive job seekers who might not be actively looking but are open to the right opportunities. Some impactful methods involve:
 	Job Postings and Employee Referrals: Many companies encourage their employees to share open job positions on their social media accounts, effectively reaching a wider network.
 	Engaging Content and Recruitment Campaigns: Creating content that resonates with potential candidates, including insights into the company’s projects, innovations, and the impact of their work.
 	Platforms: While LinkedIn remains the primary platform for professional networking and recruitment, companies are increasingly turning to X, Instagram, and even TikTok to connect with younger audiences or for roles in creative and digital fields.
 
 Finding Jobs
 As an individual user on LinkedIn, you can view the top jobs recommended for you based on your profile. If you click on any of the opportunities listed, you’ll be taken to the job posting’s specific page. There you will find the full job description and can apply or interact with the recruiter directly.
 Some job postings will have an Apply button, which will typically direct you to the company’s site to apply; others will have a LinkedIn Easy-Apply button, which will use the information you’ve provided in your LinkedIn account to let you apply in about 5 seconds.
 Is LinkedIn Really Useful?
 While LinkedIn’s usage is high, the content is often criticized for being overly corporate and somewhat lacking in meaningful exchange. Often people make connections with strangers (or attempt to) or make connections with friends and family who have never interacted with them on a professional basis—all in the name of having a larger network.
 However, in a comprehensive study, researchers from LinkedIn, Harvard Business School, Stanford University, and MIT Sloan School of Management found that “weak ties” (connections with acquaintances rather than those you know very well) are most beneficial in facilitating new job opportunities.[2] Furthermore, the study found that weak ties are exceptionally advantageous in digital industries, such as those involving machine learning, AI, and remote work.[3] 
 However, it’s important to balance the pursuit of weak ties with the maintenance of strong ties, which provide essential emotional support and resilience during the job search process. The study’s findings underscore the profound impact of social networks and algorithms on employment outcomes and offer insights for job seekers on navigating their social connections effectively.
 Read a summary of the LinkedIn study about weak ties.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Learn how to create and maintain a professional presence on social media platforms
 	Understand how to network with professionals and organizations through social media
 	Understand how LinkedIn is utilized for recruiting talent and job searching
 
  Informational Interviews
 An informational interview is a casual conversation with someone working in an area of interest to gain insights about their career path, the industry, and company culture. The purpose of the informational interview is to gain knowledge, NOT to ask for a job. One way to set up informational interviews for yourself is to use a professional social media platform.
 //plugin.3playmedia.com/show?mf=12272641&p3sdk_version=1.10.1&p=20361&pt=375&video_id=4Xvij-a2sNw&video_target=tpm-plugin-7ng9d1v4-4Xvij-a2sNw
 You can view the transcript for “How to use LinkedIn to get Informational Interviews” here (opens in new window).
  Why are informational interviews valuable?
 Click to Show Answer Informational interviews are important because they provide firsthand insights into a specific career or industry, help build professional networks, offer advice and tips from experienced professionals, and can uncover unadvertised job opportunities. They also help individuals make informed career decisions and prepare more effectively for future job interviews. 
  
	

			All rights reserved content
	How to use LinkedIn to get Informational Interviews. Authored by: Braven. Retrieved from: https://youtu.be/4Xvij-a2sNw. License: Other. License Terms: Standard YouTube License



			


		
	
		
			
	
		131

		Learn It 9.3.1 Sharing Information and Building Community with Social Media

								

	
				 	Discover how social media can help build community and foster connection
 	Understand ethical considerations in managing online communities
 
  Build Community
 Social media can be a powerful tool for organizations to directly engage with customers and other interested parties. Something like a change in ownership or leadership could be expressed in a simple announcement on social media and then forwarded and propagated by your customers. Very brand-loyal customers blur the line between internal and external people. Your customers and supporters could help you via social media by sharing and amplifying your messages.
 We may call this type of interaction—the energetic interaction between people about your brand or organization—a type of community. Social media helps to cultivate this and often in very inexpensive ways. While paid sponsorship and advertising costs money, a loyal fan voluntarily sharing your content in a supportive way has no monetary cost but is extremely valuable.
 Authenticity
 Authenticity in social media use by an organization is crucial for building a strong, engaged community. This approach resonates deeply with audiences in today’s digital age, where consumers are constantly bombarded with content and can easily discern between genuine communication and marketing speak. Here’s why authenticity matters:
 	Fosters Trust: When an organization presents itself authentically on social media, it lays the foundation for trust. Audiences are more likely to believe in the brand’s messages, values, and products. Trust, once established, is the cornerstone of loyalty and advocacy among community members.
 	Enhances Relatability: Authentic content allows audiences to see the human side of an organization, making it more relatable. Sharing behind-the-scenes glimpses, acknowledging mistakes, and engaging in real conversations on social media platforms humanize the brand. This relatability strengthens the connection between the brand and its audience.
 	Encourages Engagement: Authentic interactions on social media naturally prompt higher levels of engagement. When followers feel they are communicating with a brand that listens, understands, and values their input, they are more likely to participate in discussions, share content, and engage with the brand regularly.
 	Differentiates the Brand: Authenticity can help an organization stand out from the competition. By being true to its values and consistently expressing them across social media platforms, a brand can differentiate itself in a meaningful way, attracting and retaining followers who share those values.
 
 Customers (especially younger customers) are pretty savvy when it comes to social media and will notice if you aren’t consistent in your messages and actions. Authenticity is also important to organizational culture. A United Way survey found that 61% of Gen Zers volunteer for a cause that’s meaningful to them at least once a year and 53% of them would turn down a job if the company’s values did not align with their own.[1]
 Dove Redefines Beauty
 Dove has skillfully built its brand around the concept of redefining beauty by launching the “Real Beauty” campaign in 2004. Their messaging challenged traditional beauty norms and instead celebrated diversity in body types, ages, races, and skin conditions. 
 While Dove has made some mistakes, like producing a racially insensitive ad that depicted a Black woman removing a skin-colored t-shirt to reveal a White woman underneath,[2] its messaging has generally been consistent and inclusive. Dove’s campaigns have included advertising, social media engagement, and educational efforts to promote self-esteem and mental health.
 To further build community, Dove partnered with photo distributor Getty Images and Girlgaze, a collective of female-identifying and non-binary photographers, to promote Project #ShowUs. The result is a library of over 14,000 photographs “devoted to shattering beauty stereotypes by showing female-identifying and non-binary individuals as they are, not as others believe they should be.”[3]
 //plugin.3playmedia.com/show?mf=12272653&p3sdk_version=1.10.1&p=20361&pt=375&video_id=i627nJdpx0M&video_target=tpm-plugin-l1yzzdb7-i627nJdpx0M
 You can view the transcript for “Dove | Project #ShowUs | Behind-the-Scenes” here (opens in new window).
  Learn More
 	How These 6 Social Media Marketers & Creators Built Loyal Brand Communities
 	From Likes to Loyalty: Cultivating an Engaged Social Media Community
 	Tips for Mastering Social Media Community Management
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Creating a Sense of Affinity
 Cultivating a community on social media involves building an engaged, interactive group of users who share common interests, values, or goals, and who participate in discussions, share content, and support each other. Creating a sense of affinity, on the other hand, is about developing a deep connection or bond with an audience through shared values, beliefs, or experiences. 
 affinity
 Affinity refers to the strength of a user’s connection or relationship with a brand, content, or community, often measured by their engagement and alignment with the values, interests, and identity the social media presence represents.
  We define affinity as “taking a liking to something, often naturally or spontaneously.” Because of the value social media-savvy consumers place on authenticity, creating compelling interactions over social media should attempt and aim at a degree of authenticity that would create affinity for a brand, organization, or product.
 Related to the concepts of affinity and authenticity is the creation of a narrative, or story. This represents a line into marketing, from which we may borrow concepts for use in business communications. Here we leverage the idea of creating a narrative in order to gain a type of relationship (affinity) with internal or external stakeholders. For a person to develop an affinity for your brand or organization, you must create an authentic narrative.
 Story Plus Action
 A good story accompanied by action becomes a great story. Storytelling organizations describe a good story and even attempt to use that story to energize their customers, but they do not follow through on their own stated values. Story-doing companies, however, both tell a good story and then demonstrate their aligned action which elevates their narrative.[1] In short, a compelling narrative must be true to be authentic. There can be no “say-do gap.”[2] While this may seem like common sense, storytelling companies outnumber story-doing companies 5 to 1.[3]
 Learn More
 	10 Examples of Strong Brand Storytelling
 	3 Latinx Founders On How Family Values & Heritage Shaped Their Brands
 	Diversity at Work: Why Inclusive Storytelling Matters
 
  The Keith Lee Effect[4]
 Keith Lee’s journey began with heartwarming TikTok content centered around cooking for his postpartum wife. Eventually, he began posting restaurant reviews, turning a spotlight on small mom-and-pop restaurants often struggling with marketing budgets.
 For his millions of fans, what stands out is his integrity and relatability. Like traditional restaurant critics, he tries to maintain anonymity and doesn’t accept any payment for reviews. He even sometimes sends a family member to the restaurant to order and pick up the food. It’s important to him that he experiences what a typical customer would.
 The restaurants that Lee chooses for his reviews are typically small and independent, owned by people of color who are recommended by his social media followers. When he gives a restaurant a positive review, it isn’t surprising to see lines stretching around the block the very next day. This instant explosion of business for a restaurant is known as the Keith Lee Effect.
 Janel Prator, owner of The Puddery in Houston, reported that business increased and had stayed robust enough that she started to look for a larger storefront to expand. Alfred Asatryan, co-owner of Easy Street Burgers in Los Angeles, said that Lee’s review doubled business and gave them a massive boost on social media. Monique Rose Snead, owner of The Bodega on Main in Atlanta, thought she might have to close her business within 3 months but the Keith Lee Effect turned things around. It initially quadrupled her business but leveled off to about double the sales before Lee’s review.
 [image: Keith Lee doing a review of]The authenticity of Keith Lee’s review of food from The Puddery is characteristic of his style and creates an affinity with fans. You can view Keith Lee’s review on TikTok and the transcript for “The Puddery taste test 💕 would you try it ? 💕 #foodcritic” here (opens in new window).
  The Keith Lee Effect is an excellent example of an influencer creating a sense of affinity. Lee’s focus on small businesses resonates with a wide audience who appreciate the support of local communities and small businesses. Lee’s refusal to accept payment for his reviews and his efforts to experience restaurants as any customer would lend credibility and trust to his recommendations. This authenticity builds a deeper connection with his audience, who value honest and unfiltered opinions. The format of his videos is very casual: he’s “just a guy who records himself eating food.”[5] This makes him accessible and relatable to his followers. By sourcing restaurant recommendations directly from his audience through comments and direct messages, Lee actively involves his followers in the content creation process. 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Organizations Sharing Information
 So far, we have focused on external customers, but social media is useful for the people who work within the organization as well. A change in senior leadership, ownership, or other large non-product- or service-oriented announcement, might be best made over social media. In doing company business like this, organizations can reach both external and internal stakeholders.
 Organizations using social media to share information is beneficial for several reasons:
 	Immediate Reach: Social media allows companies to communicate news instantly to a wide audience, ensuring timely dissemination of information. This immediacy is important to address fast-moving situations or when dispelling rumors.
 When Silicon Valley Bank (SVB) was in danger of failing, the Federal Deposit Insurance Corporation (FDIC), took swift action to avert that disaster by guaranteeing all deposits and providing emergency funding. This was a situation that could have generated panic and undermined confidence in the U.S. banking system. SVC used social media to announce these developments to keep everyone informed.
 https://www.linkedin.com/embed/feed/update/urn:li:share:7040429265519087616
 
 	Engagement and Interaction: Unlike traditional media outlets, social media provides an interactive space. Stakeholders can ask questions, provide feedback, and engage in dialogue, creating a sense of community and belonging.
 The American Red Cross actively engages with its followers on Facebook, Twitter, and Instagram, responding to questions, sharing donation opportunities, and fostering a sense of community among its supporters.
 [image: The image is an Instagram post by "americanredcross" encouraging users to share their best tips for donating blood. The main graphic features a box with the text: Text: "What’s your best tip for donating blood?" Input Field: "Type something..." Above the text is the American Red Cross logo. The background is a gradient of blue and green with wave-like patterns. The caption reads: "Drink plenty of water. Eat an iron-rich meal. These are the common best practices for donating blood, but we want to hear your pro tips! Share your best tip, whether it's for before, during or after donating blood." The hashtags included are: #DonateBlood #GiveBlood #DonatePlatelets #BloodDonor #PlateletDonor #DonateBloodSaveLives #GiveBloodSaveLives The post has 384 likes and was shared on April 3.]View the American Red Cross Post on Instagram.  
 	Increased Visibility: Sharing news on social media can significantly enhance a company’s visibility. It allows for greater exposure, reaching not just stakeholders but also potential customers and employees, thereby aiding in marketing and recruitment efforts.
 
 	Cost-Effectiveness: Compared to traditional channels of communication, social media is a cost-effective way to share news. It reduces the need for costly press releases or media events, making it accessible for organizations of all sizes.
 
 	Versatility of Content: Social media supports various content formats, including text, images, videos, and live broadcasts. This versatility allows companies to present news in the most engaging way, tailored to the platform and its audience.
 The Cincinnati Zoo has a following of over 4.7 million people on Facebook alone. It shares educational information, information about events, and the many animal residents of the zoo. It also posts a variety of content including photos, graphics, and videos, and they host live events as well. A constant stream of such content keeps the organization in view of followers, encouraging conversation and donations. 
 [image: ]This short video clip of a baby armadillo was viewed over 26 million times. You can view the baby armadillo video on Facebook and the transcript for “1-month-old three banded armadillo” here (opens in new window).
  
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Organizations Interacting with Individuals on Social Media
 The nature of the interaction an organization can have with its followers varies significantly across different social media platforms. On platforms such as Facebook, Instagram, and TikTok, there is more of a controlled, curated, and one-way communication style from the organization to its followers. Organizations can post updates, announcements, promotional content, and engage with followers through likes, comments, and direct messages. The interactions are often centered around the organization’s brand and messaging, with less opportunity for open-ended discussions. The organization maintains a significant degree of control over the narrative and the flow of information on their official pages/accounts.
 In contrast, on platforms such as Reddit and Discord, there is more opportunity for open-ended, discussion-oriented, and community-driven interactions. Organizations can participate in subreddits or Discord servers, engaging in conversations, answering questions, and soliciting feedback from users. The interactions are more focused on building relationships and fostering discussions around shared interests or pain points. Users tend to have more agency in driving the conversation, with the organization playing a more facilitative role. Organizations have less control over the narrative, as users can freely express their opinions and experiences, both positive and negative.
 Best Practices for Social Media Engagement
 There are several important ethical considerations for organizations when engaging with people in online communities through social media:
 	Transparency and Disclosure: Organizations should be upfront about their identity and affiliation when interacting in online communities. There should also be clear disclosure if the organization is paying for sponsored content or influencer partnerships, ensuring transparency and honesty with the community.
 	Authenticity and Integrity: Interactions should be genuine and avoid deceptive, manipulative, or coercive tactics. Organizations should not create fake accounts manipulate conversations or create a false appearance of support. Rather they should engage authentically and with integrity to build trust with the community.
 	Respect for User Privacy: Organizations must respect user privacy and obtain proper consent before collecting or using personal data. They should be transparent about their data practices and allow users to control how their information is used, safeguarding the privacy of community members.
 	Fairness and Non-Discrimination: Engagement should be equitable and non-discriminatory, avoiding bias or unfair treatment of community members. Organizations should be mindful of potential power imbalances and ensure their interactions are inclusive and accessible to all.
 	Harm Mitigation: Organizations should monitor for and address any harmful, abusive, or hateful content directed at community members. They should have clear policies and processes in place to moderate and respond to such issues, prioritizing the well-being and safety of the community.
 	Intellectual Property Rights: Organizations must respect copyrights, trademarks, and other intellectual property rights when engaging with user-generated content, ensuring they do not infringe on the creative works of community members.
 	Consistency and Accountability: Organizations should apply their ethical standards consistently across all online community interactions. There should be clear mechanisms for users to provide feedback and hold the organization accountable, demonstrating a commitment to ethical practices.
 
 Adhering to these ethical principles can help organizations build trust, maintain the integrity of online communities, and ensure their engagement practices are responsible and beneficial for all participants.
 Learn more about “How 10 Brands Use Reddit for Marketing.”
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	

			Public domain content
	Adapted from material created using Claude AI. Authored by: Lumen Learning. Provided by: Anthropic. License: Public Domain: No Known Copyright



			


		
	
		
			
	
		135

		Apply It: Sharing Information and Building Community with Social Media

								

	
				 	Discover how social media can help build community and foster connection
 	Understand ethical considerations in managing online communities
 
  LEGO’s Community Building Success Story[1]
 LEGO’s diverse audience includes both children and adults. To address their different needs, LEGO’s website features a ‘kids zone’ with games and quizzes and a section for adults with discussion forums and marketplaces. This segmentation ensures both groups feel valued and engaged.
 User-generated content is a key part of LEGO’s strategy. LEGO Ideas, an online platform where fans submit and vote on original LEGO set ideas, empowers fans to contribute to the creation process. Winning ideas are reviewed for production, fostering a sense of ownership and collaboration within the community. Regular creative challenges further engage specific audience segments, allowing fans to showcase their creations.
 LEGO maintains a strong presence on various social media platforms, tailoring content to each platform’s audience. For example, on Instagram, LEGO’s 10.6 million followers enjoy updates, behind-the-scenes content, and fan creations. LEGO’s active engagement with fans is key to its community-building success. By responding to comments, sharing user-generated content, and hosting challenges, LEGO fosters a sense of belonging and loyalty. This inclusive approach strengthens the emotional connection between LEGO and its community.
 [image: An Instagram post from LEGO's official account features a scene with LEGO minifigures participating in a Pride parade. The background shows a circular white structure with the text "mini STORIES PRIDE PARADE" prominently displayed. Three colorful minifigures are standing on a LEGO-built rainbow pathway that includes brown, black, red, orange, yellow, green, blue, and purple stripes. The caption reads, "These dazzling minifigures are ready for Pride with their very own spectacular Pride celebration! 🏳️‍🌈🏳️‍⚧️🎉✨⭐️ #LEGO #Pride #Celebration #LGBTQIA." The post has 24,196 likes and 2,536 comments.]LEGO’s active social media engagement builds community among fans. You can view the LEGO video on Instagram and the transcript for “These dazzling minifigures are ready for Pride with their very own spectacular Pride celebration! 🏳️‍🌈🏳️‍⚧️✨✨ #LEGO #Pride #Celebration #LGBTQIA” here (opens in new window).
 What are the potential risks of relying on user-generated content to build and sustain a social media community?
 Click to Show Sample Answer There are several risks associated with user-generated content (UGC) that businesses must manage carefully.
 	Quality control: UGC can vary greatly in quality, and some content may not meet the brand’s standards. Poor-quality content can negatively impact the brand’s image if not curated carefully. Businesses need to establish clear guidelines and moderation processes to ensure consistent quality. 
 	Brand misalignment: Some UGC may not align with the brand’s values or messaging. It’s crucial to have moderation in place to filter out content that could harm the brand’s image or convey the wrong message. 
 	Negative content: Customers may share complaints or negative experiences publicly. While this feedback can be valuable for improvement, it requires careful handling to avoid damaging the brand’s reputation. Addressing negative content constructively and transparently can mitigate this risk. 
 	Intellectual property issues: Using content created by users can raise legal concerns regarding ownership and permission. Businesses must ensure they have the right to use user-generated content, typically by obtaining explicit permission from the content creators or establishing clear terms of use. 
 	Over-dependence: Relying too heavily on UGC can lead to a lack of original branded content, potentially diluting the brand’s unique voice and messaging. A balanced approach, combining UGC with professionally produced content, is often the most effective strategy.
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				 	Recognize the essential elements of a social media crisis communication plan
 	Understand the importance of being transparent and responding quickly during a social media crisis
 	Understand how to analyze and learn from a social media crisis after it has happened
 
  Public Relations Challenges with Social Media
 From startups to multinational corporations, social media channels offer unparalleled opportunities to connect with customers, promote products, and build brand loyalty. However, this digital landscape also presents new challenges, especially when crises arise. A single negative comment can escalate into a public relations nightmare, affecting a company’s reputation and profits.
 Crisis Communication Plan for Social Media
 crisis communication plan
 A crisis communication plan is a roadmap designed to guide a company’s response to emergencies, controversies, or any unexpected events that could harm its reputation or stakeholder relationships.
  Given the speed at which information (and misinformation) spreads online, having a proactive and strategic plan is essential for minimizing damage and maintaining control over the narrative.
 Preparation and Prevention
 The first step in crisis management is not to respond to a crisis but to prevent it from happening. This involves regular monitoring of social media channels for potential issues, understanding the audience’s sentiment towards your organization, and conducting risk assessments to identify vulnerabilities. Preparation also includes creating a crisis management toolkit that contains guidelines, templates, and checklists to be used when a crisis strikes.
 Team Roles and Responsibilities
 A dedicated crisis management team should include members from various departments, such as public relations, legal, marketing, and customer service, each with defined roles and responsibilities. This team should be trained and ready to act, with clear leadership and decision-making protocols to ensure swift action and consistent messaging.
 	Social Media Manager: Monitors online conversations, identifies potential crises, and communicates with the public through various platforms.
 	Public Relations Lead: Coordinates communication strategies, approves official statements, and serves as the spokesperson if needed.
 	Legal Advisor: Provides legal counsel on potential liabilities and advises on legal compliance issues.
 	Customer Service Coordinator: Manages customer inquiries and feedback, providing a direct line of support to those affected by the crisis.
 
 Communication Protocols
 Effective communication protocols include a chain of command for approving messages, a process for quickly drafting and distributing content, and guidelines for responding to public comments and inquiries. These protocols ensure that all communications are consistent, accurate, and aligned with the company’s values and legal obligations. The development of communication protocols within a company is typically a collaborative effort led by senior management or a designated crisis management team. 
 Key Messages and Templates
 Having pre-approved messages and templates for various crisis scenarios can save precious time and prevent missteps. These templates should cover a range of potential crises, from product recalls to negative media coverage, and be customizable for different social media platforms.
 Contact Lists and Resources
 An up-to-date contact list of all key stakeholders, including employees, media contacts, partners, and regulators, is vital for disseminating information quickly and effectively. Additionally, having access to resources such as FAQs, background information on the company, and digital assets such as images and documents can support a more coordinated response.
 A robust crisis communication plan is an indispensable part of a company’s social media strategy. By preparing in advance, assigning clear roles and responsibilities, establishing communication protocols, and having key messages and resources ready, businesses can navigate crises on social media with confidence and resilience.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Transparency and Speed
 Two elements in managing a social media crisis effectively are transparency and the speed of response. 
 Transparency Builds Trust
 Transparency during a crisis is not just about sharing information; it’s about building and maintaining trust with your audience. When a crisis strikes, stakeholders, including customers, employees, and investors, look to the company for honest and accurate information. Being transparent means acknowledging the issue, accepting responsibility, and communicating the steps being taken to resolve the situation.
 Speed of Response
 In social media, time is of the essence. The longer a company takes to acknowledge and respond to a crisis, the more control it loses over the narrative. A quick response can help mitigate damage, prevent misinformation from spreading, and show the public that the company is in control and taking the situation seriously.
 However, responding quickly does not mean rushing out a statement without proper consideration. The initial response should be timely but also thoughtful, accurate, and in line with the company’s values and crisis communication plan.
 Balancing Speed and Accuracy
 The challenge for businesses is to balance the need for a swift response with the necessity for accuracy and completeness of information. Here are a few strategies to achieve this balance:
 	Preparation is Key: Having a crisis communication plan in place, including pre-approved messages and templates, can significantly speed up the response time without sacrificing accuracy.
 	Monitor Social Media in Real-Time: Use social media monitoring tools to stay on top of the conversation, allowing for a faster and more informed response.
 	Designate a Spokesperson: Having a single source of truth within the organization can help ensure that communications are consistent and accurate.
 
 When KFC faced a chicken shortage in the United Kingdom and had to close stores, they quickly responded with a humorous and transparent ad campaign acknowledging the issue, which was well-received by the public and helped to quell potential backlash. In this video, the marketing team describes how they responded to the crisis.
 //plugin.3playmedia.com/show?mf=12272656&p3sdk_version=1.10.1&p=20361&pt=375&video_id=V6cEM0RvT9Y&video_target=tpm-plugin-9qvo9jek-V6cEM0RvT9Y
 You can view the transcript for “How KFC became FCK to Say Sorry in The U.K And Ireland.” here (opens in new window).
  In conclusion, transparency and speed are indispensable in managing social media crises. By being open about the situation and responding promptly and accurately, businesses can maintain public trust and minimize the impact of the crisis. 
 Post-Crisis Analysis
 After the crisis has been addressed, it’s essential for businesses not to simply move on but to reflect and learn from the crisis. Conducting a post-crisis analysis is meant to identify what worked, what didn’t, and how to improve future responses. 
 Assessment of Impact
 The first step in a post-crisis analysis is to assess the overall impact of the crisis on the company’s reputation and operations. This involves examining customer feedback, media coverage, and changes in social media engagement metrics. Businesses should ask themselves: How did the crisis affect our brand image? Did we lose followers or customers? Understanding the depth and breadth of the impact can help in shaping future crisis management strategies.
 Social Media Metrics and Analysis
 Social media platforms offer many metrics that can provide insights into how a crisis unfolded and the effectiveness of the response. Key metrics to analyze include:
 	engagement rates (likes, shares, comments)
 	reach (how far the message spread)
 	sentiment analysis (positive, negative, neutral reactions)
 
 Tools such as social media monitoring software can help in aggregating and analyzing these data points. By closely examining these metrics, companies can gauge the public’s response to their crisis communication efforts and identify areas for improvement.
 Learning from the Crisis
 Every crisis presents an opportunity for learning and growth. Companies should conduct a thorough review of their crisis response, asking critical questions such as: Did we respond quickly enough? Was our messaging clear and empathetic? Were there any gaps in our crisis plan? This reflective process is essential for turning a negative situation into a learning experience.
 Adjustments to the Crisis Communication Plan
 Based on the insights gained from the post-crisis analysis, businesses should make necessary adjustments to their crisis communication plan. This could involve updating contact lists, refining messaging templates, or redefining roles and responsibilities within the crisis management team. Ensuring the plan remains adaptable is key to staying prepared for future crises.
 Communication of Findings
 Finally, it’s important for businesses to communicate the findings of their post-crisis analysis to all stakeholders, including employees, customers, and partners. This transparency not only helps rebuild trust but also demonstrates a commitment to improvement and accountability. Sharing lessons learned and changes implemented as a result of the crisis can help strengthen relationships and enhance the company’s reputation in the long run.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize the essential elements of a social media crisis communication plan
 	Understand the importance of being transparent and responding quickly during a social media crisis
 	Understand how to analyze and learn from a social media crisis after it has happened
 
  KFC Ran Out of Chicken
 KFC, short for Kentucky Fried Chicken, is a global fast-food restaurant chain known for its fried chicken. Running out of chicken for KFC is definitely a crisis. Watch how they responded with humor to keep from alienating their customers.
 //plugin.3playmedia.com/show?mf=12272657&p3sdk_version=1.10.1&p=20361&pt=375&video_id=DjXzczK8CSQ&video_target=tpm-plugin-vddury8h-DjXzczK8CSQ
 You can view the transcript for “The Day KFC Ran Out of Chicken” here (opens in new window).
  How can humor be used effectively without minimizing the severity of the crisis or offending affected parties?
 
 Click to Show Sample Answer The key to using humor effectively lies in understanding the context of the crisis and the audience’s perception. Context includes the nature and severity of the crisis, the cultural and emotional state of the affected parties, and the company’s established brand voice and values.
 Consider the following:
 	Severity Assessment: Assess the severity of the crisis. Humor is generally more appropriate for minor issues or misunderstandings rather than serious problems involving safety, legal issues, or significant harm.
 
 	Audience Sensitivity: Consider the emotional state and cultural background of your audience. Humor should be light-hearted and inoffensive, ensuring it does not belittle the concerns or experiences of those affected.
 
 	Brand Consistency: Ensure the humor aligns with the company’s brand voice and values. If the brand is known for its witty and playful tone, humor might be more acceptable. However, for brands that are typically serious or formal, humor might seem out of place.
 
 	Timing and Delivery: Timing is crucial. Before employing humor, address the issue sincerely and provide necessary information or apologies. Once the immediate concerns are handled, humor can be used to lighten the mood and show a human side to the brand.
 
 	Empathy and Respect: Ensure the humor is empathetic and respectful. Avoid jokes that could be seen as dismissive or insensitive to the situation. The goal is to connect with the audience, not to alienate them.
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		Learn It 10.1.1 Crafting Informative Messages

								

	
				 	Understand why informative messages are important in business and when to use them
 	Understand how to write informational messages
 
  Informative Messages
 Most business communications are informative messages. An informative message in the workplace is simply the sharing of meaningful information between people in an unbiased and professional manner. Informative messages can be short or long, formal or casual in tone, internal or external in focus, and direct or indirect in structure, depending on the situation. Like all forms of communication, the purpose of informative messages is to promote understanding, encourage action, stimulate thinking, or promote ideas.
 Since informative messages are so common in business communication, there are too many examples and use cases to describe here. Informative messages can take on almost any form of electronic communication: IMs, chats, emails, presentations, memos, blogs, podcasts, press releases, and reports.
 The situation at hand will dictate how the message is crafted and how it is sent. Despite the variety of informative messages and how they can be sent, there are some guidelines that pertain to all effective business communication.
 	Be direct and get to the main idea as quickly as possible.
 	Use a greeting to identify the audience.
 	Be clear and concise with the presentation of information.
 	Check your message for grammatical errors.
 	Include a call to action.
 
 In many cultures outside the United States, business communication takes a more holistic approach, emphasizing relationship-building over directness. For instance, in Japan and many Latin American countries, establishing trust and rapport is often prioritized before addressing business matters. This can involve extended small talk, multiple meetings, and a focus on non-verbal cues to gauge interest and agreement. This emphasis on relationships and context underscores a fundamental difference from the U.S. approach, which often prioritizes efficiency and clarity. Understanding these cultural differences is important for effective international business communication, highlighting the importance of adaptability and cultural sensitivity in global business interactions.
  https://lumenlearning.h5p.com/content/1291002231162133618/embed
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 10.1.2 Crafting Informative Messages

								

	
				Short Informative Messages
 Short, informative messages can take a variety of forms. For example, a quick communication to a teammate can utilize IM technology and provide a vehicle for a quick response. These messages tend to be more conversational in structure and resemble a chat more than an email or other document.
 Another form of a short informative message could be a social media message. Social media messages are better for communicating with larger, usually external audiences. For example, one of the primary uses of X by companies is advertising and promoting their brands.
 If the situation requires a more formal approach to your message, sending an email is usually more appropriate. In this example, the communication is being sent to a company executive from a subordinate.
 https://lumenlearning.h5p.com/content/1292222184730149608/embed
 Click here to see an explanation of the above activity. The message should have the following parts in order:
 	The names of the recipient and sender
 	The subject of the message
 	A greeting to the recipient
 	The body text
 	A closing
 	The signature of the sender

 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Long Informative Messages
 While long informative messages can be delivered through a variety of mediums. As with all business messages, it’s important to keep the seven principles of business communication in mind, especially the goal of making sure your message is concise. While there certainly are more complex messages that require longer communications, remember to stay focused and only provide the information your audience needs.
 The situational context of a message is key to its success. Some messages will be targeted for internal employees with a specific call to action. Others may work as a means of communicating with customers and potential customers to rebut apparent negative comments from competitors. Others may bring an array of products and services together conceptually for a greater understanding of the targeted audience. Long informative messages can have many purposes.
 Delivery Methods
 Long informative messages can utilize a variety of communication vehicles. The primary delivery methods you’ll run across are email, blog, presentation, and podcast.
 	Emails can be considered the default delivery method for business messages since they’re delivered directly to the person you hope will receive the message. While they can be effective if written well, they can also appear bland or be ignored if not executed correctly.
 	Blogs can be used to inform about, promote, and build a brand or organization. It can also serve to personalize a brand by showcasing the perspectives of those who work at the company or it can serve to build a community by promoting the work of outside authors.
 	Presentations are a great way to communicate large amounts of detailed information or utilize graphics to convey complex ideas to a defined audience. Graphics can be utilized to inform the audience of several connected ideas.
 	Podcasts can be quite effective as informative messages. They give businesses an opportunity to engage in more casual conversation, but they can still be packed with very detailed functionality information about how the products or applications work and serve customers.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand why informative messages are important in business and when to use them
 	Understand how to write informational messages
 
  Information Overload
 One effect of writing concise, focused messages is that it helps the recipient manage all the information they receive throughout the day.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=204#oembed-1 
 
 You can view the transcript for “How To Be Productive At Work And Deal With Information Overload | Indeed Explains” here (opens in new window).
  When you receive a message, how quickly do you need to respond?
 Click to Show Sample Answer In your workplace, you should always strive to follow the norms and expectations of your organization. However, here are a few general best practices:[1]
 	Emails: Aim to respond within 24 hours. If you don’t have an answer, acknowledge receipt and state you are working on it. 	Respond with a phone call if the subject matter or your tone could be misinterpreted. 
 
 
 	Follow-Up Emails: Send follow-up emails one week after the initial email if needed, using strategic subject lines and clear language to prompt quicker responses. 
 	Group Emails: Take your time to think about your response rather than feeling pressured to be the first. 
 	Instant Messaging (IM): Use status messages to indicate availability. Quick responses are expected when online, and using “do not disturb” or “busy” features can help manage focus time. The response time for IM is generally faster than for email. 
 	After Hours Messaging: If your message is not urgent, consider delaying the message until the next business day so that the recipient does not feel pressured to respond during their personal time. If you do choose to send it, just stating that a response can wait is enough to relieve the pressure.
 
    
 
	McDonnell, Jill. “Workplace Communication Etiquette: Best Practices for Response Times and Setting Boundaries.” SUCCESS, August 4, 2023. https://www.success.com/workplace-communication-etiquette-best-practices/. ↵
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				 	Understand the role and importance of messages that support teamwork
 	Understand how to write messages to your teammates
 
  Teamwork in the Workplace
 [image: Teammates working around an office conference table]Teamwork can promote increased creativity and productivity. Even though you may have had frustrating experiences with group projects in school, there are many benefits of team collaboration versus individuals working independently in work environments. Two of the most notable are:
 	Increased creativity:  Every employee brings a certain body of skills and knowledge to the group and will be able to contribute different ideas, experiences, and expertise. Shared knowledge and complementary skills are strong tools to be used to handle complex projects and assignments. The more the team talks about a project, the more ideas are generated. Having the perspective of several colleagues is often better than an individual having only one set of ideas.
 	Increased productivity: In the technology industry, for example, high-performing teams are the norm in the workplace. The team works with the business owner or managers to decide exactly what work is committed to be completed in a set amount of time. The team then works together to break down the work into manageable tasks. During that work cycle, the team talks every day about their progress and work may be shifted between team members based on availability and expertise. As the team remains together over several work cycles, there is a measurable increase in the amount of work the team can accomplish.
 
 Other benefits of collaborative teams are:[1]
 	Teams promote a wider sense of ownership.
 	Teams encourage healthy risk-taking.
 	Teams contribute to employee satisfaction and retention.
 
 Team-Focused Messages
 Given the benefits of collaborative teams in the workplace, the key is how organizations can create the proper environment to foster team creation, collaboration, and growth. The right conditions have to exist to encourage trust, camaraderie, and the sharing of experience and expertise. Team-focused communication is a key component in successful teams. Team-focused messages share information but are also designed to enhance collaboration, trust, and camaraderie among team members.
 Team-focused communication messages can take a variety of forms including IM, text, chat, email, video, audio, and document sharing. Team-focused messages can be short or long, casual or formal, but they must always be professional. Since teams are increasingly geographically distributed, virtual, and/or remote, companies must provide the tools and platforms to promote and facilitate team communication. 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Short Team-Focused Message
 Since interactivity is a key to teamwork, a chat environment is a great team-focused communication platform. Short team messages can be communications such as status updates, meeting requests, notes of appreciation, or invitations to a meet-up after work. Giving the team a way to respond as a group can be important to get everyone’s ideas and opinions in the same message thread. Figure 1 shows three team members commenting on the status of a PDF.
 [image: Chat between three colleagues collaborating on a project. Colleague M: How are things looking with the PDF, Corey? WE'd love to have it by first thing tomorrow morning, but I understand if it's turned into a bigger project. Coworker C: Yes sorry I didn't reply. I've been on the road all day. I have it done and I'll send it as soon as I get to a WiFi connection. Coworker M: Oh, awesome! Thanks! Coworker T: Perfect! I can probably get it all wrapped up (TOC etc) tonight then. Coworker M: Amazing! Thank you both!]Figure 1. Chat between three collaborating team members A short team-focused message can also be in the form of an email, especially for quick file attachment sharing with multiple team members.
 To: Mondaire Penrod, Orenda King, Santino Noa, Nahele Thomas
 Subject: Here are the notes from today’s meeting
 From: Nylah East
 Attachment: Meeting Notes MediLabs.docx
 Hello All,
 As promised, the notes from today’s session with the customer are attached.
 Thank you,
 Nylah
 Nylah East
 Product Manager
 Vitality Health Systems
  Team-focused communication is a great vehicle to keep team members informed, ensure projects are moving, and ultimately achieve strong results. Given all of the technology available in the workplace today, it is even easier than ever to create and send messages to your colleagues. One caveat: be aware and considerate of your teammates’ personal space. If you send an email, don’t text or IM right away to ask if they received your message. Don’t bother your colleagues after hours or on weekends unless you have mutually agreed to do so.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Long Team-Focused Message
 When considering how to communicate a fair amount of information to your team, it is wise to step back and consider which channel would be best, not only to send your message but also to allow your colleagues to comment and interact with the rest of the team. Here is an example of a long message to a technical team sent via email.
 Hi Team,
 I had the opportunity to talk to some customers about our primary competitor’s new product. Here are some of the areas where it may fall short based on the feedback. Many people agree that Product X is easy to use and adopt; however, the problem is you also need to provide access and views for other users and roles across many teams so that the whole organization can view performance.
 Product Managers using Product X complain that there is no way for them to manage a single backlog for multiple teams or report back on how the teams are doing on higher-level initiatives. As PMs, you need a lot more than issue tracking to manage the growth and development of your product line.
 Portfolio Managers involved in setting strategy are limited with Product X on how to represent investment themes in an agile enterprise. They need more visibility than just an iteration or two of work. The need would be for more layers than just a stream of customer requests and defects.
 For Development Managers and Engineering Managers, Product X doesn’t provide them the ability to do capacity planning. At the root of that is the ability to get a good understanding of their team’s velocity—something that is not possible if you can’t split stories across multiple iterations. In the Product X world, you have to move the whole story if you can’t finish the story in one iteration. As a result, stories languish across multiple iterations, and the whole concept of velocity is lost. With no understanding of a team’s velocity, productivity improvements, and predictability metrics are lost as well. With no capacity planning across multiple teams—or people split among teams—managers struggle with their ability to manage people and resources needed to meet their commitments.
 Program Managers complain that they are “swimming in a sea of user stories” that are not associated with higher-level objectives. There is no concept of a multiple project hierarchy.
 I will keep you posted when I receive more feedback.
 Thanks,
 Ellie
  What can we say about this message? Yes, it is long and contains much detail. The author has broken it up nicely with boldface headings to make it more readable. Besides using email to send this message, what other means could the author use to inform the team in the most interactive way? Certainly, short message forms like IM, text, and chat would not be appropriate for the volume of information.
 A report, blog, podcast, or document-sharing repository could handle this amount of information, but each would have some drawbacks:
 	Reports are good for large amounts of data but are not interactive in nature.
 	Podcasts would also be good for the first viewing, but they are static, and the information is not searchable.
 	A blog could be a good answer because it could become a “living” document for team members to append as more information about the competitor’s product becomes available. The drawbacks of using a blog in this scenario would be managing hundreds of such blogs being used for multiple topics as well as quickly finding the blog you want in the corporate wiki.
 	The same drawbacks could be in play with standard document-sharing technology when you have hundreds or thousands of emails or documents to handle.
 
 The best way to send and manage long, team-focused messages could be to take advantage of some of the new team collaboration software platforms. Applications like Webex Teams, Slack, Microsoft Teams, and others help teams keep related information organized. Many of these cloud-based platforms allow you to organize communications by topic or subject category, keep a record of feedback and important documents, and search through past messages using keywords.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	

			CC licensed content, Original
	Long Team-Focused Message. Authored by: Robert Danielson. Provided by: Lumen Learning. License: CC BY: Attribution



			


		
	
		
			
	
		146

		Apply It: Team-Focused Messages

								

	
				 	Understand the role and importance of messages that support teamwork
 	Understand how to write messages to your teammates
 
  Working as a Team
 Atlassian is an Australian software company that develops products for software developers, project managers, and content management. Best known for its collaboration tools like Jira (a project tracking tool for agile development), Confluence (a collaboration platform), and Trello (a visual project management tool), Atlassian’s products are designed to help teams collaborate more effectively, manage workflows, and enhance productivity.
 Atlassian has created its “Team Playbook” with exercises that help teams address challenges.
 Working Agreements
 In this exercise, team members collaborate and create guidelines to define how they will work best together. Check out the exercise.
 //plugin.3playmedia.com/show?mf=12272663&p3sdk_version=1.10.1&p=20361&pt=375&video_id=Z4yB6XsjXqc&video_target=tpm-plugin-addtv67k-Z4yB6XsjXqc
 You can view the transcript for “How to run the Working Agreement Play | Atlassian University Training” here (opens in new window).
  How can team members’ individual preferences and working styles impact the overall effectiveness of the working agreement?
 Click to Show Sample Answer Team members’ individual preferences and working styles significantly impact the overall effectiveness of the working agreement in several ways:
 	Alignment of Expectations: Understanding each member’s working style helps align expectations, reducing misunderstandings and conflicts. For example, knowing that some members prefer detailed feedback while others want concise, actionable points ensures everyone feels heard and valued.
 
 	Communication Efficiency: Preferences for communication tools and methods (e.g., email, instant messaging, video calls) influence how efficiently the team exchanges information. If everyone agrees on the preferred communication channels, it can streamline collaboration and prevent delays.
 
 	Meeting Structure: Knowing how team members prefer to run and participate in meetings (e.g., structured agendas vs. open discussions) helps design meetings that are productive and engaging for all. This prevents frustration and disengagement during team interactions.
 
 	Flexibility and Adaptability: Considering different working hours and environments (e.g., early birds vs. night owls, remote vs. in-office) allows the team to create a flexible working agreement that accommodates diverse needs. This inclusivity can boost morale and productivity.
 
 	Feedback Mechanisms: Understanding how individuals like to receive feedback ensures that constructive criticism is delivered in a way that is motivating rather than demoralizing. This can enhance personal growth and team cohesion.
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				 	Recognize the difference between various types of feedback used in business
 	Understand how to write feedback messages for people outside your organization
 	Understand how to write feedback messages for people inside your organization
 
  Feedback in the Workplace
 Feedback is constructive information or suggestions provided with the intent of promoting growth and improvement. The words feedback and criticism are often used interchangeably. Criticism in the workplace is generally imagined as situations around a manager and a subordinate, but it is not limited to that. You can also give constructive feedback about the actions of colleagues, customers, or vendors.
 How do you write about issues in the workplace that are negative or need improvement? When putting feedback or criticism into writing, the technique will vary based on the situation—who is giving the feedback and who or what is being criticized. Written feedback in the workplace may be approached in a direct versus indirect style, a constructive style, or an active versus passive voice style.
 Here are some examples of active voice versus passive voice style:
 Active voice: I cannot authorize your entertainment entries on your expense report.
 Passive voice: Entertainment entries are no longer covered in our expense policy.
  
 Active voice: Company policy prevents us from offering direct deposit until employees have been on the job for 3 months.
 Passive voice: Direct deposit is offered only after employees have been on the job for 3 months.
  Constructive Criticism
 The goal of constructive criticism is to improve the behavior or the behavioral results of a person while consciously avoiding personal attacks and blaming. This kind of criticism is carefully framed in language acceptable to the target person, often acknowledging that the critics themselves could be wrong. Insulting and hostile language is avoided, and phrases are used such as, “I feel…” and “It’s my understanding that…” and so on. Constructive critics try to stand in the shoes of the person being criticized and consider what the situation would look like from their perspective.
 Direct vs. Indirect Feedback
 Direct and indirect written feedback differ in the order that the criticism, the reasons for the criticism, the buffer, and the close are organized in the message. Using the indirect style is best for reducing resentment and keeping employees open to receiving bad news constructively.
 Here is an example of direct-style written feedback:
 To: Soraya Turner
 From: Vivian Wesley
 Subject: Your Social Media Use At Work
 Dear Soraya,
 [Criticism] You must cease your social media use during business hours immediately.
 [Reasons] Company management believes that it is too great a risk to allow employees to use social media while on the job. They worry that you could compromise sensitive company information. At the very least, much time is being wasted online when productive work could be done.
 [Close] We appreciate your compliance.
 Best regards,
 Vivian Wesley
 VP Marketing
  Here is an example of indirect-style written criticism:
 To: Soraya Turner
 From: Vivian Wesley
 Subject: Your Social Media Use At Work
 Dear Soraya,
 [Buffer] The company greatly appreciates the insights gained from your activity on social media. The information has been quite helpful in revising our future product plans.
 [Reasons] However, management has seen cases from other companies where sensitive information has inadvertently been shared with the public. The interactivity of social media has raised concerns that even well-intentioned use could be risky, and usage by employees could be more of a personal rather than professional nature.
 [Criticism] For these reasons, we ask that you refrain from using social media while on the job.
 [Close] You are a great employee, and we sincerely value you and your hard work for the company.
 Best regards,
 Vivian Wesley
 VP Marketing
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Giving Feedback to Other Businesses
 Writing a critical message to an unassociated company should follow the following guidelines:
 	Be professional.
 	Use direct writing structure in most cases.
 	Be clear and concise.
 	Be fair and even.
 
 In these critical communications to a third party, it is best to get right to the point. Explain the situation clearly and concisely, including all relevant facts. Be fair and even so that you can maintain a good professional relationship with the company.
 Here is an example of a feedback message to a third party.
 To: Customer Service: Eco Illumination
 From: Laia Hubka
 Subject: Your Sub-Standard Performance For Our Event
 To Whom It May Concern:
 I am writing on behalf of Capital Wave Investments regarding your service at our gala last week where your company was contracted to provide lighting.
 We are extremely disappointed with the performance of your company. First, the lighting was not consistent with what your salesperson had promised. Instead of four banks of spotlights, there were only three. That left the entire coffee bar area in the dark for the evening.
 Second, the motorized lighting that was to follow the speakers from side-stage to the podium was completely non-functional. We were told by your technician that there was a “computer glitch.”
 Finally, the special audience illumination at the end of the award presentation did not come on in time.
 Before you send us the final invoice, we believe there should be a discount for the lapses in your service that evening.
 Best regards,
 Laia Hubka
 Director of Operations
 Capital Wave Investments
  This example follows the listed guidelines fairly closely. The point of the message is clearly stated in the message subject line. The tone of the message is professional and even, despite the firmness of the language. The message contained three examples illustrating the reason for the criticism. The close requested compensation for the poor performance, which should come as no surprise given the body of the message.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Giving Feedback to Customers
 We have discussed the importance of happy, satisfied customers to the success of a business. But what if an issue arises that necessitates a critical message to an existing customer?
 First, take a step back and think through several factors. What is the exact outcome we desire? How can we communicate firmly yet tactfully to maintain our good business relationship? What facts need to be included in the message?
 The indirect strategy would be best for a critical message to a customer. Such a message should start with some complementary language about how the relationship is valued. Next, a full explanation of the facts of the matter and any context should be given. After this buffer, the criticism or critique should be revealed, followed by a warm closing.
 To: Alang Cross
 From: Kaileika Lang
 Subject: Could I ask for your assistance on an important matter?
 Dear Alang,
 I hope this message finds you well. It is hard to believe that we have been doing business for over 10 years. The relationship between our companies has been mutually beneficial, and we hope to continue working with you for another decade.
 As you may know, we have contracted out our finance department to a third-party company. They rely on a different financial system than the one we used in all of our prior dealings with your company. Apparently, the new system does not recognize your firm applying credit memos to our invoices directly. They must be entered as separate line items. As a result, several of our invoices to you are now showing as late or delinquent. Our finance folks and yours have had several calls on this matter, but your staff wants to continue the older process because it is easier for them. Yours is the only company that still maintains the old practice.
 Perhaps you meeting with your CFO would go a long way to resolving this issue.
 We look forward to working with you and your marketing team on our joint efforts at the June trade show. I feel positive about strengthening our relationship as business partners and the bright future ahead.
 Best regards,
 Kaileika Lang
 VP of Finance
 InnovaCraft Industries
  This example message follows the indirect strategy for written feedback. The subject line gets attention but delays the bad news until after the buffer. The opening is pleasant and complimentary. The buffer attempts to explain the necessary facts and context. The bad news is passive voice (instead of: “Can I ask you to get involved directly to meet with your CFO to resolve this matter?”). The close avoids referring to the problem and instead has a pleasant, future-looking statement.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Giving Feedback to Employees
 The best way to give written feedback to a subordinate is to keep it as constructive as possible. Your performance as a manager largely depends on the performance of your subordinates. Employees are the ultimate competitive advantage and must be valued. 
 The goal of constructive criticism is to improve the behavior or the behavioral results of a person while consciously avoiding personal attacks and blaming. This kind of criticism is carefully framed in language acceptable to the target person, sometimes acknowledging that the critics themselves could be wrong.
 Insulting and hostile language is avoided, and phrases used are like “I feel…” and “It’s my understanding that…” and so on. Constructive critics try to stand in the shoes of the person being criticized and consider what things would look like from their perspective.
 Effective feedback should be:
 	Positively intended, and appropriately motivated: You are not only sending back messages about how you are receiving the other’s work but about how you feel about the other person and your relationship with him/her. Keeping this in mind will help you to construct effective critiques.
 	Specific: The individual should be able to tell exactly what behavior is to be considered.
 	Objective: This ensures the recipient not only gets the message but is willing to do something about it. If your criticism is objective, it is much harder to resist.
 	Constructive: Consciously avoiding personal attacks, blaming, insulting language, or hostile language. Avoiding evaluative language such as “you are wrong” or “that idea was stupid” reduces the likelihood that the receiver will respond defensively.
 
 As the name suggests, the consistent and central notion is that constructive criticism must have the aim of constructing, scaffolding, or improving a situation, a goal that is usually undermined by the use of hostile language or personal attacks.
 Effective criticism can change what people think and do; thus, criticism is the birthplace of change. Effective criticism can also be liberating. It can fight ideas that keep people down with ideas that unlock new opportunities while consciously avoiding personal attacks and blaming.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Giving Feedback to Colleagues
 As the workplace shifts to a more team-oriented, cross-functional environment, employees are being asked to provide feedback on colleagues on a regular basis. This can be a good thing because you can get valuable feedback from fellow teammates who have daily interaction with you.
 It does not take long to realize that providing feedback to a coworker could be uncomfortable, especially if there is criticism involved. This would be a situation in which a constructive writing strategy would be useful. Here are some guidelines to ensure that your comments are perceived constructively:
 	Direct your comments at the behavior and not the person.
 	Keep the tone of your message neutral and objective—think about how you would feel reading the same comments about yourself.
 	Try to include appreciation of positive behaviors as well as noting behaviors to be improved.
 	Suggest positive steps to resolve the issue.
 
 Here are some examples of constructive criticism addressed to a coworker.
 You are doing a great job making the customer happy and compensating with extra hard work when things get a little behind. You could perhaps spend some time providing more training for the team to take some of the extra work off you and improve their skills at the same time. You are fun to work with, especially when you share more of yourself with the team.
  Your dedication and motivation set a great example for the team. Your intimate knowledge of the technology of the project makes you indispensable. Sometimes when you are asked to help with a problem, you simply create a fix quickly without explaining the solution. It would be very helpful to include the team and explain the issues even if it slows you down a bit.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize the difference between various types of feedback used in business
 	Understand how to write feedback messages for people outside your organization
 	Understand how to write feedback messages for people inside your organization
 
  Giving Feedback
 An interactive video picker element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 You can view the transcript for “A four-step method for giving foolproof feedback | Michelle Tillis Lederman” here (opens in new window).
 You can view the transcript for “The secret to giving great feedback | The Way We Work, a TED series” here (opens in new window).
 You can view the transcript for “How to Give Feedback—Especially When You’re Dreading it | Christine vs. Work” here (opens in new window).
  Accepting Feedback
 An interactive video picker element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 You can view the transcript for “How to Receive Negative Feedback” here (opens in new window).
 You can view the transcript for “How do you handle CRITICISM? | Simon Sinek” here (opens in new window).
 You can view the transcript for “Tips for Receiving Feedback | Xenium HR | Transform Your Workplace Series” here (opens in new window).
  Which of the strategies above will be most helpful for you the next time you give or receive feedback?
 Click to Show Sample Answer Answers will vary.
 No matter which strategy you try, remember that feedback provides individuals with insights into their strengths and areas for improvement, enabling them to refine their skills, enhance their performance, and achieve their career goals more effectively. Even if you are on the receiving end of feedback that is inexpertly given, think about how you can use it to improve your future performance.
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				 	Recognize the important points of responding professionally to feedback
 	Understand how to keep professional even when you’re upset with people or situations
 	Understand how to write responses to feedback
 
  Responding to Feedback
 How you respond to correction, criticism, and negative feedback demonstrates who you are and contributes to how you are perceived by others in your work environment. Thus, it is essential to learn how to take criticism gracefully and treat these instances as opportunities to grow. If you immediately shut down and act defensively, you’re unlikely to learn and grow from past mistakes and you risk developing a reputation as someone who is hard to work with. 
 Positive Responses
 The first step in receiving criticism is to listen actively and make a concerted effort not to be defensive. Remember that giving criticism can be almost as hard as receiving it, so neither you nor your critic are likely to be entirely comfortable. Once your reviewer has given their feedback—whether in person or in writing—the following effective tools can help you respond:
 	Gratitude. Avoid extremes: don’t get gushy or pretend it doesn’t hurt. Just say thanks for your feedback.
 	Questions. Avoid statements until you’ve asked clarifying questions to clear up anything you are unsure about.
 	Restatements. “I hear you saying…”
 	Request for solutions. Ask for suggested solutions. Simple is essential; one or two is enough.
 	Happiness. Do suggested solutions make sense? Will you improve as a worker and improve your relationship with others when you alter your behavior? If the path forward isn’t inviting, you’ll avoid it.
 	Follow-up. Ask for a check-in meeting two weeks later for a progress report. Four weeks is too long. If your behaviors elicit negative feedback, solve them quickly.
 	Gratitude again.
 
 Time
 Sometimes it’s worth taking a pause and delaying your response, rather than responding with your first reaction (which could likely end up being an overreaction). Correction can be tough to hear. Listen, and if necessary, ask for some time to think it over. Be honest in your responses, and don’t be afraid to ask for time, “This is hard to hear. Could I have an hour to digest your feedback?”
 Transparency
 Include those who were impacted by behaviors that need change. Explain what you’re working on and corrective actions. You improve your credibility when others know where you’re going. In a few days, ask them how you’re doing.
 Responding well to negative feedback builds character, increases influence, and strengthens connections. According to communications expert Jack Griffin, there is a six-step process that you can use to respond to negative feedback in a constructive manner.[1]
 Step 1: Accept criticism as an opportunity. All criticism, even unmerited criticism is useful to you. Criticism, after all, may actually point out things that you are doing ineffectively or poorly—things you could do better.
 Step 2: Fight the impulse to respond defensively. Listen and learn.
 Step 3: Realize that the criticism is a perception, nothing more.
 Step 4: Do not meekly accept unjust or unfounded criticism, but don’t reject it. Learn from it.  Learn about creating more positive impressions.
 Step 5: Seize the opportunity to respond to criticism, to communicate in a way that can strengthen and enhance your relationship with your boss.
 Step 6: While listening to criticism, demonstrate that you are hearing the criticism.
 
 Unproductive Responses to Avoid
 Of course, while there are a variety of good ways to respond, there are poor or unproductive ways to respond to criticism. Here are examples of how not to respond.
 	“It’s your fault too.”
 	Making it personal.
 	Being too detached.
 	Minimizing.
 	Arguing.
 	Feeling attacked.
 	Finger pointing.
 	Excuse making.
 	Denial.
 	“I’ll never be good enough.”
 
 Negative responses to feedback delay growth, impede progress, and result in loss of respect by peers.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Jack Griffin, “How To Say It At Work”, 1998. ↵
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				Maintaining Your Composure When Frustrated
 Behaving in a professional manner is the key to success in the workplace. Maintaining that demeanor, even in stressful times, can be a challenge. What does it mean to be “professional” at work? The definition varies, but usually includes:
 	Competence: possessing knowledge and expertise in your field
 	Reliability: being able to meet or exceed expectations, deliver quality work on time, and complete tasks with minimal oversight.
 	Ethics and Integrity: acting with honesty, fairness, respecting confidentiality, and adhering to workplace policies and laws.
 	Effective Communication: able to communicate clearly, respectfully, and appropriately, tailoring their message to the audience and context.
 	Respectful Behavior: treating colleagues, clients, and stakeholders with respect, irrespective of their background or role, including showing consideration for others’ ideas and contributions, valuing diversity, and fostering an inclusive environment where everyone feels valued.
 	Accountability: taking responsibility for both their successes and mistakes and learning from feedback to improve.
 	Positive Attitude: maintaining a positive, solution-focused attitude, even in challenging situations or when faced with criticisms or setbacks.
 	Appearance and Demeanor: presenting yourself in a way that makes a positive impression that aligns with your organization’s internal culture and expectations.
 
 Here is a video with some good advice on professional work characteristics:
 //plugin.3playmedia.com/show?mf=2775019&p3sdk_version=1.10.1&p=20361&pt=375&video_id=2vFdQY1qSlM&video_target=tpm-plugin-b9v0jre6-2vFdQY1qSlM
 You can view the transcript for “6 Traits of a True Professional” here (opens in new window).
  Here are some techniques that can help you deal with emotional reactions to negative situations at work.
 	Acceptance. It is normal to get mad when things go wrong. It is best to step back and acknowledge that your emotions are normal so that you can move on to problem-solving.
 	Displacement. While you are experiencing a range of emotions that you may not initially control, it may be best for a change of scenery. Get up from your desk, walk out of your office, and take some deep breaths outside. Imagine how you would like to see yourself react while you calm down.
 	Articulation. Once you have spent some time thinking things through, it may be time to talk it out with the source of the issue. Remember the basic communication principles. Remember who you are communicating with and what will be effective in reaching them with your point.
 	Improvement. After recognizing and dealing with your feelings, it is time to understand the true source of the issue so it can be solved going forward. For example, you were called out on some errors made in your analysis, but you know that you were not given adequate notice to properly prepare the report and double-check it. Address this with your manager and request an appropriate process in the future to allow for more careful work.[1]
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Short Responses to Feedback
 In today’s business world, your professional demeanor is not limited to your physical workplace. Your online presence is an extension of you and must also convey all of the characteristics we have discussed in the last section. Given the amount of cyberbullying and plain rudeness we all see online, it is even more challenging to maintain your professionalism when responding to an external critical message on social media.
 Here are some tips for how to deal with negative comments about your organization on social media:[1]
 	Respond as soon as possible
 	Apologize
 	Discuss the problem privately by taking the communication to another channel like email
 	Appreciate the feedback
 	Ask how you can help and follow through with helping
 
 Using these guidelines, you can easily craft a short response like the following examples:
 Thanks for your feedback! We’ll take a look at the issue and get back to you within a week.
  We are so sorry for your negative experience with our product. We’ve sent this issue to our customer support team, and they should be reaching out to you within the next day to resolve the problem.
  In addition to these guidelines, keeping things light and using humor can also be effective for a short message response.
 Wendy’s on X
 Wendy’s X feed has a bit of a reputation for being irreverent (just check out some of their posts). While this brand of humor has gained Wendy’s quite a bit of positive attention, some people argue that Wendy’s is making outdated jokes, Wendy’s responded with the following:
 https://twitter.com/Wendys/status/1012398470903291904
 Wendy’s largely agreed with the comments that their social media posts are a marketing strategy, but they were able to make a joke out of the interaction and maintain the tone they cultivated.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Vaughan, Pamela. “How to Deal With Negative Comments on Social Media [+ Examples],” May 13, 2022. https://blog.hubspot.com/blog/tabid/6307/bid/19614/how-to-deal-with-negative-nancy-s-comments-in-social-media.aspx. ↵
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				Long Responses to Feedback
 Complicated workplace situations may require more extensive communication when feedback is involved. Remember that receiving criticism at work is normal. Whether it is coming from a co-worker or your manager, it is important to keep your emotions under control and be professional and even graceful despite how you may feel about the criticism.
 If you are on the receiving end of internal criticism that requires a written response, it should be comprehensive in order to be effective. Some recommended guidelines would include the following:
 	Solicit all of the facts of the matter. Do not be afraid to ask for all the details.
 	Acknowledge what is stated and paraphrase in non-offensive words.
 	Agree if the criticism is true. Apologize if necessary. Explain how the critical remarks will affect your behavior and actions in the future.
 	Disagree if the criticism is not accurate. Be respectful and constructive in your response.
 	Think about finding a compromise position that will alleviate future concerns.
 
 If the issue relates to a product or service failure experienced by customers or consumers, you might want to check with your company’s legal department before responding. Issues that could lead to liability lawsuits should be handled carefully right from the beginning.
 Here is an example of a response to internal criticism from a co-worker:
 To: Kaden Lewis
 From: Valeria Innes
 Subject: Your message regarding Andrés Hernandez
 Dear Kaden,
 I received your message regarding Andrés’ participation at the regional conference last week. Your note was quite critical about his presentation being cut short in relation to the others. I realize that Andrés is an important member of your team and was representing you and the rest of your team who could not attend the conference.
 Let me begin by apologizing for the situation. Andrés was the last scheduled speaker, and many of the earlier activities on the agenda ran over their allotted time. We did our best to keep everything on schedule, but many attendees came back late from lunch which really set us back on Friday.
 I sent Andrés a note apologizing to him directly. In the future, we will be more realistic about how much we can pack into a day of a regional conference and leave some extra time at the end for presentations that would be cut short due to schedule issues.
 Best regards,
 Valeria
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize the important points of responding professionally to feedback
 	Understand how to keep professional even when you’re upset with people or situations
 	Understand how to write responses to feedback
 
  Managing Frustration in the Workplace
 https://www.npr.org/player/embed/1199885915/1225838023
 Click to read the transcript of “How to prevent stress from escalating into distress.”
 How can professional behavior during stressful times influence your career development and relationships with colleagues?
 Click to Show Sample Answer By handling stress gracefully, you build a reputation for reliability and composure, leading to increased trust from supervisors and peers. This trust opens doors for leadership opportunities and promotions. Additionally, managing stress effectively helps you develop essential skills like communication, problem-solving, and conflict resolution, contributing to your professional growth and positively influencing performance evaluations.
 In terms of workplace relationships, staying professional earns respect and support from colleagues, fostering a positive and collaborative environment. Addressing conflicts calmly helps maintain and improve relationships, while your composure boosts team morale and encourages resilience. Clear and respectful communication minimizes misunderstandings and enhances teamwork. Building strong professional relationships also enhances your network, leading to better collaboration and support for future projects.
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		Learn It 11.1.1 Communication within Teams

								

	
				 	Understand the importance of teams in business communication
 	Recognize the difference between different types of teams found in organizations
 	Understand the benefits and challenges of working in teams and how team interactions work
 	Understand how the number of people in a group affects communication
 	Understand different ways to interpret and deal with conflicts when communicating to others
 
  The Value of Teams
 You hear a lot about teams every day—sports teams, disaster and rescue teams, and medical support teams. Teams exist because they are effective in achieving goals, especially when the goal is well-defined. In the business environment, reliance on teams has been growing in the last few decades as organizations become more distributed (operating over distance in virtual and hybrid arrangements) and more structurally complex. 
 group vs. team
 A group is formed around a common interest or purpose with the goal of sharing information, but there is no collective accountability.
  
 A team is a collaborative group of individuals working together towards a common goal, with interdependent roles and shared accountability for outcomes.
  Business organizations have both groups and teams.  For example, all of the people who work in accounting are a group. But people from each functional department, such as financial reporting, audit preparation, or tax compliance, who meet regularly to work on shared goals are a team.
 Teams bring together members of the organization with a wide variety of skills to achieve a common goal. Organizations accomplish these goals by carefully selecting the type of teams they use.
 Types of Teams
 The team is only as good as its members and how they interact with each other. Here are several types of teams that may be used in the workplace. As you read through them, consider their purpose and the likely communication issues.
 cross-functional team
 A cross-functional team is a team that pulls its members from across the different functional areas of an organization.
  These teams are typically permanent or long-standing. For example, cross-functional teams may be composed of representatives from production, sales, marketing, finance, and legal. The strength of this type of team lies in its members having different functional backgrounds, education, and experiences. The diversity of experience contributes to innovative problem-solving and decision-making.
 Cross-functional teams may be used to implement new solutions in the workplace. A simple example is a group of instructors who want to use grant money to purchase laptops and external monitors for all four of their classrooms. To avoid unexpected difficulties and pitfalls, the instructors invite representatives from the facilities management and information technology departments to join their teams. Without this cross-functional team, the teachers might have overlooked the special electrical considerations of rack-mounted charging stations for the laptops or the special campus security software that must be installed. Including other departments leads to greater project success by using expertise from many areas. Unfortunately, the very factors that give cross-functional teams strength can also lead to weaknesses. Without a strong leader and very specific goals, it may be hard to foster social cohesion in cross-functional teams and to create a system of accountability.
 task force
 A task force is a team, usually of experts or specialists, formed to analyze, investigate, or solve a specific problem.
  Quite often, a task force is formed in reaction to a problem or specific event, and once the job is done, the task force is disbanded. The goal of a task force is to offer solutions and support, and, if possible, to put preventive measures in place against future problems.
 Types of concerns that may generate task forces in the workplace include bullying, health and wellness, employee training, increasing customer sales, or improving employee job satisfaction. A project team is similar to a task force, but a project team is often ongoing and covers a wider range of tasks.
 virtual team
 Virtual teams are groups of individuals working together with a common purpose but in different locations.
  Virtual teams may overlap with other types of teams. People may be in different time zones or even different organizations. The obvious advantage of a virtual team is the low cost, both in time and money, to maintain it. Meeting in a virtual space increases flexibility for team members since people can attend from wherever they are, and allows the organization to use the talent of employees around the globe.
 Virtual teams are possible thanks to advances in communication technology, such as e-mail, the Internet, videoconferencing, collaboration platforms, and other products. The COVID-19 pandemic sped up the adoption of virtual, or remote, working arrangements. As of 2023, 12.7% of full-time employees work from home, while 28.2% work a hybrid model, splitting time between an office and home.[1]
 When considering virtual teams, remember that working across cultures can be as challenging as working cross-functionally. Working with team members from different cultures means working with potentially different leadership styles and decision-making processes. In the United States, managers tend to gather data, make quick decisions, and move forward, making corrections as needed. Northern Europeans prefer to build consensus slowly, whereas the French are taught to debate and confront from the time they’re in primary school. Some business consultants will tell you that decisions in Japan are made in small, informal conversations before the formal meeting ever takes place. All teams need to be sensitive to these issues, which may be far more prevalent among the members of virtual teams.
 self-managed team
 A self-managed team is comprised of employees that is responsible and accountable for all or most aspects of generating a product or delivering a service.
  A self-managed team could be thought of as a mini-company within a larger organization. Traditional organizations assign tasks to employees depending on their skills or functional departments (sales, finance, production). A self-managed team carries out the supporting tasks as well, such as planning and scheduling the technical workflow, and human-resource tasks such as managing vacations and absences. Team members may take turns leading and assuming technical responsibilities.
 An example of a self-managed team is a remote group of engineers that double-checks and configures technical sales data that is uploaded daily. Rather than wait for a supervisor to assign tasks to the group, the group manages job assignments based on availability and skills. The group then works with project managers to implement solutions, again based on the team rather than a supervisor’s decision. The work finishes with the billing team. When difficulties or disagreements are encountered, the team works it out for themselves. Because of the autonomy given to self-managed teams, these teams have greater ownership of the jobs they perform. One benefit of self-managed teams is that team members share accountability for what they accomplish, which can be a great motivator. Individuals have greater commitment to the task because they’re directly responsible for its results, and team members take on some of their manager’s work so he or she can work on other tasks.
 However, self-managed teams are susceptible to groupthink. Groupthink refers to a psychological phenomenon where members of a group prioritize consensus and harmony over critical thinking and independent judgment, often leading to flawed decision-making or conformity to the group’s ideas, even if they are not optimal. Also, members may struggle during the transition from supervisor-led management to self-management, possibly because of a lack of interpersonal skills or poor implementation by the company. Not surprisingly, the most effective self-managing teams are found in companies where the corporate culture supports democratic decision-making, and the employees are generally well-educated.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Team Dynamics
 It may seem obvious to say so, but teams are made of humans, and humans express behaviors that are both beneficial and detrimental to the function of their teams. People who feel they are part of a team are often mutually supportive and report greater job satisfaction. However, not all teams are successful. In one survey, only 14 percent of companies rated their teams as highly effective[1], around 50 percent rated them as somewhat effective, and 15 percent rated them as not effective at all. In this module, we look at common behaviors that can help or hurt efforts to meet organizational goals.
 Advantages of Working in Teams
 Better Motivation and Communication
 Teams bring together people with diverse skills to create something that no one person could do alone. A well-planned team improves motivation. Communication is higher in teams, and the diverse skill set means teams can discover new approaches. Because teams have specific shared goals, team members usually enjoy greater autonomy, variety, task identity, task significance, and feedback. Teams often enjoy social support for difficult tasks, improving morale and motivation.
 Each Whole Foods grocery store operates with an average of ten “self-managed” teams, including produce, prepared foods, groceries, etc. Each store also has a team made up of just the leaders from each team to facilitate communication and sharing. Each team takes responsibility for the quality of the products and services in its area. Improved Efficiency
 Efficiency is another advantage to building teams within the traditional hierarchy. Teams can analyze and identify dependent tasks in a nonlinear process, sometimes realizing startling improvements.
 Better Job Satisfaction
 Employees also benefit from participating in teams. They develop relationships with people from other areas of the business and learn more about what is happening across functional department lines (cross-training). Additionally, 69% of people who have personal relationships or friendships with their coworkers report job satisfaction and that they are engaged at work, compared to less than one-third of people who do not.[2] Strong camaraderie among teammates fosters loyalty, making employees more likely to remain with the organization.[3]
 Developing Relationships at Work
 According to LaFasto and Larson in “When Teams Work Best,”[4] there are four aspects of a good relationship: constructive, productive, mutual understanding, and self-corrective. These four aspects are the basis for LaFasto and Larson’s Connect model, which can be used to develop good relationships.
 	A constructive relationship can also be between a person and the team. To have a constructive relationship, there must be trust and mutual understanding between both parties. Constructive relationships do not happen overnight, it takes time to develop trust and to be open with others.
 	Productive relationships are important because if the relationship between two individuals on a team is not productive, the team may not be productive. Productive relationships also, “allow us to focus on real issues—the ones that matter—and to do so in a way that makes a difference.”[5]
 	Mutual understanding is critical because, “[it encourages] us to focus on and understand the other person’s perspective, and [it offers] us the satisfaction of being understood.”[6] Not only is it important to validate another person’s point of view, it is important for us to be validated. It goes back to trust and building a constructive relationship.
 	Good relationships are self-corrective, characterized by the ability of individuals or parties involved to recognize and address issues within the relationship independently, leading to continual improvement and the maintenance of a healthy dynamic over time. By continuing to work on improving a relationship, you are developing trust and mutual understanding among the parties.
 
 Team Cohesion
 Social cohesion refers to the degree of harmony, unity, and solidarity within a group, characterized by shared values, norms, and mutual support among its members, leading to a sense of belonging and collective well-being. In work teams, social cohesiveness means the members want to be part of the team and want to contribute to its success. Members of cohesive teams have social and emotional bonds to each other and to the overall team, which motivates higher commitment and performance.
 Southwest Airlines, for instance, works hard to develop cohesiveness in its organization. As a result, everyone is willing to work toward the success of the organization. That is why it is not unusual to see people help on a task even when it is not part of their job. For example, pilots may help to load luggage if it helps maintain on-time performance. The main factors influencing cohesion are the size of the group, similarities among its members, and team success.
 	Small groups tend to be more cohesive than larger ones because people can interact with each other more.
 	Similarity among group members contributes to team cohesiveness because people with similar backgrounds are more likely to have fewer communication barriers and share views on what constitutes appropriate behaviors. People are generally more trusting of others when they share some important background experiences.
 	When a team experiences success early in its development, members get reinforcement that their efforts can produce results. They are more likely to be motivated to continue to contribute. Success also creates a sense of pride that fosters feelings of belonging and mutual attraction in the team.
 
 Working Towards a Goal
 Collective efficacy is the team’s belief that its members are capable of organizing and working together to reach its goals. Creating collective efficacy is a bit of a balancing act. If goals are perceived as being too easy to reach, members may not feel they have to put in their full effort. On the other hand, if goals are perceived to be too difficult, members may feel their effort doesn’t matter because the goal cannot be reached regardless of how hard they work. In either case, social loafing may result. Social loafing refers to the tendency for individuals to exert less effort when working collectively in a group compared to when working alone. But when the goal is “just right,” difficult but not impossible, the team will believe it can reach it only if they work hard together.
 Psychologist Albert Bandura researched the relationship between efficacy and job performance and found that each affects the other. When a team achieves some success, it can build self-confidence and the belief that it can achieve more. The resulting collective efficacy, in turn, makes it more likely that the team will be successful. However, a downward spiral can occur when both performance and collective efficacy are low. Poor performance makes team members question their ability, and the decrease in collective efficacy leads to more poor performance.[7]
 Good planning and good leadership can both improve collective efficacy. When the tasks needed to reach the team’s goals are being planned, initial activities should lead to demonstrating team achievements. When teams experience success early in their development, they are more likely to build collective efficacy. Good leadership provides a clear vision for the team and articulates why the goals are important. The leader provides guidance, feedback, and encouragement. When teams receive timely feedback, they are more likely to understand the relationship between their effort and their performance.
 Roles within the Team
 As you work on developing good relationships, another way to foster good group dynamics is to identify strengths and weaknesses and assign group roles. For a new team that has not worked together, assigning roles can also help surface individual strengths and weaknesses. By simply assigning roles at the beginning of the project, a team can quickly focus on specific tasks. Everyone should be responsible for brainstorming, problem-solving, and offering their experience and knowledge, but some roles are more generic and may or may not vary by task. Here are four roles that no team should be without:
 	A Leader: In the event there is no clear chain of command, a team must be prepared to assign the role of leader. A leader can keep the team focused, mediate conflicts, and ensure that individuals are held accountable.
 	A note taker or scribe: Again, a simple idea, but documenting every meeting is an important step in developing a productive team. A scribe can quickly get a team up to date with past notes, so little time is wasted remembering where the conversation left off. By documenting and distributing notes from each meeting, the scribe can keep all members of the team equally informed.
 	Lessons-learned tracker: Identify one person to track both positive and negative outcomes of meetings and projects. This individual can solicit input from other members. Documenting what everyone thinks went well and why, and what did not go well and why, can keep a team productive by not repeating past mistakes.
 	Devil’s advocate: Teams need to embrace conflict and different points of view. A devil’s advocate is a person who brings up alternatives or objections to other’s ideas. Assigning such a role can make the team more objective and reduce problems like Groupthink. Because this person’s role can stir up conflict, it can be helpful to rotate who plays the devil’s advocate for the team.
 
 Think of cohesion as morale. It makes sense that a group that enjoys each other’s company is more likely to come together to work toward a common goal. Once everyone is working toward success, little successes occur along the way. This success helps the team’s morale spiral upward. Teams move past being solely task- or work-focused. They become work friends, maybe even social friends. This closeness of relationship adds to the productivity of the team as members are more likely to speak directly even as difficult issues arise.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Disadvantages of Working in Teams
 [image: Three co-workers having a heated discussion]Teamwork can be challenging when there is conflict. Many problems can hinder good team dynamics. We don’t usually have the luxury of picking who we are going to work with on a team. Dealing with different personalities and personal agendas is a common challenge in working within a team. Other common challenges include poor leadership, a lack of focus, dominant personalities, bad communication, groupthink, and social loafing. The key to combating these challenges is to be able to identify when they are taking place.
 Poor Leadership
 There are a few things an individual can do if the poor team leader is your boss or someone with authoritative power. First, be supportive. If your boss trusts you and you are supportive, you may be able to influence decisions by suggesting alternatives. If the poor leader did not assign a devil’s advocate, suggest it during a team meeting and explain why you think it would be beneficial. Once the devil’s advocate is in place, coach him or her to bring up alternatives. When alternatives are out in the open and debated, the weak leader may see that there are stronger ideas available.
 Lack of Focus
 Lack of focus can make a team just a group of individuals. Keeping the team focused takes constant effort. A good leader can keep teams focused and on task by assigning roles and enforcing accountability. A good method to keep teams focused is using an agenda and distributing it before meetings. An agenda can get people on the same page and will encourage them to prepare based on the topics under discussion. Even a functional and mature team should have meeting agendas and planning documents to be sure no one is making assumptions about the group’s direction or undertaking a plan that has not received consensus.
 Dominant Personalities
 Dominant personalities are difficult to deal with. The loudest voice doesn’t always have the best ideas. Sticking to an agenda, establishing protocols during meetings, and having an effective leader can be used to combat strong personalities.
 It’s essential to acknowledge that these same strategies have sometimes been misused to suppress diversity and stifle voices advocating for themselves, potentially silencing valuable perspectives and perpetuating bias.
  Bad Communication
 Bad communication is a quick way for a team to be unproductive and ineffective. By using a scribe and lessons-learned tracker to document team meetings and activities, a team can be kept up-to-date and in the loop. An effective team leader can assign tasks and hold people accountable for their contributions, which can prevent social loafing and encourage good communication.
 Groupthink
 Groupthink is simply going along with the team on a decision because that seems to be the consensus and they want to avoid conflict. It can also be the result of the group talking itself into a decision that doesn’t fit the facts. Having a strong devil’s advocate will help reduce the chances of groupthink.
 Social Loafing
 Social loafing is when one or more group members fail to do their fair share of work within the group. You may have witnessed this behavior firsthand on a team or school project. There are two main consequences of social loafing: The free-rider effect is when one or more team members do not put in their share of the work, assuming others will cover their shortfall. The other is the sucker effect, where other team members reduce their effort in response to the free rider’s behavior.
 Several causes exist for social loafing. A member may not be motivated by a goal and may not want to work to achieve it. Or a member may feel that his or her contribution to the team will not be recognized, so the member is not motivated to contribute. Both of these causes are more pronounced in large teams. Social loafing is also more likely when there isn’t an individual evaluation system in which the performance and contributions of members are regularly reviewed. Finally, if there is unequal compensation and the members of the team feel the compensation is unfair, they will be more likely to lessen their efforts.
 A good manager should monitor employees to watch out for these social loafers. The manager is responsible for making sure all team members are carrying their fair share of the work they have been assigned. If the manager doesn’t address occurrences of social loafing, they can create a stressful work environment that may turn into conflicts among coworkers.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Group Communication Networks
 In organizations, there are hierarchies of reporting structures. Those official links of authority and responsibility impact communication among individuals and groups. Here are some of those communication networks. In looking at these patterns, consider the lines that connect the endpoints to the other points as communication paths.
 [image: Three icons represent the various modes of communication that take place in a business environment. The first mode shows one individual at the top of a chain, which feeds down into two individuals, and from each of those two individuals down to three other individuals. The second mode is one central person flowing to four individuals in a circle around the center. The third mode of communication shows a group of people with a web of lines between each and every one.]Figure 1. There is a wide spectrum of communication network styles in businesses The importance of these patterns for team dynamics lies in the direction information flows, the power structure established, and the number of layers in the hierarchy. Communication flows in many directions, yet without structure and planning, it may overwhelm productivity and real communication, as illustrated in the third model in Figure 1.
 Communication channels, the legs of these networks, multiply more quickly than people do. If everyone receives every message, information overload may occur, as employees are bombarded with messages in an unstructured manner.
 To maintain efficiency and the most effective use of the individuals on your team, take care in determining how and when information is shared. For example, some large organizations use newsletters or internal blogs as structured ways to disseminate routine updates.
 When structuring a communication pathway for your team, consider which team members need to know what and when as well as which tools are the most efficient for delivering which kinds of information. Conflict Resolution
 Interpersonal conflict occurs in the workplace between individuals. Conflict can also occur within working groups and is sometimes magnified in that setting. When we hear the word “conflict,” we typically think about all the negatives associated with the word. Most of us would like to avoid conflict entirely; however, conflict can also be productive.
 Positive Conflict
 Positive conflict comes from recognizing disagreement as part of a healthy process. It is an exchange of passionate ideas. This exchange helps us find creative solutions as well as test the weaknesses of current solutions. The difficulty in keeping conflict positive is in having norms regarding how ideas are expressed and discussed.
 Some amount of conflict is vital to group success to avoid groupthink and to generate more innovative ideas among members of the group, who may have diverse opinions and points of view. In addition, positive conflict generates buy-in and offers elements of ownership, a sense of cooperation, and enhanced membership to all of the group members. When members of a group feel safe expressing conflicting beliefs and opinions, groups are more productive and less prone to conformity.
 Conflict is necessary for good results. Learning to understand and manage conflict is critical when working in organizations. Let’s explore conflict more deeply to understand its broad impact and its direct impact on workplace communication.
 Sources of Team Conflict
 Let’s take a look at a few examples of conflict within teams.
 Fund Allocation
 A new product team may find itself split between allocating funds for the second release of the device or bringing a new product to market. The team may find about half of its members preferring one path and the other half advocating for the other.
 In this case, the team may split into two factions—or more if there is additional disagreement within each group. Even if business considerations support one group’s position more strongly, powerful personalities, interpersonal complexity, and group history can overwhelm those practical factors.
  Differences with Management
 Employees may think, “Why doesn’t the boss just ask us? We do it every day and that will never work.” The boss may think, “Those employees don’t realize what that will cost. It will blow the entire department budget in half the time.”
 Gaps in communication between leaders and the teams they lead can cause particularly thorny conflicts. There may be conflict with management because management has not given clear goals to the team or may not be supporting the team. The organization could have a culture that does not allow teams to work effectively. In extreme situations, this can lead to the team’s refusal to follow the directions of its leader.
  Sales vs. Service
 A company organizationally separates its sales employees from its service (installation and maintenance) employees. On more than one occasion, Sales asked, “What are those service people thinking? We can’t charge the customer for every little thing.” Equally frequently, service is asking, “What are those salespeople thinking? Are they giving the company away? We can’t install it for that little.”
 When different teams don’t take the time to understand the roles and tasks of individuals on different teams, conflict can arise between different functional groups within the organization.
  Unproductive negative conflict should be avoided and must be swiftly addressed and resolved when it does present itself. Because of the dangerous nature of negative conflict and the toll it takes on productivity and morale, it may potentially lead to Human Resource Management issues or even a lawsuit.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Symptoms of Team Conflict
 Symptoms of conflict are seen in the communications of the members. They illustrate themselves in a variety of ways. Once we recognize the symptoms, we can find a solution.
 Almost everyone has endured the experience of being part of a team that was plagued with conflict. Whether in a large group that erupts in anger and can’t finish a meeting, or a small group of two or three individuals that resort to backbiting and gossiping to vent frustration over a conflict, everyone has been a part of a team where conflict has gotten out of control. With this in mind, there are several symptoms of conflict that can be identified in groups that can help them recognize and manage conflict before it tears them apart. By identifying the following symptoms related to communication, trust, and opposing agendas, the team leader can identify conflict before it erupts. As you read through these symptoms, think of the teams that you are a part of and look for symptoms that exist in your team.
 Lack of Communication
 One common symptom of conflict is a lack of communication or a lack of respectful communication. This is most often seen when teams fail to have meaningful meetings. Most often, non-communicating meetings are characterized by team members who are present but don’t participate in a productive way. Often off-topic chatter or silence prevails among such teams.
 A lack of communication can also be noted when team members don’t get along and refuse to talk to each other. These feuds create barriers within teams and prevent communication.
 Lack of Trust
 A lack of communication or disrespectful communication leads to a lack of trust, which is another symptom of team conflict. Teams that fail to produce desired results often lack the trust in one another as team members that is necessary to succeed. Without trust in a team, verbal or non-verbal conflict becomes the norm of the team.
 Team members spend more energy protecting their own positions and jobs than they do producing what is required for the team’s success. When trust erodes in a team, the habit of blaming others becomes the norm as individuals try to protect themselves. Team members become enemies that compete against each other rather than allies that build and help one another to achieve a common goal. Teams that lack trust often gossip about other members or have frequent side conversations after meetings to discuss opposing opinions. Such activity sucks strength out of the team and its purpose.
 Opposing Agendas
 Another symptom of team conflict can be seen when team members have opposing agendas. This is not to be confused with members who have different opinions. Having different opinions in a group can be very healthy because it can lead to better ideas and ways of getting the job done. However, when team members have opposing agendas, it is more than just differing opinions. Opposing agendas refer to conflicting or divergent sets of goals.
 Opposing agendas can create confusion in team members and can cause them to lose sight of their role in the team and of the team’s final goal. Teams must work toward a common goal in order to be successful. Extreme effort must be made to reconcile differences, or such a team can look forward to failure.
 Avoiding Destructive Conflict
 [image: Co-workers having a conversation]Active listening can help diffuse conflict. In most instances of team conflict, avoidance is a worse solution than engagement with the conflicting situation. Moreover, avoiding conflict will lead to less optimal solutions and may even prevent the team from finishing a project. The cost to the organization is greater when teams avoid conflict than when they engage in it.
 Fostering support, trust, and open communication is also essential if relationship conflicts are to be reduced and quickly resolved. Open communication can be established by the following:
 	Co-create guidelines. Some rules might include the following: Take turns when talking and do not interrupt. Ensure that each team member has equal time when stating their perspective. Listen for something new and bring something new to the discussion. Avoid re-stating the facts and talking in circles. Avoid power plays, and eliminate status or titles from the discussion.
 	Listen actively and compassionately. Avoid thinking of a counterargument while the other person is speaking. Listen to the other person’s perspective rather than listening to your own thoughts. Don’t make an effort to remember points just so you can refute them one by one.
 	Point out the advantages of resolving the conflict. “I know you feel that is too much for us to spend right now, but we should figure out how to solve this problem.”
 	Maintain a neutral vantage point and be willing to be persuaded. “Can you help me understand why….”
 	Avoid all-or-none statements such as “always” and “never,” and point out exceptions when these statements are used. Rather than say, “We have never done it that way,” try “We had good reason for not doing that in the past, but let’s talk this through to see if conditions have changed.”
 	Create a goal of discovery rather than of winning or persuading. “Let’s set aside our final decision until our next meeting. This meeting, let’s brainstorm solutions.”
 	Be alert to common goals and where goals overlap as each party is communicating their perspective. “I’m not sure I reach the same conclusion as you, but a 5% decrease is something we do all appreciate.”
 	Use clarifying statements to ensure the other party feels understood and listened to. “What I heard you say is that you feel unappreciated and that you lack vital information.”
 	Help team members to separate the problem from the person. “I know your job is to remind us of the rules, but could we try to approach this a different way?”
 	Use techniques such as role-playing, putting oneself in the competitor’s shoes, or conducting war games. Such techniques create fresh perspectives and engage team members. “Let me try to be the devil’s advocate. You tell me your solution, and I’ll be the technician trying to poke holes in the idea.”
 	Team members should recognize each other for having expressed their views and feelings. “I’m glad to hear your side all the way through. Thank you.”
 	Help each team member to understand all the other perspectives, and help them to re-frame the situation. “So, if I heard you correctly, you are concerned about x. Is it possible that we could address this by trying y?”
 
 Solutions to Conflict
 Conflict is a natural and necessary element of a healthy team experience. It will occur even in the best teams. It can be constructive.
 A team that never experiences conflict is likely to be less productive than a team that does experience conflict. This is especially true if the task that a team is attempting to complete is complex in nature or highly detailed. Without having members question specific actions, specific decisions, or the specifics of the proposed solution, it may appear to the team that there is only one way to solve the problem or complete the task.
 When choosing team members, consider making choices that will promote healthy conflict. You will want to avoid fostering groupthink while avoiding people who already clash with one another. People who want peace at any price and scramble to quash even productive, positive conflict are also not especially useful. While you may choose individuals for their personality traits, commitment is equally important. If team members are individually or collectively indifferent toward the overall goal, they probably will not perform well. A lack of commitment can also lead to a lack of conflict. If the team is committed to the overall goal and members are well chosen, there can be a healthy dose of conflict in the process of completing the task.
 When conflict does occur, it is important to address it immediately. Although developing a solution to the conflict may take time, acknowledging it will help to ensure that it can become productive for the team. By not addressing conflict, the leader risks sending the message that conflict is unmanageable, which can cause vested members to become complacent or feel their input is not valued. In the worst-case scenario, a conflict that is not resolved could go from being task-oriented to personal.
 How Do Teams Prevent Damaging Conflict?
 To prevent damaging conflict, the team leader must lay a conflict-friendly foundation for the team. The following approach will help the team leader set the stage for conflicts that are creative and productive:
 	Set a clear goal for the team.
 	Make expectations for team members explicit.
 	Assemble a heterogeneous team, including diverse ages, genders, functional backgrounds, and industry experience.
 	Meet together as a team regularly and often. Team members who don’t know one another well don’t know each other’s positions on the issues, impairing their ability to argue effectively. Frequent interaction builds the mutual confidence and familiarity team members require to express dissent.
 	Assign roles such as devil’s advocate and sky-gazing visionary and change these roles up from meeting to meeting. This is important to ensure all sides of an issue have been considered.
 	Use techniques such as role-playing, putting oneself in the competitor’s shoes, or conducting simulations. Such techniques create fresh perspectives and engage team members.
 	Actively manage conflict. Don’t let the team agree too soon or too easily. Identify and treat apathy early, and don’t confuse a lack of conflict with agreement.
 
 Resolving Conflict
 Interpersonal conflict should be managed and resolved before it degenerates into verbal assault and irreparable damage to a team. Dealing with interpersonal conflict can be a difficult and uncomfortable process. Usually, as team members, we use carefully worded statements to avoid friction when confronting conflict.
 The first step to resolving interpersonal conflict lies in acknowledging the existence of the interpersonal conflict. Recognizing the conflict allows team members to build common ground by putting the conflict within the context of the larger goal of the team and the organization. Moreover, the larger goal can help by giving team members a motive for resolving the conflict.
 As team members, we all understand the inevitability of interpersonal conflicts. Open and supportive communication is vital to a high-performing team. One way to achieve this is by separating the problem from the person. Problems can be debated without damaging working relationships. When interpersonal conflict occurs, all sides of the issue should be recognized without finger-pointing or blaming. Above all, when a team member gets yelled at or blamed for something, it has the effect of silencing the whole team. It gives the signal to everyone that dissent is not allowed, and, as we know, dissent is one of the most fertile resources for new ideas.
 When faced with conflict, it is natural for team members to become defensive. However, defensiveness usually makes it more difficult to resolve a conflict. A conflict-friendly team environment must encourage effective listening. Effective listening includes listening to one another attentively, without interruption (this includes not having side conversations, doodling, or vacant stares). The fundamentals of resolving team conflict include the following elements:
 	Before stating one’s view, a speaker should seek to understand what others have said. This can be done in a few clarifying sentences.
 	Seek to make explicit what the opposing sides have in common. This helps to reinforce what is shared between the disputants.
 	Whether or not an agreement is reached, team members should thank each other for having expressed their views and feelings. Thanking the other recognizes the personal risk the individual took in breaking from groupthink and should be viewed as an expression of trust and commitment toward the team.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand the importance of teams in business communication
 	Recognize the difference between different types of teams found in organizations
 	Understand the benefits and challenges of working in teams and how team interactions work
 	Understand how the number of people in a group affects communication
 	Understand different ways to interpret and deal with conflicts when communicating to others
 
  Conflict Resolution Skills
 //plugin.3playmedia.com/show?mf=12277049&p3sdk_version=1.10.1&p=20361&pt=375&video_id=jUF9sY4HvxY&video_target=tpm-plugin-65wmzb5b-jUF9sY4HvxY
 You can view the transcript for “A hostage negotiator on how to resolve conflict | Karleen Savage | TEDxValparaisoUniversity” here (opens in new window).
  How can the five universal skills of conflict resolution (curiosity, attitude, master listening, connection, and reframing) be integrated into team dynamics to improve collaboration and productivity in a workplace setting?
 Click to Show Sample Answer Consider the following approaches:
 Curiosity:
 	Encourage team members to ask questions and seek to understand different perspectives before forming judgments. This can be done through regular brainstorming sessions where open-ended questions are welcomed.
 	Implement training sessions focused on teaching employees to approach conflicts with the goal of understanding rather than defending their own positions.
 
 Attitude:
 	Foster a positive and open-minded attitude towards conflict resolution by promoting a culture that views conflicts as opportunities for growth and improvement rather than threats.
 	Lead by example, with management demonstrating a calm and constructive approach to conflicts, showing that a positive attitude can help in finding mutually beneficial solutions.
 
 Master Listening:
 	Conduct workshops on active listening techniques, emphasizing the importance of fully understanding others before responding.
 	Create spaces for regular, uninterrupted listening sessions where team members can share their concerns and ideas without fear of immediate criticism or interruption.
 
 Connection:
 	Build stronger interpersonal relationships within the team through team-building activities and social events that encourage trust and understanding.
 	Ensure that all team members feel valued and understood by acknowledging their contributions and concerns.
 
 Reframing:
 	Train team members to reframe conflicts by looking at problems from different angles and finding positive aspects or opportunities within challenging situations.
 	Encourage the use of constructive language that focuses on solutions rather than blame, helping to shift the focus from the problem to potential resolutions.
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				 	Recognize digital tools that help people communicate and work together
 	Understand how to work with others to create a business message
 	Recognize digital tools that help with writing with others
 
  Tools for Communicating with Groups
 Technology is rapidly changing the ways we communicate in a variety of contexts, and group communication is no exception. Many organizations use computers and cell phones as a primary way to keep groups connected given their ease of use, low cost, and asynchronous nature. In today’s workplace, you can use Google Docs, chat online, transfer documents back and forth, and form messages to achieve the group’s goals—all without ever having to meet in person. You’ll likely find yourself participating in virtual groups with people who have been brought together from a variety of geographical locations.
 When groups communicate through email, discussion forums, text messaging, and other asynchronous methods, they lose the ability to provide immediate feedback to other members. Also, using asynchronous communication technologies takes a great deal more time for a group to achieve its goals. 
 Nevertheless, technology is changing the ways we understand groups and participate in them. We have yet to work out all of the new standards for group participation introduced by technology. Used well, technology opens the door for new avenues of working in groups to achieve goals. Used poorly, technology can add to the many frustrations people often experience working in groups and teams.
 Meeting Scheduling
 Have you ever watched an email addressed to more than five people rapidly fill your email box? Probably. Imagine the one with the subject line “Can you meet Tuesday at 10? or when?” This message for internal, external, or a mix of meeting attendees will rapidly fill everyone’s email box and possibly use more attendee time in reading and scheduling the meeting than the meeting may actually take.
 There are a variety of tools available to streamline this interaction:
 	Doodle: Allows you to propose several times and dates and invite participants to select their preferences. It’s great for finding a time that works for everyone without back-and-forth emails.
 	Calendly: Enables others to book meetings with you based on your available times. It integrates with your calendar to prevent double-booking and can automatically adjust for different time zones.
 	Shared calendars among teammates: Tools like Google Calendar and Microsoft Outlook Calendar include a feature that allows you to find suitable meeting times when meeting participants are all available.
 
 Quick Conversations
 Throughout the work day, questions come up that need simple responses quickly. These tools may be one-on-one tools or group tools (i.e. text, group text). These tools allow users to chat in real-time, so projects can be completed faster because users don’t have to wait for other users to respond by asynchronous means like email. Tools that may suit this need are tools such as or similar to the following:
 	Slack: A popular messaging app for teams that supports direct messages, group chats, and channels organized by topic. It offers real-time messaging, file sharing, and powerful search capabilities.
 	Microsoft Teams: Integrated with Microsoft 365, Teams is a platform that combines workplace chat, meetings, notes, and attachments. It supports real-time communication and collaboration across different devices.
 	Google Chat: Part of Google Workspace, it provides direct messages and team chat rooms, facilitating real-time conversations and collaboration. It integrates with other Google services like Drive and Meet.
 	Webex Messaging: A feature within the Webex suite that enables users to send messages, share files, and even start spontaneous video calls directly from the chat. It’s designed to facilitate quick questions and fast responses among coworkers.
 
 Since mobile devices such as smartphones are so common, you would probably be able to text message teammates. However, do check the company policy on the use of your personal devices to communicate for work. There may be issues related to intellectual property, security, and customer relations. 
 Email
 Certainly, email remains an excellent tool because large numbers of people may receive the same message. Make sure you check your company’s use of these tools, particularly when sharing sensitive information. 
 Conferencing
 Now most personal computers, tablets, and phones offer users voice, video, and text communication. This leads to richer communications through video conferences. Video conferencing allows participants to see facial expressions and body language, which are crucial for understanding context and nuances in conversation. This visual aspect leads to more engaging and effective meetings, where participants are likely to be more attentive and involved.
 Screen sharing enables presenters to visually explain concepts, demonstrate software, or review documents live. This direct visual context helps avoid misunderstandings that can occur with verbal or written explanations alone. Teams can work on documents, designs, or presentations together in real time, making edits, suggestions, and changes while discussing them verbally or in a chat. This simultaneous input speeds up the revision process and enhances the quality of the final product.
 Project Management
 Project management is no longer only for massive construction projects. Many tracking and coordination skills are used in group communication. These management tools help keep all parties involved in a project on the same page. These tools also reduce the amount of incoming and outgoing communications, since team members have access to the status of each person’s work.
 Here are a few other examples of project management tools
 	Microsoft Project is designed to assist a project manager in developing a plan, assigning resources to tasks, tracking progress, managing the budget, and analyzing workloads. 
 	Trello: Uses a simple, card-based layout that’s great for organizing tasks and workflows visually. It’s particularly effective for small teams and straightforward projects.
 	Monday.com: Known for its customizability and ease of use, Monday.com supports a wide range of project management and workflow automation tasks. It’s suitable for teams of all sizes.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Collaborative Writing
 [image: Overhead view of co-workers sitting around a table and working]Collaborative writing allows contributors to be more involved and attached to the project. The term collaborative writing refers to projects where written works are created by multiple people together rather than individually. Collaborative writing is also an approach for teaching novice authors to write, or for experienced writers to stretch their creative potential into modes that would be less accessible to each writer operating alone.
 Using collaborative writing tools on projects can provide substantial advantages, from increased commitment to the project to easier and more effective processes for collaboration. It is often the case that when users can directly contribute to an effort and feel that they’ve made a difference, they become more involved with and attached to the outcome of the project. The users then feel more comfortable contributing time, effort, and personal pride to the final product, resulting in a better outcome.
 Teams may select from several methods of collaborative writing. The team must discuss which style they will use for their project.
 	Single Writer. In all groups, some are stronger in certain areas—such as conceptual thinking, leadership, public speaking, and writing—than others. The group may elect a single individual to complete the actual composition of the document while everyone else contributes to the thinking and research that goes into it and also reviews, edits, and possibly rewrites. This style leads to a consistent voice for the document.
 	Writing by Committee. Teams should discuss individual team skills related to conceptual thinking, organizational structure, writing skills, subject expertise, and proofreading skills. Ownership of the output belongs to all, no matter how individual work steps are completed. An example of this might be found in the parallel activity of creating sales proposals. There is a sales leader for the project, but operations team members, legal team members, and others have important input to the costs and description of the proposal.
 	Multiple Writers. Other projects are created using more of a divide and conquer method. In this style, each team member writes one or more assigned sections. This division of work is usually based on individual expertise. While expertise is important to each section, it may lead to some significant writing style complications. Final editing must consider these issues. Without a strong outline, there may be duplication or oversight in content when reviewing the entire document. The team may schedule some preliminary reviews to ensure the entire writing project is on track.
 
 No matter how a group decides to divide labor, the outline for the document should be the first thing completed. The next step is developing the writing plan—who is writing what and how the work will be revised. Additionally, there may be a need for more teamwork to fill in missing components if the work requires knowledge or skills outside of the group. These discussions should have at least one member actively taking notes on the conversation to ensure all important components are included in the final document.
 As the team gathers to structure the document’s writing, be sure to use the team skills discussed earlier in this module: communication and conflict resolution are key to a group project’s success. In many situations, the team has completed much work and research already. That feeling of “that worst is over, we only have to write it down” may cause the team to let down its team-process efforts. Writing the document can cause as much—or more—stress as reaching the conclusions. Good communication skills are still needed.
 As with all team activities, working in a group takes more time than working alone. With group writing, the initial drafting may go quickly, but the coordination before writing and the review after writing require substantial effort. The output will be better with this effort, but to achieve that success takes time. There must be time for input from all relevant parties and the time to hear input on document content and structure.
 Combinations of these styles are possible. How the writing takes place should be determined by the team in considering:
 	Individual writing skill
 	Length of time to final product
 	Expertise in subject matter
 
 Note that writing is a separate step in the document’s preparation. Other steps such as outlining and editing have similar considerations.
 All group writers should remember that having your name on a document signifies your ownership of and agreement with its content. Your reputation is at stake. Therefore, every group member must be actively engaged, regardless of their specific role in the project.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Tools for Collaborative Writing
 As mentioned earlier, many teams are not physically located together. Collaborative writing would be nearly impossible for team members who are not co-located without the technology we have access to today. Social media and technology are changing the ways we communicate in groups. Even in co-located teams, this rich technology enhances teams’ ability to produce well-written group documents.
 In addition, collaborative writing tools have made it easier to design better work processes. These tools provide ways to monitor what users are contributing and when they contribute, so managers can quickly verify that assigned work is being completed. Since these tools typically provide revision tracking, it has also made data sharing simpler. In modern word processing applications, it is possible to compare the current version of a document with a previous version.
 Users won’t have to keep track of what version is the current working revision since the software has automated that. For example, Microsoft Word has a feature called Track Changes while Google Docs enables editors to use Suggesting mode to indicate the changes they have made. 
 Wikis
 In order to write collaboratively, we need suitable tools. Wikis (such as Wikipedia) are a well known example of collaborative writing online. They are uniquely collaborative, as their existence is based on open editing and evolving as the community contributes.
  With any of these applications, it is important to review organizational security and sharing protocols. Group member roles related to editing should be established. Team members should ensure that documents are shared only with those who need access, reducing the risk of data breaches or leaks of sensitive information.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize digital tools that help people communicate and work together
 	Understand how to work with others to create a business message
 	Recognize digital tools that help with writing with others
 
  Ethical Use of AI in Writing
 //plugin.3playmedia.com/show?mf=12277050&p3sdk_version=1.10.1&p=20361&pt=375&video_id=clIokFqZKq0&video_target=tpm-plugin-ml3azy8d-clIokFqZKq0
 You can view the transcript for “AI in Essay Writing: A Guide to Ethical Use” here (opens in new window).
  How might the ethical use of AI in writing differ between academic settings and workplace environments?
 
 Click to Show Sample Answer Answers will vary as there is a wide range of opinions about what are acceptable uses of AI. 
 If you don’t have a team to collaborate with, AI can serve as a substitute team member to brainstorm and get advice about your writing.
 In academic settings, the ethical use of AI in writing focuses on enhancing students’ learning and skill development. For example, a student might use AI to brainstorm essay topics, as it helps spark creativity without writing the essay. Similarly, using AI to create outlines helps organize thoughts, but the actual content must be the student’s own work. AI can also be used for editing and proofreading, where it checks grammar and structure, but students should use these suggestions to learn and improve their writing skills. Students should always adhere to their school’s and instructors’ policies about the use of AI.
 In contrast, in the workplace, the focus is on efficiency and professionalism. An employee might use AI to draft sections of a business report, where AI provides templates and suggestions based on data. Here, the employee must ensure the AI-generated content is reviewed and tailored to meet the specific context of the report. In professional communication, AI can assist in drafting emails, suggesting language and structure that matches the organization’s style guide. The employee should personalize these emails to reflect their own voice and the specific situation. Employees should always adhere to their organization’s policies about the use of AI.
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				 	Recognize inclusive best practices that enhance teamwork in diverse workplaces
 	Recognize best practices to use when participating in work related events
 
  Interaction in the Workplace
 The first and perhaps most lasting impression you make in the workplace starts with how you present yourself. The National Association of Colleges and Employers includes professionalism as a necessary career skill. A person with this career skill:[1] 
 	recognizes that work environments differ greatly,
 	understands and demonstrates effective work habits, and
 	acts in the interest of the community and workplace.
 
 There are many cultural issues involved in the best practices of professionalism in the workplace. The main focus of this text is workplace practices in the U.S. If you are engaging with individuals from different countries or cultures, be sure to study their cultural norms. There are extensive resources available online for information about business etiquette around the world.
 Dress for Success
 [image: A man and woman both dressed in suits at an office]Business professional attire is the most formal. At a distance, initial impressions begin with attire. What is considered appropriate dress will vary from workplace to workplace. There are three common levels of professional dress:[2]
 	Business professional: the most formal and appropriate for interviews. Examples include jackets or blazers with matching pair of pants or skirt, a buttoned, collared shirt with tie, or a conservative shirt.
 	Business casual: more relaxed than business professional and appropriate for organizations that have a relaxed dress code or networking events. Examples include Jackets, dress pants, dress shirts, skirts, or tailored sweaters.
 	Smart casual: the most relaxed category that is easiest to describe by what is NOT included. Don’t wear jeans, athletic wear, miniskirts, sweatshirts, t-shirts, sneakers, or footwear like flip-flops.
 
 Absent a uniform or direct corporate attire policy, look at what your boss and your boss’s boss wear in the workplace. Dress like the employee you want to be with your next promotion. There are times when you may be asked to attend an event away from the usual workplace. It may even be a bit social such as taking a customer out for a meal. It is better to ask others about appropriate attire than to show up incorrectly dressed. 
 Body Language
 The second impression you make is with body language. Posture (a form of body language) communicates a lot about you. Are you standing tall with shoulders back, but not stiffly? Did you rise when someone new entered the room? Are your legs or ankles crossed? Is your head up, looking at the other person? If the answers to these questions are “yes,” these behaviors are often interpreted as showing that you are confident and attentive.
 In conversation, you should be attuned to and gently copy the body language of others you are speaking with. If the other person leans in a bit, you should consider doing so as well. If the other person is leaning back against his chair, you may do the same. Avoid copying or aping the other person’s movements, but do subtly follow him or her with similar movements. This is more appropriate if the other person has organizational rank or power.
 Personal Space
 Proximity, or the space around individuals, is another very culturally tied component of body language. Start by respecting other’s work spaces. Whether your co-worker is in an office or a cubicle, knock gently and pause to gain permission to enter that space. No one will produce a measuring tape to determine how close to stand from someone else, but there is such a thing as respecting personal space. Start at a distance where you are comfortable. If you notice the person gently backing up, then you are too close. If the person either moves in, leans in to hear, or repeatedly asks you to repeat yourself, you may be too far away. If the person you are speaking with is seated, try to sit near them to be at the same eye level to facilitate conversation. If this is not possible, be sure you do not stand so close that they feel like you are looking down on them. If you are seated and the person you are conversing with is standing, offer them a seat near you or stand to be at their level.
 Handshakes
 Handshakes are the norm for in-person professional greetings. Reach with your right hand to grasp the other person’s right hand. Grasp firmly but not in a manner to suggest a contest of strength. Shake hands up and down gently no more than three to four times. As you shake, look the other individual in the eye and continue the conversation. It is appropriate to make an effort to shake hands with all those in the group or immediate vicinity. With a room of 100, no one will shake hands with everyone but do greet those close to you or those who may enter that area.
 If someone is injured or sick, they may opt out of shaking hands. Respect their wishes in this and just offer a friendly, “It’s a pleasure to meet you.” If you have a cold, you may choose not to shake hands, but you are then obligated to explain why, for example, “I’d love to shake hands, but I’m getting over a cold, and I wouldn’t want to give it to you.” Eye Contact
 Eye contact is dramatically different among different cultures. Just like the handshake, it is a part of body language. In the U.S. the norm is that we should look at the other person in a conversation and look in their eyes. Your look is directed at the other person’s eyes or the bridge, or top, of their nose without staring intently. Glance around occasionally.
 Eye contact is important if you are speaking in front of a group and when you are part of an audience. As the speaker, you are trying to engage everyone with your subject so you should direct your gaze around the room and not just one person or the people closest to you. As the audience, you are showing the speaker that you are engaged and value this input. Again, do not stare intently but keep a steady gaze.
 Gestures[3]
 Gestures are another component of body language and can serve a variety of purposes.
 Illustrative gestures help you convey meaning when you speak. When giving a presentation, you might raise your hand to emphasize your point that employee engagement is the highest it’s ever been.
 Affective gestures are movements or postures that communicate a person’s feelings without words. For example, a slouching listener might indicate disinterest.
 Misinterpreted gestures result from misunderstanding. The misunderstanding can occur for a variety of reasons. A colleague who is frowning might be perceived as disagreeing when actually they are in pain due to a migraine. Fidgeting is another gesture that may occur subconsciously. Some people tap pencils or bounce their leg up and down. Some might assume that fidgeting means the person is distracted; however, for some people, the act of fidgeting helps improve their attention.[4] If you find a gesture concerning or distracting, it’s best to have a conversation rather than make assumptions.
 Considerate Conversations
 The volume and location of the conversation are important. When you are speaking with others, use a volume that is audible to those individuals and only to them. You want to avoid others being forced to hear your conversation when they may be trying to have conversations of their own. Your volume will be adjusted to the situation of the conversation. Avoid cell phones around others as the volume is frequently annoying. If you must use a cell, move to a location with some privacy. Business conversations have a special need for security.
 It is never appropriate, no matter what your volume, to discuss proprietary company information outside of a secure workspace. If you find yourself needing to whisper, then you are in the wrong place to have that conversation.
 However, just being in the office building doesn’t mean every conversation is appropriate. If you run into your boss on an elevator or in the restroom, it might not be the best time to initiate a discussion about work. If you do have pressing matters to discuss then use that moment to inquire how to find a time to have the full conversation.
 Demonstrate Dependability
 Another important impression you make on others involves being dependable. Punctuality, being on time, is an important aspect of dependability. In some cultures, it is appropriate and acceptable to be late for a meeting. This is not true in the United States where we say “time is money.” Persons in positions of power might keep subordinates waiting. While you may not appreciate it, you’ll often have to accept a wait for the boss. Should the wait become too long (more than fifteen minutes), it may be appropriate to leave word you need to reschedule and leave. Let your company culture, the importance of the meeting, and consultation with others involved direct how you handle this situation.
 You can also show that you are dependable by meeting goals, expectations, and deadlines. Show that you pay attention to details in your work by reviewing it before submitting it to catch unintended errors. Being able to manage your time and prioritize tasks to accomplish goals is also an important part of demonstrating dependability and effective work habits.[5]
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Company Events
 Company events can be fun, exciting, and relaxed. Sometimes employees are rewarded with a celebratory event at the workplace or an external venue. Customers are sometimes hosted by employees at sporting events or dinners. In some situations, alcohol is served. However, remember that these events remain a workplace interaction rather than a personal experience. You should approach these events with the same professionalism as your behavior in the workplace during office hours.
 The guidelines below are suggestions, not rigid rules for each event you attend throughout your career. When in doubt, err on the side of greater formality or respect, especially when engaging with customers or people above you in the company hierarchy. For each company event, make sure you understand the purpose of the event and prepare appropriately.
 	Leave your cell phone in your car or on silent. Do not check your phone during a conversation. As either host or guest, the cell phone clues everyone else in that you have your attention elsewhere. Excuse yourself and step away if you absolutely must check your phone.
 	Do not chew gum.
 
  External Attendees
 Some events include individuals from outside the company. When your company is hosting the event, it is your responsibility to meet and greet others who have been invited. For significant events, companies often assign company members to host specific individuals from the other organization. Employees may need to research their specific guests to recognize them and engage in appropriate conversation. Guests need to be open to meeting many of the hosting company’s employees. Everyone should carry business cards to make an introduction and for use in follow-up conversations to be scheduled later.
 Conversation
 [image: Three people having a conversation at a business social event]Conversations at social events hosted by an employer help further establish professional relationships. Conversation at business social events is not exclusively related to business. However, care must be taken not to become overly personal. The social environment helps establish a personal encounter, yet it remains a professional relationship. The employee of a hosting business interacting with a guest should work to share conversational responsibilities, with a slight focus on the guest speaking more than the employee. As with a guest you might host at your home when your company is the host, you are responsible for the guest’s comfort, which may include stowing coats, pointing out sights and amenities, or leading the conversation with interesting inquiries. As a guest, you should expect to be well-treated, but avoid taking advantage.
 Without an assigned agenda, questions such as the following may kick off the conversation or fill in the lulls:
 	How did you start your career in [their industry]?
 	What do you enjoy most about your role?
 	Are there any projects you’re currently excited about?
 
 For specific events, such as a theater outing or a sporting event, you may wish to do a bit of homework ahead of time so that you may demonstrate an understanding of the event. “This is the director’s debut production in our city. They are scheduled to go on tour in a few months.”
 If a social event is seated, then be sure to engage equally with those seated to your left, right, and possibly across the table. Lend your attention to the guests rather than your co-workers. You can visit with your co-workers at the office.
 Introductions
 As each person enters a conversation, introduce the new member to those in the group. Introductions are more than, “Anna, this is Renan. Renan, this is Anna.” Give each person a way to enter the conversation. “Anna, this is Renan. He’s head of West Coast sales. Renan, this is Anna, she just joined us after graduating from college in Missouri.” While the hosting organization should take the lead in introductions, that should not hold you back as host or guest.
 Perhaps one of the most awkward situations is when you are the one entering an area where everyone already seems engaged with others. It may be tempting to spend time admiring the buffet, bar, or art. Remember, this is a social occasion, so the expectation is that you be social. Also, take advantage of the event as a networking opportunity.
 Find a likely group, stick out your hand, and say, “Hi, I’m Felipe from ABC Co. May I get your name?” As long as you look friendly and spend the initial moments of the conversation listening attentively, you will be fine.
 If your company is the hosting organization, be sure to look for guests who seem to be standing awkwardly alone and invite them into your conversation group. You are not obligated to this person for the entire event but offer the person a way to engage. Just as you may grow tired of one person, so might that person of you. Allow the gentle excuse of wanting to greet someone else or refill a drink to release you both from the conversation. If your departure strands the other, then introduce that person to a new group before moving away. These are social events with the intent of establishing more professional relationships.
 Table Manners
 There are extensive guides online about table manners. This list is a summary of the bigger items that help you make a suitable first impression.
 	Put your napkin in your lap once seated. If you are at a hosted event, wait for the host or hostess to place his or her napkin. As you finish the meal, casually fold your napkin and place it on the table. Never place the napkin on a used plate or return it to the table while others are eating.
 	Start with dining utensils from the outside of the place setting and work your way in. For example, the smaller salad fork is far to the left. The main dinner fork is to the right of the salad fork. The dessert fork is to the right of the dinner fork or nearest your plate.
 	Order items that your company would be willing to pay for or items that seem similar to that of the hosting company. A business dinner is not an opportunity for you to indulge. Avoid items that are messy to eat.
 	Take your first bite only after everyone is served. If this event is hosted, do not start eating until the host or hostess places his or her fork on his or her plate or takes a bite.
 	Pass food to your right. If you are starting this dish, offer it to the left and then take your portion before passing.
 	Ask others to pass items to you, rather than reaching in front of anyone.
 	Bread is torn, not cut.
 	Never speak with food in your mouth. Take small bites so the lull from question to answer is small.
 	Focus less on eating and more on the guests. Second servings should be taken only when offered. Your main goal is to develop relationships; enjoy the food but remember where your focus should be.
 	Do not feel required to eat food you do not care for. However, you should avoid announcing what you don’t like. Appreciate the effort on your behalf even if you do not appreciate the food item.
 	If the event is a cocktail party with appetizers, you may find yourself standing while trying to balance a drink, a plate, and your napkin and utensils while also shaking hands with people you meet. Keep in mind your eating situation when choosing foods, for example, skip the slice of meat you have to cut no matter how delicious it looks. Believe it or not, there are online resources to help you figure out this balancing act.
 
 Rising at the Table
 Rising from your seat when someone new arrives at the table is a polite, acknowledging gesture. Alternatives like a smile, nod, or verbal greeting can inclusively convey the same respect, ensuring everyone feels acknowledged without the necessity of standing. 
 The emphasis on standing may be more the norm at more formal events or among older generations. Let the context of the event and the actions of your dining companions guide you if you are unsure about what to do.
  Alcohol and Marijuana
 It is not unusual to find alcohol being served at social business events. With changes in some states’ laws, it is possible that marijuana may also make an appearance at these events. If you do not normally use either of these, do not feel obligated to use these at a business outing, and definitely do not choose a business event to try them for the first time. Gently decline and avoid offering excuses, reasons, or ridicule. You can simply say “No, thank you” or ask for an alternative, such as tea or a soft drink.
 If you do want to accept an offer, then do so. However, remember the purpose of this social interaction is to build professional relationships, not to start a big party. Watch your intake carefully and be sure to limit your intake to less than the host and far, far less than the legal limit. You want to be able to maintain your professionalism since it is a work-related event.
 As the hosting company, you have a certain amount of liability for any guest indulging at the event. Be alert to employees or guests who may have over-indulged. While it may be a difficult conversation, it is better to keep guests safe than let them leave under the influence. If the event is hosted by an outside provider, perhaps the manager of that concern has a way of dealing with inebriated patrons. Ask for assistance. Never offer to drive anyone else home unless you are completely sober. As a guest or host, it is far wiser to hire third-party transportation.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize inclusive best practices that enhance teamwork in diverse workplaces
 	Recognize best practices to use when participating in work related events
 
  Networking Best Practices
 Not everyone feels comfortable making conversation at professional events, and that’s completely normal. Networking can often seem daunting, especially in an unfamiliar setting. However, mastering the art of conversation in these settings can be incredibly beneficial, helping to build connections, foster relationships, and even open doors to new opportunities. Whether you’re an introvert, someone who struggles with spontaneous conversations, or simply looking to improve your social skills, these videos can help you navigate professional events with greater ease and confidence.
 An interactive video picker element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 You can view the transcript for “How to Get Good at Small Talk, and Even Enjoy It” here (opens in new window).
 You can view the transcript for “Effective Ways of Engaging in Small Group Networking Conversations” here (opens in new window).
 You can view the transcript for “An introvert’s guide to networking | Rick Turoczy | TEDxPortland” here (opens in new window).
  How can reframing networking conversations as collaborative interactions rather than competitive exchanges change your approach to professional events?
 Click to Show Sample Answer Reframing networking conversations as collaborative interactions rather than competitive exchanges can significantly alter one’s approach to professional events in several ways:
 	Reduced Anxiety: Viewing networking as a collaborative effort shifts the focus from “winning” or outperforming others to mutual benefit. This perspective can reduce the pressure and anxiety associated with trying to impress others.
 
 	Enhanced Listening: In a collaborative setting, active listening becomes crucial. This means paying full attention to the other person, asking thoughtful questions, and responding appropriately, which can help build stronger relationships.
 
 	Mutual Value Creation: Collaboration emphasizes the exchange of ideas and resources, creating opportunities for mutual benefit. This can lead to partnerships, mentorships, and other valuable professional connections that are based on shared interests and goals.
 
 	Long-Term Relationships: A collaborative approach is more likely to result in lasting relationships. When conversations are seen as part of a larger, ongoing process of building a professional network, rather than one-time interactions, the focus shifts to maintaining and nurturing these connections over time.
 
 
  In what ways can adopting the mindset of being interested rather than interesting enhance the quality of your networking interactions and reduce anxiety?
 Click to Show Sample Answer Adopting the mindset of being interested rather than interesting can enhance the quality of networking interactions and reduce anxiety in several ways:
 	Shift in Focus: By prioritizing interest in others, the pressure to be captivating or impressive diminishes. This shift in focus can alleviate self-consciousness and performance anxiety, making interactions feel more natural and relaxed.
 
 	Genuine Connections: Demonstrating genuine interest in others’ experiences, opinions, and backgrounds fosters a deeper connection. People appreciate being heard and valued, which can lead to more meaningful and memorable exchanges.
 
 	Active Listening: Focusing on being interested encourages active listening, where you fully engage with the speaker and respond thoughtfully. This not only enhances understanding but also shows respect and attentiveness, strengthening the rapport between parties.
 
 	Building Trust: When you show sincere interest in others, it helps build trust. People are more likely to open up and share valuable insights when they feel their contributions are appreciated and acknowledged.
 
 	Lowered Self-Pressure: The mindset of being interested removes the burden of constantly thinking about how you are being perceived. This can reduce nervousness and allow you to be more present in the conversation, leading to more authentic interactions.
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		Learn It 12.1.1 Virtual Teamwork

								

	
				 	Understand the main differences and challenges in communication for remote and hybrid teams compared to teams that work together in the same location
 	Understand best practices for holding remote meetings
 
  Virtual Teamwork
 Working virtually, or remotely, without in-person interaction is becoming more common in the workplace. Working from home in 2024 is five times more common than it was in 2019.[1] Just over one-third of workers work remotely 100% of the time while 41% of workers have a hybrid arrangement that allows them to work from a combination of their employer’s office and their home.[2]
 Even if you work on-site for your employer, you may need to collaborate with team members, vendors, or customers virtually. With advancements in technology and the shift towards more flexible work environments, remote and hybrid teams are now commonplace. However, this shift brings unique challenges and requires a different approach to collaboration compared to traditional teams that are co-located within the same office.
 Communication Differences in Virtual Environments
 Presence and Accessibility
 In traditional office settings, the simple act of turning to a colleague down the hall for a quick question or brainstorming session is taken for granted. These unplanned interactions not only foster a collaborative spirit but also streamline decision-making processes.
 In contrast, remote and hybrid teams operate in an environment where team members might be spread across different time zones, making such spontaneous exchanges rare. The absence of physical presence requires a structured approach to communication, often relying on scheduled meetings or asynchronous messaging platforms. While these tools facilitate connectivity, they cannot replicate the immediacy and ease of face-to-face interactions, potentially leading to delays in feedback and decision-making.
 Non-Verbal Cues
 In face-to-face conversations, a significant portion of communication is nonverbal. Gestures, facial expressions, and body language add layers of meaning to our words, enriching the communication process. However, in virtual settings, especially those that use text-based communication heavily, these nuances are lost.
 Even in video conferences, where visual cues are available, the subtleties of body language can be harder to interpret due to screen limitations and connection issues. This reduction in nonverbal communication can lead to misunderstandings, as the emotional and contextual undercurrents of messages are not as easily conveyed or interpreted.
 Technology Dependence
 Remote and hybrid teams are fundamentally reliant on technology for communication. This dependence brings its own set of challenges, from technical issues like poor internet connectivity and hardware failures to the learning curve associated with mastering new tools. In addition, the effectiveness of communication can be significantly impacted by the choice of technology—some tools may be better suited for certain types of interactions than others. Finding the right mix of communication platforms that cater to the needs of the team and fit the organization’s budget while being user-friendly is crucial for minimizing disruptions and ensuring smooth communication.
 Communication Challenges in Virtual Environments
 Building Trust and Rapport
 rapport
 Rapport (pronounced ra-PORE) describes a positive relationship when people get along well and understand each other’s feelings or ideas.
 
  Trust and rapport are the cornerstones of effective teamwork, yet they are notably more challenging to establish in remote and hybrid environments. The lack of regular physical interactions and social cues can make it more difficult for team members to develop personal connections and understand each other’s working styles and communication preferences. This distance can lead to a sense of isolation and disconnection from the team, affecting morale and productivity. Overcoming this challenge requires intentional efforts to foster a culture of openness and inclusion, utilizing virtual team-building activities and encouraging informal interactions alongside formal meetings.
 Video Can Go Viral
 While virtual meetings can help to build rapport, insensitive remarks can quickly erode trust among teammates. If those poorly worded remarks are recorded and shared on social media, they can further cause a communications crisis for the organization.
 Consider Andi Owen, CEO of high-end office furniture company MillerKnoll. In a company meeting, Owen responded to employees’ worry about the company not paying bonuses later in the year. Although her comments began with a motivating tone, she concluded with harsh criticism and told employees to “leave pity city.”[3] The video of the meeting went viral and comments on social media slammed Owen for trivializing workers concerns when Owen herself earned millions in salary and bonuses the preceding year. Owen apologized after media coverage grew.
 //plugin.3playmedia.com/show?mf=12291188&p3sdk_version=1.10.1&p=20361&pt=375&video_id=HpYln4ZD0gk&video_target=tpm-plugin-2kojrwq8-HpYln4ZD0gk
 You can view the transcript for “Leave pity city’, CEO tells employees worried about not getting a bonus” here (opens in new window).
  Managing Time Zones
 One of the most tangible challenges for remote and hybrid teams is coordinating across different time zones. Different time zones can complicate scheduling, leading to meetings at inconvenient hours for some team members and delays in responses. It necessitates a high level of organization and flexibility, along with an emphasis on using asynchronous communication methods to ensure progress is not hindered by availability issues. Balancing synchronous and asynchronous communication effectively allows teams to mitigate the impact of time zone differences, ensuring that all members feel included and valued and can participate to their fullest extent.
 Information Overload
 cognitive overload
 Cognitive overload occurs when someone is given more information than they can process at one time, leading to decreased ability to make decisions, focus, and retain information.
  The shift to digital communication channels has led to a significant increase in the volume of information team members need to process. Email inboxes and text messaging channels receive a steady flow of messages at all hours of the day. Project management tools and cloud-based files are constantly updated. This barrage of information can be overwhelming, making it difficult for individuals to prioritize tasks and stay focused.
 To combat information overload, teams should establish expectations for how they communicate. This means making sure messages are short and to the point, and carefully choosing the right channels to share information so that only what is truly necessary is communicated to only those who need the information. Also, establishing clear guidelines on when and how quickly team members should reply to different types of messages helps in prioritizing tasks and managing workload efficiently. For instance, distinguishing between urgent inquiries that require immediate attention and routine updates that can wait for a scheduled review can reduce the pressure from receiving multiple messages and clarify what needs immediate action.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				A Few Notes on Scheduling in General
 The first thing to remember is to allow enough time for the meeting to actually happen. If you think it will take an hour, and everyone on the team is scheduled to leave at 5:00, don’t schedule the meeting for 4:00 unless you have very specific reasons. You could end up with distracted participants who are watching the clock and not paying attention—or people leaving before the final decision or learning has wrapped up.
 That said, if you have a team that tends to veer off-topic or to overthink decisions that should be made quickly, planning a meeting with a hard stop at the end of the day can be useful. It’s then up to you to remind them that a specific decision must be made by the end of the meeting.
 Set Up Your Remote Meeting for Success
 The practice of setting a clear agenda with objectives is important for any meeting. However, for remote settings, communication before the meeting is important because participants don’t have the opportunity to have informal, pre-meeting discussions that naturally occur in physical office environments.
 	Collaborate: Encourage team members to contribute agenda items well in advance of the meeting. This fosters a sense of ownership and engagement.
 	Share: Sharing relevant documents, reports, or pre-reading materials well in advance becomes more important in a remote context. Participants need time to review these materials to fully engage in the discussion, especially when they cannot quickly clarify points or catch up through in-person interactions.
 	Prepare: Draft an agenda that includes topics for discussion, objectives, and allocated times for each segment. Share this with participants at least 24 hours in advance.
 
 Specific Challenges of Scheduling Remote Meetings
 Using Technology
 The main challenge of remote communication is that technology doesn’t always work right, and people may not always be as comfortable with it as you’d like. In general, you should follow these two rules:
 	Add fifteen minutes to the amount of time you’d schedule for the same meeting in person. For example, if an in-person meeting would take an hour to cover the content, schedule an hour and fifteen minutes. This should give you enough time to help people get logged in, troubleshoot any technical challenges, and still cover all of the content. If everything goes smoothly, and your meeting ends early, you probably won’t have any complaints.
 	If you think there will be a lot of discussion or Q&A, you might want to add even more time. 
 
 There are a few helpful preparations you can recommend to your participants, especially if they are using a type of technology or a new platform for the first time:
 	Recommend some YouTube tutorials that show how to log in to the platform and participate using the various features. Very often, the company that produces the platform has ready-made video tutorials. Make sure you choose recent videos since companies are continually upgrading and adding features.
 	Recommend that participants try logging in from the device and location they will be using during the meeting in advance. Even if nothing is going on in the virtual meeting space, they will know that their tech works. They may find that they also need to download an app or a plug-in, which can take time and delay entering the meeting. But if done in advance, they will be ready right on time.
 
 These steps will familiarize first-time participants with the platform, cut down on their anxiety about using it, and hopefully reduce technological glitches during the meeting.
 Time Zones
 One of the benefits of using technology for meetings is that people can meet even if they’re far away from each other. The catch to this is that distance leads to people being in different time zones. Within the continental US, this is usually not a big problem, but it can complicate matters quite a bit if you’re in Ohio and you have colleagues in Shanghai. A helpful website for figuring out time zones is World Time Saver.
 [image: World map depicting the Standard World Time Zones.]Figure 1. Standard World Time Zones. Most polling and scheduling platforms detect the locations of your participants and show the available times in their time zones. For example, if you set up a time slot for 4:00 p.m. in Chicago, your colleague in Los Angeles will see it as 2:00 p.m. in their invitation. Doodle, Calendly, and Google Calendar are examples of platforms that display time differences automatically to users. As long as you are using this type of software, you won’t need to adjust the time of each recipient’s invitation.
 If you are polling participants to schedule a meeting, varied time zones will make your initial job of choosing time slots a bit more complicated. You want to be sure that you are choosing times when the most people are likely to be awake and at their desks. If it’s an international meeting, you might just have to accept the fact that there will be some sleepy participants, but do your best to accommodate the most people.
 Keep in mind that if you have participants who are very far away, they might not even be having the meeting on the same day as the rest of the team. For example, a meeting that takes place at 4:00 p.m. on Tuesday in Phoenix, Arizona will be at 8:00 a.m. on Wednesday for the teammate in Tokyo, Japan.
 For those unable to attend due to time zone conflicts, provide recordings and comprehensive meeting notes to keep them informed.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Foster Engagement and Participation In Remote Meetings
 Engagement in virtual meetings can quickly wane if participants feel disconnected or overlooked. Actively fostering participation ensures that meetings are more interactive and productive. Here are some strategies that can help boost participant engagement:
 	Interactive Elements: Use polls, quizzes, or breakout rooms to encourage participation and keep the meeting dynamic.
 	Rotation of Roles: Rotate roles such as meeting facilitator, note-taker, or timekeeper among team members to promote involvement and responsibility.
 	Direct Engagement: Arrange for team members to share updates about their work. This also allows the whole team to better understand how each team member’s efforts contribute toward mutual goals and objectives.
 
 Maximizing Limited Interaction Opportunities
 Remote meetings often serve as the primary touchpoint for team interaction, unlike in-person settings where meetings are just one of many opportunities for engagement. Here are a few suggestions for ensuring meetings run smoothly and are productive:
 Tech Check Time: Allocating time at the beginning of the meeting for participants to troubleshoot any tech issues with audio or video can be part of the agenda. This ensures that the meeting can proceed smoothly without interruptions.
 Purposeful Interaction: The agenda should allocate time for purposeful interaction, including team-building activities or open-floor discussions, to compensate for the lack of spontaneous interaction in remote work. You can also incorporate time in the agenda for informal chats before or after the official discussion to replace the loss of chance encounters in person. 
 Engagement Checks: Specifically planning for and incorporating moments where participants are asked for feedback or questions throughout the meeting helps maintain engagement and ensures understanding.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand the main differences and challenges in communication for remote and hybrid teams compared to teams that work together in the same location
 	Understand best practices for holding remote meetings
 
  Running Effective Remote Meetings
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=244#oembed-1 
 
 You can view the transcript for “The Explainer: Running Effective Remote Meetings” here (opens in new window).
  How can remote communication platforms benefit introverted team members?
 Click to Show Sample Answer Remote communication platforms can significantly benefit introverted team members in several ways:
 	Comfortable Expression: If you sometimes feel more comfortable expressing your thoughts in writing rather than speaking, platforms like email, chat apps, and project management tools allow you to communicate your ideas and contributions without the immediate pressure of verbal communication.
 
 	Time to Reflect: These platforms provide the opportunity to think and reflect before responding. Unlike real-time meetings, asynchronous communication allows you to formulate your responses carefully, leading to more thoughtful and considered contributions.
 
 	Equal Opportunity to Speak: In virtual meetings, features like chat functions or “raise hand” options ensure that everyone has a chance to contribute without being interrupted. This can help individuals who might hesitate to interject in face-to-face meetings.
 
 	Reduced Social Anxiety: Remote communication can reduce the social anxiety that some people may experience in large group settings. You can participate from the comfort of your own space, which can make interactions less intimidating and more manageable.
 
 	Asynchronous Collaboration: Tools like collaborative documents, shared drives, and task management systems allow for asynchronous collaboration. Team members can work on their parts of the project at their own pace and contribute effectively without the need for constant verbal communication.
 
 	Recorded Meetings: The ability to record meetings and discussions can be beneficial because you can revisit the content at your own pace. This ensures you fully understand the discussion and can follow up with well-thought-out questions or comments later.
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				 	Recognize the advantages and disadvantages of using only audio to communicate in business
 	Understand the five stages of a telephone conversation
 	Understand how to improve audio communications
 
  Benefits of Audio Communication
 [image: person on a phone call and taking notes]Most of the time, we associate audio communication with phone calls. The strengths of audio—as compared with written communication—are beneficial in a lot of business situations. 
 Immediacy
 A conversation is synchronous. That is, everyone is participating at the same time. Email or IM is asynchronous, meaning you may not get a response right away, and when you do hear from other people, their responses are usually carefully considered and edited. Sometimes, this is good, especially if you want people to spend some time on a question or idea.
 However, there are situations when audio represents a stronger choice:
 	Speed is important. When a decision needs to be made quickly, you don’t want people to take their time to answer an email and then respond to all the other emails they receive on the topic
 	Reactions are helpful. When it’s helpful to hear people’s tone of voice so you can gauge their certainty, enthusiasm, or other emotion
 	Everyone understanding is important. When you want to ensure that everyone has understood what’s being said; conversation allows people to ask questions and clarify their comments in the moment, which can cut down on confusion later
 
 Easy to Use
 Audio is generally also pretty easy to use. Everyone is usually familiar with making a phone call. Even if there are steps to go through to get on a conference line, it’s a relatively unintimidating technology. This also means that having audio in place as a backup for more complex technologies is always a good idea.
 Challenges of Using Audio Communication
 Audio does have some disadvantages, especially compared with other, more sophisticated methods of remote conferencing.
 	No facial expressions. While audio does allow you to hear emotion in people’s voices, it doesn’t let you read facial expressions, which can be helpful when a topic is sensitive or challenging.
 	Visual cues are missing. Another aspect of not being able to see faces is that people tend to interrupt each other more because there are no visual cues that someone is starting to speak or intends to keep speaking.
 	Distractions are invisible. Audio-only also allows people to be distracted or to engage in multitasking while still technically being “on the call” since no one can see what they’re doing. The result of this is that you have people dialed in but tuned out. 	Colleagues may be checking emails or reading other materials while on the call, especially if they are not expected to participate much in the conversation.
 	One consultant who works from home confessed that he used monthly board meeting calls as an opportunity to clean the cat box while on the call.
 
 
 
 Sometimes video or screen sharing offers a more effective means of remote conferencing, but if audio does what you need it to, it’s easy and familiar.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Five Stages of a Phone Conversation
 There are five stages to one-on-one and small-group business conversations when using audio only:
 	Openings and Greetings
 	Establishing Expectations
 	Content, Conversation, Business
 	Wrap-up, Next Steps, and Feedback
 	Closing
 
 If you’re talking to just one or two people, calls can be pretty spontaneous. If you are talking to a larger group, these five stages assume that you have sent an invitation with some detail about the purpose, length, and expectations of the call.
 Openings and Greetings
 In a one-on-one call, you can simply exchange greetings as you would with a friend.
 NASIR: (answering phone):  Nasir Reza.
 MYA: Hi Nasir, it’s Mya. How are you this morning?
 NASIR: Hi Mya, I’m fine, how are you?
 MYA: Great, thanks.
  In a group call, the call host generally establishes who’s on the line and greets each person as they dial in. If the call is unusually large, the host might do a roll call to be sure everyone has dialed in.
 CHARISSE (the host of the call): Hi everyone. Thanks for calling in. I know we have Banu, Sophia, Carlos, and Rudi on the line. How are you all doing?
 GROUP: Fine, great, still sleepy, etc.
 CHARISSE: Are Colton and Rashida on the call yet?
 COLTON: I’m here.
 RASHIDA: Yes, sorry I’m a bit late.
 CHARISSE: Great! Let’s get started.
  Establishing Expectations
 Sometimes, this is called the “feedforward” section. In this part of the call, you establish two key points: the timing of the call and the topics to be covered. It sounds simple, but it’s easy to forget, and it can lead to frustration if expectations are different among the people on the call.
 In one-on-one situations, this is really all you need to do:
 MYA: Do you have fifteen minutes or so to talk about the last batch of job applications we received?
 NASIR: Sure. I have another call at ten o’clock, but I’m free until then.
  In a larger group setting, you should also address how elements of the call—such as questions and answers—will be handled.
 CHRISTINE: This call is scheduled to last until 11:00. What I’d like to do is to let Lori and Manuel tell us what they learned at their store visits. Manuel will go first and tell us what he learned about merchandising and then Lori will discuss operations. I’d like to save Q&A for the end so that both of them can get through everything they have to say.
  Content, Conversation, Business
 In this part of the call, the work gets done. This is the part of the call people prepare for, but it goes much more smoothly if you remember to include what comes before and what comes after.
 When taking part in a group call with people who are new to you, it can be helpful for everyone to identify yourself when you make a comment during a discussion, “This is Leanne. My team can work around a later delivery since we can come back to that part of the project later.”
  Wrap-up, Next Steps, and Feedback
 Once the business has been conducted, the final task is to recap the conversation and set the next steps, if there are any. This is pretty much the same for both one-on-one and group conversations. In a group call, it’s especially important for the call leader to make sure they leave time for this stage. It shouldn’t be rushed or feel like an afterthought.
 MYA: This has been really helpful, Nasir, thanks. So you will review and sort the applications for assistant manager, and I’ll go over the ones for stockroom staff. Then we can talk again on Friday about who to interview.
 NASIR: Sounds good. If any more assistant manager applications come in, just email them to me. Oh, and I have a dentist appointment on Friday afternoon, but I can talk any time before 3:00.
 MYA: Great, I’ll send you a meeting invite for Friday morning.
  Closing
 This is where you say goodbye and thank you just as you would in a personal conversation.
 NASIR: Thanks for taking the initiative on this call. I’ll talk to you soon!
 MYA: Have a great day! Bye!
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				One-on-One Audio Calls
 In many ways, one-on-one calls are the easiest because they are the most familiar. However, this familiarity can also lead to people being underprepared for the call and wasting time, which is frustrating for both parties. During a business call, you shouldn’t eat or chew gum. A quiet sip of water now and then is fine. You should also make sure you complete all five stages of the call.
 Timeliness
 If the call is planned and on the calendar, make sure you call on time. It’s human nature to feel more pressure when several people are waiting rather than just one, but it’s no less rude to that one person when you’re late.
 If the call is unplanned and it’s likely to take more than a few minutes, it’s courteous to send an IM or email asking whether the person is available now and letting them know how long the call may take: “Hi Lydia, are you free to talk for about 20 minutes right now? If not, might you have some time before the end of the day? Thanks.”
 Listen Actively
 Recall that active listening involves fully concentrating, understanding, responding, and then remembering what is being said. No matter what means of communication you are using, this is one of your most important responsibilities. A lot of time and confusion is saved when people actively listen to one another rather than thinking about what they’re going to say next.
 [image: A diagram of the Degrees of Active Listening. To the left most column is headed "Repeating", while underneath it are the phrases "perceiving, paying attention, remembering" and "repeating the message using exactly the same words used by the speaker". This column flows right into the next column which is headed, "Paraphrasing". The phrases underneath this header read, "perceiving, paying attention, remembering, thinking and reasoning", and "rendering the message using similar words and similar phrase arrangement to the ones used by the speaker". The diagram flows right one more time to a column headed with "Reflecting", and under this header are the phrases "perceiving, paying attention, remembering, thinking and reasoning", and "rendering the message using your own words and sentence structure".]Figure 1. Degrees of Active Listening. Addressing Technology Issues
 Sometimes you might use VOIP, Voice over Internet Protocol, a technology that allows you to make audio calls over the Internet. Alternatively, you could make an audio call using a conferencing application on a mobile device or computer. As we have already discussed, allow a bit of time when scheduling the call to make sure that you can take care of technology issues and still get your important business done.
 If the call is noisy or unclear:
 	Check if the other person is in a noisy place, like outside or in a café. They could move somewhere quieter or mute their phone when not speaking, though muting might make conversation difficult if there’s a lot of back and forth.
 	If the problem is with the call quality, hang up and try again for a clearer connection.
 
 If one person cannot hear the other, there are a few things you can try:
 	Make sure the speakers are on and the volume is up. Look for the speaker icon on your computer to check this.
 	If using headphones or a headset, ensure they’re properly connected. If they’re Bluetooth, check the connection is active.
 	Check the microphone settings to ensure they’re correct and the app has permission to use the microphone.
 	If none of that works, you may need to start over with a new line or switch to a regular phone call.
 
 To fix an echo:
 	Ask whether either person is using their speaker instead of their handset. If multiple people are using speakers, this can cause an echo. The more people on the call, the worse this can get. The solution is to ask people who don’t absolutely need to use their speakers to switch to their handsets. Using cell phones can sometimes make this even worse.
 	Restart the call to get another line.
 
 One more thing to take into account when using VOIP, especially through a laptop or tablet, is that there may be a slight delay between what the speaker says and when the hearer hears it. This is why active listening is so important. Take the time to be sure the other person has finished speaking, and have some phrases ready to use if you get interrupted because of the delay. Here’s what to do:
 	Acknowledge the delay: “We seem to have a little bit of a lag in the audio. I want to make sure you get to finish your thoughts before I start talking, so please let me know if I interrupt you.”
 	When you step on someone else’s conversation: “Sorry, please continue.”
 	When someone steps on your conversation: “I’d like to finish that thought, and the sound delay got in the way. If I could have one more minute . . .”
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Leading Group Audio Calls
 Group audio calls, or conference calls, are more involved than one-on-one calls. All the rules apply, and they are even more important. Again, because phone calls—even group calls—feel so familiar, you might be inclined to skip some of the five steps of a phone call. However, doing this decreases the effectiveness of the call and can lead to people feeling frustrated or unheard.
 Who to Invite
 To start with, be sure you invite the right people to participate. The more people who are on a call, the more chaotic it can become. Make sure you invite only those who are crucial to the conversation, rather than simply inviting anyone who might be interested. Remember, you can always send a call summary afterward to those who are not essential to the call. Some apps also allow you to record calls and share them later.
 If you will be recording a call, everyone participating should be aware of the recording in advance. In some states, it’s illegal to record calls without permission from the other participants.
  Scheduling
 As possible, schedule the call in advance and give participants the necessary information about the technology, including call-in numbers or applications you will be using. You should at least have a basic agenda. Even if it’s a recurring weekly call, make sure you’ve thought about how time will be spent and what the priorities are for this week. Go through all of the five stages of a call. Setting the next steps is especially important in a group setting so people feel their time has been well spent and know what’s expected of them going forward.
 Best Practices
 Here are some best practices that make conference calls easier for everyone to follow:
 Bring energy to the call: Your physical actions, like standing or moving around, can make you sound more engaged and lively, even if others can’t see you. If you’re stuck sitting, sit up straight and imagine you’re presenting to people in the same room.
 Clarify speaker transitions: Let participants know how the conversation will move from one person to the next. For smaller or familiar groups, the conversation might flow easily. With larger groups, it might help to save questions for the end or after each section to avoid chaos.
 Do time checks. Since people won’t be able to read each other’s cues, those who are speaking won’t be able to see the urgency in the faces of those who want to join the discussion. By mentioning how much time is left in the call, you are gently reminding people not to monologue or take over the conversation. Generally, checking in at the halfway point, with fifteen minutes left, and then with five minutes left is a good plan. You can say something like, “I want to do a quick time check. We have fifteen minutes left and two agenda items yet to discuss.”
 Reduce background noise: Encourage those not speaking to mute their microphones to cut down on distracting sounds. Also, ask participants to silence other notifications to avoid unexpected interruptions during the call.
 Participating in a Group Audio Call
 So far, we’ve mostly talked about conference calls assuming that you are the leader or planner. But there are ways to be a good participant on calls that other people are leading.
 	Call in a couple of minutes early so that people are not waiting for you. With most third-party call-in apps, you will get hold music or silence. You can keep doing your work while you’re waiting, but you’ll be ready to go as soon as the host dials in.
 	Plan to stay in one place just as you would for an in-person meeting. Sometimes, you have to get ready to leave or the call starts while you’re on your way back from another meeting, but to the extent that you can, stay put.
 	Mute your line if . . . 	You don’t expect to be doing much talking.
 	You are in a noisy place like a coffee shop or airport lounge.
 	You have to eat during the call. Chewing sounds drowning out the speaker is pretty tacky.
 	You have a cold or allergies that make your bodily functions especially audible.
 
 
 	Let the host or planner know in advance if you will need to join the call late or leave it early. That way, when people hear the notification sound, they won’t wonder who’s hung up and waste time asking.
 
 Minimize Distractions
 Resist the temptation to check emails or surf online. If it’s worth your time to be present at this meeting, you should really be present and actively listening. If you find it difficult to stay focused, take notes. Even if you don’t need them later, taking notes with pen and paper will help you stay focused on the call.
 Hybrid Meetings
 You may find yourself planning or participating in a meeting that includes both people in the same room and people on the phone. We’ll call this a hybrid audio meeting. Certainly, the same rules apply to hybrid meetings as apply to other types of group calls:
 	Remember to send them an agenda and any handouts or other materials in advance.
 	Add extra time for technical difficulties just as you would if everyone was on the phone.
 
 The main issue with hybrid calls is that the people in the room tend to forget about the people on the phone—they literally forget they’re even there. As you can imagine, this doesn’t happen as easily with videoconferencing when you can actually see people’s faces on a screen. So how do you avoid abandoning your remote colleagues?
 	Assign one in-person participant to advocate for the people on the phone. This is by far the most effective way to make sure that they have a chance to participate. This person should take the following steps: 	Take the opportunity after every agenda item to ask the people on the phone if they have questions or anything to add.
 	Make sure that if anything is being shown in the room, it gets described for those on the phone. For example, if someone has a sample that just arrived, the phone advocate should describe it: “For those listening remotely, Maggie just showed us the new shopping bag prototype that arrived this morning. It’s the same colors as the old one, but the design is really retro. We’ll send you a picture after the call.” Or if it’s really important, the advocate should send a picture right away from their smartphone.
 	Explain laughter or other emotional responses that are not clear to those not in the room: “Hey phone people, the reason everyone is laughing is that the food delivery guy thought Charlie was the president of the company.”
 	If possible, set up an IM chat with those on the phone. This will allow them to ask for clarification or post questions without having to interrupt the flow of the meeting. Jumping into a conversation when you’re miles away is not always easy, and it can feel really awkward.
 
 
 	If you have notes or an agenda for the meeting, add in “check with phone participants” at moments when it makes sense.
 	Don’t forget that it’s a phone call for at least some of you, so go through the five stages with everyone.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize the advantages and disadvantages of using only audio to communicate in business
 	Understand the five stages of a telephone conversation
 	Understand how to improve audio communications
 
  Phone Anxiety
 //plugin.3playmedia.com/show?mf=12277053&p3sdk_version=1.10.1&p=20361&pt=375&video_id=QcKbxaGpwf4&video_target=tpm-plugin-jwmthkcf-QcKbxaGpwf4
 You can view the transcript for “Five Tips for Overcoming Phone Anxiety” here (opens in new window).
  [content_embed content_url=”https://course-building.s3.us-west-2.amazonaws.com/BCommMgrs/Twine+Files/M12Practice.html”][/content_embed]
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				 	Recognize the advantages and disadvantages of using video to communicate in business
 	Understand how to improve video communications
 	Understand when and how to use screen sharing tools effectively in a business setting
 	Recognize methods for using screen sharing tools effectively
 
  Using Video Communication in Business
 The COVID-19 pandemic fueled the adoption of video conferencing with platforms like Zoom, Google Meet, and Microsoft Teams. If you work for a large corporation with sites all over the country or the world, it’s quite likely that you’ll be using video conferencing regularly, especially as you get more experience and work with colleagues who are far away. 
 When to Choose Video Conferencing
 Video conferencing is beneficial in the following situations:
 	A team or committee is meeting for the first time and can’t meet in person. Your new team members will be much easier to remember and differentiate if you can put faces to their names.
 	The issue at hand is emotional or sensitive, for example, discussing layoffs, discussing employee reviews, conveying and discussing bad news, and conveying and discussing especially good news. Reading each other’s expressions will be helpful in getting through the most difficult parts or celebrating the happy ones.
 	There are team members who tend to dominate the conversation. Seeing others’ faces can have the effect of toning that team member down without a leader or host having to say anything.
 	Your team tends to talk over one another on audio calls. Because on a video call, everyone can see each other’s faces, it’s easier to read the signals when someone is not finished speaking or is about to start. This can minimize interruptions.
 	Products, demonstrations, or locations have to be shown and video files or still pictures are insufficient or unavailable.
 
 The more sophisticated the technology, the more likely you are to have bumps along the road to getting it working, at least initially.
 You may be joining the video meeting from home and prefer to wear your pajamas or very casual clothes. Depending on the team, this might be okay. Follow the norm according to your organizational culture.
  Using the Right Device
 There are two basic kinds of devices for a video call:
 	A smartphone or tablet
 	A laptop or desktop computer
 
 The reason we’re going to look at them separately is that the way we use them tends to be pretty specific, and the problems you may face with each are different.
 Smartphones and Tablets
 When making a one-on-one video call, you may be tempted to use your phone or tablet because it’s what you use for video calls in your personal life. This is fine in some situations. In fact, a phone or tablet can be really convenient if you want to show something other than just your own face. For example, using these devices can make it easier for you to show someone the space you’re in or for you to show and demonstrate products. However, these devices have some drawbacks you’ll want to be aware of:
 	If you move around too much or too quickly with the device in your hand, the viewer’s screen jiggles and moves, and this can actually make people motion sick.
 	The screens and camera ranges are relatively small, so you will need to be aware of how you are showing things to your colleague on the call.
 
 Phone apps for video chatting include Facetime (which is standard on the iPhone), Google Meet, Zoom, Facebook Messenger, Skype, and many others. 
 Laptops and Desktop Computers
 A laptop or desktop computer is often used on a desk, so it’s great for video chatting when the main point is to see each other’s faces. You can also move items you want to show in front of the camera rather than moving the camera to the objects or places. This ensures a smoother, less sickening experience for your viewer.
 Preparing for a Video Meeting
 First, you’ll want to prepare yourself and your space.
 	High-definition digital cameras are very clear and detailed, so take a moment to make sure you don’t have spinach in your teeth or windblown hair that might distract the person you’re talking with—and make you feel self-conscious when you discover it later.
 	If there’s a window in your space, position yourself so you do not have the window at your back. If it’s bright outside, your face will be dark, and all your viewer will see is the halo of light around you. If you can, close blinds or curtains and rely on artificial light for the call. It may not be as pleasant for you, but your image will be more visible on the screen, allowing others to see your reaction and nonverbal cues.
 	Be aware of what’s behind you. A blank white wall or a file cabinet is fine. A shelf with your half-eaten sandwich or a pile of laundry could be distracting or leave a poor impression on someone you are meeting for the first time.
 	If your office has a window to the hallway outside, consider whether there are people around you who will find it hilarious to make faces behind your back. If you do, arrange yourself and your computer to avoid that window.
 
 Troubleshooting Your Device
 Make sure that your microphone and speakers are on and turned up, just as with an audio call. In addition, make sure that the app you are using has access to your device’s camera.
 	Usually, if you download a third-party app such as Skype, it will ask for access to your camera during the installation process.
 	If you are on your phone or tablet, you may need to go into the Settings menu to allow the app access to the camera.
 
 One-on-One Video Calls
 Before each one-on-one, you should do the following:
 	Let the person know what app or platform you will be using and give them login information if needed. The exception might be if you have a virtual office environment like Webex Teams or Slack where video chats may not require a login from a coworker.
 	Make sure you both have a strong Wi-Fi signal, especially if you’re using your phone or tablet. Video over the cellular network will quickly use your data allowance if that is limited by your service provider. Video chat is possible over the cellular network, but it’s susceptible to more problems, such as dropped calls and choppy video.
 	If you are using an app like Facetime or Line, be aware that it might not be available in all locations around the world. A quick Google search will help you determine whether an international video call is possible using a specific app.
 	If security is important, for example, if you’re showing prototypes or discussing highly sensitive issues, check the security of your chat app. Signal Private Messenger is fully encrypted, and Google apps use Google security protocols. However, if you’re using an unencrypted app and/or an unsecured WiFi network, be aware that you may be susceptible to digital eavesdropping.
 
 Conducting the Call
 A video call should follow the same five steps of an audio call. In addition, ask the person you’re speaking with, “Can you see me clearly?” If the answer is no, try some troubleshooting.
 	Check that your camera is on and uncovered. 	On your laptop, there will be a light next to the camera that turns on when the camera is engaged.
 	Make sure your laptop cover doesn’t block the camera.
 	Some people put tape or a piece of paper over their camera lens to prevent unwanted spying. While the jury is out on whether this is necessary for the average person, if you’ve done it, remember to remove the tape or paper before your call.
 
 
 	Check that your microphone and speakers are on.
 
 Best Practices for a Video Call
 Look at Your Camera When You Speak
 The crucial thing to be aware of is that the camera is not in the middle of your screen, it’s up at the top. If you look at your screen when talking, the person you’re speaking with sees your downcast eyes, which negates the benefits of being able to read facial expressions.
 If you have trouble redirecting your gaze, put a sticky note at the top of your screen right next to the camera lens and write LOOK HERE on it.
 Maintaining the proper distance from the camera is also important. Even in a digital space, personal boundaries matter. Being too close to the camera and filling up the other participant’s screen with your face can simulate the feeling of someone being in your personal space, which can be uncomfortable, distracting, or even intimidating for viewers. By providing a bit of space, you enable a setting that is more like a natural conversation.
 Avoid Too Much Motion
 As mentioned above, it’s advisable not to move your camera around too much during the video call. Lots of movement, such as moving your hands a lot when speaking, can also be dizzying for the person you’re chatting with, so try to stay relatively still.
 Talk Distraction-Free
 As with an audio call, it’s important to be energized and free from distractions. Turn off or put away anything else in your space that might cause your attention to stray. Sit up straight throughout the call, and remember that the whole point is to see your face, so smile when appropriate.
 Make Sure Your Video is Clear
 Most video platforms allow you to see how you appear to others on video. This is great for making sure you’re well-lit and at a reasonable distance from the camera. However, be careful of falling into your own image and paying more attention to how you look than what you’re saying.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Group Video Calls
 For group videoconferences, start with the same basic guidelines as for one-on-one chats in terms of both your preparation and your technology. Group calls look different. In a group video conference, you can see the faces of all the people in the meeting.
 [image: A group videoconferencing with five members present.]Figure 1. Group video conferencing. As you can see in Figure 1, everyone is at a slightly different angle with different lighting and distance from the camera. This is pretty standard in video chats.
 Sometimes participants are represented by still photos or avatars. This may be because they don’t have the required bandwidth or are not in an appropriate place for a video chat. However, when they set up their login for the app they’re using, they did take the time to upload a photo to act as a placeholder.
 One technical issue to note is that sometimes, the voice and the image don’t sync up all that well. When this happens, the most useful solution is patience:
 	Wait until you’re sure the person speaking is finished before you start to speak.
 	Watch faces to check whether anyone else looks like they’re about to speak.
 	If things get chaotic, pay attention to the chat leader or host. Ideally, they will use both their voice and appropriate gestures to corral the call back into order.
 	If you are the call leader, don’t be afraid to use a hand signal—for example, a raised hand to signal STOP—if things get out of control.
 	If you have an especially large group, you can ask people to raise their hands when they wish to speak, just as they would in a classroom, or using the app’s virtual hand-raising signal. This means, however, that you as host/leader have to be on the lookout for raised hands.
 
 Hybrid Meetings
 As with audio, you may find yourself in meetings where some people are together in a room while others join via video chat. 
 Cutting-edge video conference rooms have cameras that can follow and focus on whoever is talking, which is great for keeping the flow going. In other types of video conference rooms, there may be one or more fixed cameras that are angled to capture the entire table. This creates some distance compared with group chats where everyone has their own laptop camera. However, it also gives a better sense of the energy in the whole room, which can be helpful to those joining remotely.
 In the event that you have only one person joining by video chat and/or they are joining on a laptop rather than a large conference screen, you may wish to assign an advocate as discussed in the reading on hybrid audio meetings to make sure that person isn’t forgotten and that they have a chance to participate fully in the meeting.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Using Screen Sharing in Business
 screen sharing
 Screen sharing is a technology that allows one person to virtually share their computer screen with one or more people, facilitating real-time collaboration, presentations, and problem-solving.
  Screen sharing is used when it’s more important for people to see documents, videos, or other kinds of files than it is for them to see each other’s faces or surroundings. Here are a few specific examples:
 	Delivering slide presentations to remote colleagues
 	Sharing spreadsheet data
 	Showing videos or graphics
 	Editing or marking up documents or graphics
 
 Usually, screen sharing happens in conjunction with a video meeting. In environments like Zoom or Google Meet. In such platforms, it’s easy to switch from a video feed to a screen share where you can have audio, video, and screen sharing going on simultaneously, but this does take some practice.
 Troubleshooting
 Troubleshooting a web-sharing call can involve any of the audio issues we’ve already discussed. In addition, if you are the presenter or host, have the files you’ll be talking about ready to attach to an email and send just in case you can’t get the web sharing to work. If this happens, add the slide number or page number to your navigation language since your audience will be advancing the slides or pages themselves.
 One-on-One Screen Sharing Calls
 In a planned call with a specific agenda, you will know in advance whether you want to share your screen with your colleague, so you can prepare for it by sending them connection information and making sure they have the right app at the ready. However, once you and your team are comfortable with your app of choice, it’s pretty easy to share your screen, even during calls when you hadn’t planned to.
 When you’re screen sharing, there are some etiquette tips you should follow:
 	Make sure you have the correct file or site open before the call starts. It’s impolite to keep your teammate waiting while you look for your file.
 	Close any unnecessary tabs in your browser and tidy up your desktop. Remember that the people sharing your screen can see your whole screen, including that any sensitive information on the screen or your goofy desktop wallpaper.
 
 Narrating Your Presentation
 A major challenge with screen sharing is that you can’t physically interact with the visual. In person, you would simply point at the things on your screen that you want your colleague to focus on. When you’re screen sharing, you have to do a lot more talking. Let’s look at a typical PowerPoint slide.
 [image: A typical powerpoint slide. The page is titled Sales Breakout, Q2. To the left is a pie chart depicting relative amount of sales of each item (sportswear, shoes, clearance, outerwear, accessories). At the top is a line graph titled "Last Four Quarters by Store Type". Near the bottom is a bullet list titled "Key Differences Over Q1".]Presentation slides with many details may need narration. As you are talking through this very busy slide, you need to narrate the navigation of the slide out loud. You might take your listener through it like this while also using your cursor to point:
 	Goal 	Dialogue 
  	Tell them what the slide is about overall. Make sure you have a slide title that means something. 	“This slide is a summary of the second quarter, breaking out sales in a couple of different ways. 
 	Help them navigate around the slide by using directional language. 	“Let’s look at the pie chart on the left first. This chart shows the breakout in sales by category. As you can see, the green slice, Sportswear, is still our biggest-selling category, but Shoes, the yellow piece, is way up, and Accessories, in dark green on the left side of the chart, is holding steady.” 
 	If the content is complicated, you may want to pause for questions before moving on, but be specific that you’re just taking questions in one area. 	“Any questions about the pie chart or what it means before I move on?” 
 	Clearly signal when you’ve moved on to another part of the slide. 	“Now let’s look at the graph at the top right. This shows quarterly sales in millions by store type. As you can see, all our channels are on an uptick for Q2. A stores and B stores—the orange and gray lines—did pretty well, especially during the holidays. There was a little dip after the post-Christmas sales, but they’re back up again in Q2. Online sales—the yellow line—were reliable, but they’re really taking off with the new spring and summer offerings.” 
 	Signal when you’re wrapping up. 	“Let’s look at the bullet points on the bottom right where I’ve summarized some of the key factors affecting sales in Q2. . .” 
  
 
 Sharing a Spreadsheet
 When sharing a spreadsheet, you should be sure to do the following:
 	Take some time before the call to highlight key cells with color to help with navigation. That way, you can say things like, “We’re done with the yellow rows now, and if no one has any questions, we’ll turn to the green rows,” or “I can send you the full spreadsheet later, but what’s important for now are the cells outlined in red.”
 	Be sure to establish what the rows and columns represent, as in, “The rows are the weeks in the fiscal year. The pink columns represent sales by category in dollars. The blue columns represent sales by category in units. Column J is the total of all categories in dollars, and Column K is the total units.”
 	Use the numbers and letters for rows and columns to help with navigation.
 	During the call, use your screen Zoom function to zero in on the areas that are relevant to the conversation, or use your cursor to highlight or point.
 
 Sharing a Document
 In many ways, this is the trickiest, so ask yourself whether a screen-sharing call is the way to do it. Documents are hard because they’re usually just text with no particular landmarks to help with navigation. The text can also be too small to read during a screen share. You might be better off sharing the document with everyone by email ahead of time so they can follow along on their own screen.
 If you absolutely must go over a document using screen sharing, prep the document beforehand with color or section headers to make navigation easier, and consider increasing the font size.
 Other Features of Screen Sharing
 Additional features you can use in screen-sharing apps depend on the individual app. Most allow you to switch among the screens of the people on the call, so if Eve needs to see Garlin’s screen for a minute and then switch back to her own, just a couple of clicks can make that happen. In more sophisticated virtual environments like Zoom and Slack, it’s possible to mark up or edit the screen you see, even if it isn’t your own. 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Group Screen Sharing Calls
 The main difference between one-on-one screen-sharing calls and group screen-sharing is that distraction and inattention increase exponentially with more people on the call. In a one-on-one situation, if the person you’re talking to gets lost or needs more explanation, they’ll just ask. In a group situation, they may be too embarrassed, or they may ask long after you’ve moved on. Thus, it is essential that as a presenter you do the following:
 	Use navigation language. It becomes even more important with more distractions on the call.
 	Regulate your pace so you don’t speed through your information.
 	Pause briefly between slides, worksheets, sections, or pages to help people recognize that you’re moving on.
 
 If you are sharing slides, animations can help people stay engaged. This is not to say that you should have text or images swooping in and dancing on the page in a dizzying way. Rather, making your bullet points appear one at a time or having a piece of your pie chart flash when you start to talk about it can help your listeners re-engage with the slides.
 Chatting While Presenting
 Most video conferencing platforms have a chat function that you can choose to use. If you do, it’s good to set some ground rules about how participants should engage with the chat. The chat typically appears as a running bar along the side of the screen that looks a bit like an IM thread. Participants can post questions or comments there. Think about using the chat if you are in any of these situations:
 	You are anticipating a lot of questions, and you want to be sure to get through all your content. Having participants post their comments in the chat rather than asking out loud, can help a presenter accomplish the following: 	Delay answering questions you know will be addressed later in the conversation.
 	Weed out duplicate questions.
 	Table off-topic questions so you can discuss them with the individual at a later time.
 
 
 	You have a large group on the call, so even one question per person could derail the rhythm of the meeting.
 	You might want to ask poll-type questions of the group. For example, you might say, “Type in the chat area the number of loss-prevention reports you’ve filed so far this year.” Knowing the answer to a question like this might help you shape and prioritize the rest of the meeting.
 
 Skip the chat if you feel it might invite unwanted comments or side conversations, if the group is too small to need it, or if the purpose of the meeting is to have a discussion equally among all participants.
 Screen Sharing in Hybrid Meetings
 In a meeting where some people are together in a room viewing documents or a presentation while others are participating virtually, the standard guidelines for hybrid meetings all apply.
 In particular, since the people in the room won’t see the remote participants as well while the presenter is sharing their screen, be sure to appoint an advocate for them and build in reminders to address them and include them in the conversation. This can sometimes be done with someone keeping an eye on the chat.
 If the main speaker or presenter is remote from the group, the main challenge is to prevent side conversations from taking place while that person is speaking. It’s really easy to ignore the disembodied voice of the speaker in favor of the live person next to you.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Recognize the advantages and disadvantages of using video to communicate in business
 	Understand how to improve video communications
 	Understand when and how to use screen sharing tools effectively in a business setting
 	Recognize methods for using screen sharing tools effectively
 
  Zoom, Not Just for Meetings[1]
 Good American is an inclusive fashion brand co-founded by Khloé Kardashian and Emma Grede. Their mission is to empower women of all backgrounds and body types to feel confident and beautiful. One way the brand demonstrates inclusivity is by holding an annual Open Casting event where individuals around the world have a chance to join the #GoodSquad and represent the brand in its campaigns.
 Overcoming Geographic and Economic Barriers
 Traditionally, casting calls in the fashion industry are held in major cities, which can be a significant barrier for many. Good American aimed to change this by making their casting call more accessible and inclusive, regardless of a participant’s location or financial situation. The 2023 Open Casting allowed women from around the globe to audition online, leading to a record-breaking 30,000 submissions. That event was so successful that Good American decided to use Zoom again for their event in 2024.
 The virtual format ensured that no one was left out due to location or cost, embodying Good American’s core values of inclusivity and diversity.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=255#oembed-1 
 
 You can view the transcript for “How Good American leveraged Zoom Events to make their hybrid open casting more inclusive than ever” here (opens in new window).
  In what ways can virtual events and video conferencing impact company culture and employee engagement, both positively and negatively?
 Click to Show Sample Answer Platforms like Zoom enhance accessibility, enabling remote participation and fostering inclusivity. Virtual events are cost-effective and flexible, allowing for higher attendance and frequent interactions. Interactive tools make these events engaging, and global collaboration enriches company culture.
 However, challenges persist. Virtual events can lead to feelings of disconnection due to limited face-to-face interactions. “Zoom fatigue” from prolonged screen time can cause exhaustion and disengagement. Technical issues disrupt meetings, and virtual interactions can feel impersonal, weakening team cohesion. Additionally, unequal access to technology affects participation and inclusivity.
    
 
	Zoom. “Good American brings open casting and their mission of inclusivity worldwide through partnership with Zoom Events.” Accessed June 21, 2024. https://explore.zoom.us/en/customer_stories/good-american/. ↵
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		Learn It 12.4.1 Building and Maintaining Relationships

								

	
				 	Understand how to build trust in virtual teams to create strong work relationships
 	Understand how remote teams work together and ways to keep everyone involved and motivated
 	Recognize conflict resolution methods that work well for remote and hybrid teams to keep the work atmosphere positive and productive
 	Understand strategies for managing work-life balance, preventing burnout, and supporting mental health in remote work settings
 
  Forming Professional Relationships Remotely
 The shift towards remote and hybrid environments has fundamentally transformed how we communicate, collaborate, and maintain relationships within professional settings. This transition presents a unique set of challenges and opportunities for individuals and teams striving to foster strong, productive working relationships from a distance.
 The essence of building and maintaining relationships in a remote or hybrid environment lies not just in adapting to new technologies but also in reimagining the dynamics of trust, engagement, motivation, and conflict resolution outside the traditional office setting. These virtual workspaces demand a higher degree of intentionality in communication and a strong understanding of diverse team dynamics.
 Building Trust in a Virtual Environment
 Unlike traditional office settings, where trust can be fostered through daily face-to-face interactions, virtual environments require deliberate and thoughtful strategies to cultivate a culture of trust and openness.
 Transparency and Open Communication
 Having open lines of communication between team members helps to establish trust and keep everyone informed. Some methods to help with this include:
 	Regular communication routines such as a weekly video team meeting to maintain personal connections and ensure the sharing of information
 	Leave time during meetings to exchange personal stories or challenges to mirror the informal exchanges that occur spontaneously in physical offices
 	Use collaborative project management tools (e.g. Trello, Monday, Asana) to keep tasks organized and promote transparency in sharing information. This allows team members to see the progress of projects, understand their contributions to the team’s goals, and feel more connected to the team’s overall success.
 
 Sunshining at Netflix[1]
 At Netflix, employees have access to company financial information that most companies don’t share. The company’s co-founder, Reed Hastings explained that “sunshining” is about transparency. The goal of shining a light on what is normally kept secret was “to make the employees feel like owners and, in turn, to increase the amount of responsibility they took for the company’s success. However, opening company secrets had another outcome: it made our workforce smarter.”
  Reliability and Consistency
 Reliability and consistency are important to building trust because team members need to know that they can depend on each other to meet expectations and deliver on commitments. Dependability builds mutual respect between team members. To achieve this, it’s important to:
 	Setting Clear Expectations: From the outset, establish clear expectations regarding communication norms, project deadlines, and quality of work. This clarity helps prevent misunderstandings and ensures that all team members are aligned with the team’s objectives.
 	Create Accountability Measures: Implement systems of accountability, such as regular check-ins on project progress and peer reviews of work. These practices not only help in maintaining high standards but also reinforce the reliability of team members by showcasing their commitment to the team’s success.
 
 Ohana at Salesforce
 “Ohana” in Hawaiian is an idea that family members, including both blood relatives and chosen family, are interconnected and accountable for each other. Salesforce CEO Marc Benioff learned about the concept in the late 1990s.[2] It was important to him that Ohana was a part of Salesforce’s company culture.
 However, when Benioff announced laying off 10% of Salesforce employees in 2023, he rambled to employees for two hours and sent an email to all staff but did not answer employees’ specific questions.[3] Employees quickly communicated on an internal Slack messaging channel that their CEO’s actions eroded their confidence in the Ohana corporate culture.
  Recognizing Achievements
 Recognition is important to building trust because it validates individuals’ contributions and efforts. An environment of appreciation and respect strengthens interpersonal bonds and team cohesion. Some ideas for recognizing success are:
 	Acknowledging individual and team achievements in virtual meetings or through team communication channels. Recognition can be as simple as a shout-out during a meeting or a written commendation in a team newsletter. This acknowledgment can significantly boost morale and reinforce trust in team leadership.
 	Celebrating milestones and achievements at special virtual events. Whether it’s a project completion or a team member’s work anniversary, marking these moments together strengthens team bonds and builds a positive team culture.
 
 Cast Compliments at Disney
 Disney makes an effort to formally record compliments that cast members (what Disney calls its workers) at its many resorts and theme parks receive. Customers can share their appreciation of individual cast members by email, in person, or using Disney’s mobile app.[4] Cast members can see the number of compliments they receive on their work portal and they are taken into consideration for promotions.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Dahl, Darren. “If You Work At Netflix, You’re Going To Get Wet,” November 11, 2022. https://www.greatgame.com/blog/if-you-work-at-netflix-youre-going-to-get-wet. ↵
	Kohner, Jody. “The Real Meaning Behind ‘Salesforce Community.’” Salesforce, February 6, 2017. https://www.salesforce.com/blog/what-is-salesforce-ohana/. ↵
	Mollman, Steve. “Salesforce ‘Ohana’ in Doubt after CEO Marc Benioff Avoids Questions about Layoffs in All-Hands Meeting.” yahoo! finance, January 7, 2023. https://finance.yahoo.com/news/salesforce-ohana-mantra-questioned-ceo-215923705.html. ↵
	Flower, Susan. “Share More Magic with Cast Members with Mobile Cast Compliment at Walt Disney World.” Disney Parks Blog, February 15, 2022. https://disneyparks.disney.go.com/blog/2022/02/spreading-more-magic-with-mobile-cast-compliment-at-walt-disney-world/. ↵
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				The Dynamics of Remote Teamwork
 Team dynamics are the unseen forces that shape how a team works together, including how they communicate, collaborate, and interact. Good dynamics lead to better teamwork and results, while bad dynamics can cause conflicts and lower performance. It’s about making sure everyone on the team works well together to achieve their goals.
 Creating a Sense of Belonging
 An important element of successful remote teamwork is cultivating an inclusive atmosphere where every member feels like an integral part of the team. The absence of physical proximity in remote setups makes it crucial to proactively build connections that transcend digital barriers. Here are some suggestions to foster a sense of belonging:
 	Virtual Team-Building Activities: Regularly scheduled virtual team-building exercises, such as online escape rooms or trivia sessions, can significantly enhance camaraderie and a sense of belonging. These activities offer a break from work-focused conversations and allow team members to get to know each other, fostering deeper interpersonal connections.
 	Informal Virtual Spaces: Creating virtual informal meeting spaces, such as dedicated non-work chat channels or virtual coffee breaks, encourages spontaneous interactions and discussions about non-work-related topics, helping team members to get to know each other on a personal level.
 
 Build Fun into the Workday
 Akila McConnell, co-owner of Unexpected Virtual Tours which provides training and events for remote teams, points out that humor is “associated with building interpersonal relationships and enhancing empathy. Intentionally building fun into the workday does not require a full off-site or even a team dinner but can instead be small acts done consistently.”
 Check out the Unexpected Virtual Tours website for creative virtual team-building ideas.
  Balancing Clarity with Autonomy
 When workers have clear expectations but some flexibility in how they work, teams experience enhanced motivation and productivity. This dual approach ensures team members are aligned with organizational objectives while feeling trusted and empowered to manage their work in a way that suits their individual lifestyles and productivity rhythms. Strategies that are important include:
 	Setting Clear Goals and Expectations: Begin by setting clear, measurable goals for each team member and the team as a whole. Utilize digital project management tools to outline tasks, deadlines, and milestones, making these objectives visible and accessible to everyone. This clarity helps remote workers understand what is expected of them and how their contributions fit into the larger picture.
 	Give Team Members Autonomy: Give team members the autonomy and flexibility to approach their tasks in the way they find most effective. Whether it’s choosing their work hours (within reason) or deciding on how to prioritize tasks needed to complete a project, autonomy fosters a sense of ownership and responsibility. This flexibility acknowledges the diverse work habits and personal commitments of remote workers, promoting a healthy work-life balance.
 	Schedule Regular Check-ins for Feedback: Regular check-ins are essential to provide support, address challenges, and celebrate progress. These check-ins can be in the form of one-on-one meetings between a team member and manager or team updates. Feedback should be constructive, focusing on achievements and areas for improvement. Feedback should always be a two-way street, allowing team members to voice their thoughts and concerns.
 
 Addressing Conflict Remotely
 In remote and hybrid work environments, conflicts might not only arise from the usual work-related stressors but also from the unique challenges posed by virtual communication, differing time zones, and the blurring of work-life boundaries. Effective conflict resolution in these settings requires thoughtful adaptation of traditional strategies to maintain a positive and productive work environment. Here’s a closer look at these strategies:
 	Use proactive communication. Proactive communication is important to prevent minor misunderstandings from escalating into major conflicts. In remote settings, it’s especially important to address issues early. Encourage teams to bring up concerns sooner rather than later during virtual meetings instead of letting them possibly get worse.
 	Identify mutual goals. Conflicts often arise from differing perspectives or goals. Highlight the importance of shared objectives that both parties can agree upon. This shifts the focus from opposing positions to cooperative problem-solving.
 	Give constructive feedback. Teach strategies for giving and receiving feedback in a way that is constructive and aimed at improving actions, rather than personal criticism. Encourage the use of specific examples, focusing on behaviors rather than personal attributes, and suggesting actionable steps for improvement.
 	Maintain professionalism. Remind team members of the importance of professionalism and respect in all communications. This includes being mindful of language, tone, and the potential for misinterpretation in written communication.
 	Maintain an open-door policy. Leaders should encourage managers to maintain an open-door policy, even in a virtual environment. This means being accessible for team members to discuss concerns and conflicts, and providing a supportive space for resolution.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Creating a Culture of Work-Life Balance
 The line between work and personal life tends to blur more for remote workers because of the nature of remote work.
 	The physical separation between “work” and “home” spaces is diminished. When your home becomes your office, the cues that signal the end of the workday or workweek—like commuting or physically leaving an office building—disappear. This can make it more challenging to mentally disconnect from work tasks, leading to work time seeping into personal time.
 	The flexibility that often comes with remote work, while beneficial in many ways, can also contribute to this blurring. The ability to start earlier, work later, or break up the workday can lead to longer hours spent working, as the distinction between “on” and “off” hours becomes less clear. Without the structured routine of a traditional office environment, remote workers might find themselves working at all hours, potentially encroaching on time that would otherwise be spent on personal activities or rest.
 	The digital tools that facilitate remote work—like email, messaging apps, and video conferencing—can create an expectation of constant availability. This expectation can pressure individuals to respond to work communications outside of their normal working hours, further blurring the lines between work and personal life.
 
 Together, these factors create a context in which remote workers may find it difficult to set and maintain clear boundaries between their professional and personal lives, leading to challenges in achieving a healthy work-life balance. Organizational culture plays a crucial role in shaping employees’ work-life balance. It’s the collective values, beliefs, and behaviors within an organization that determine how work gets done and how people interact with each other. A culture that prioritizes work-life balance recognizes the importance of employees’ well-being and understands that employees who feel balanced are more engaged, productive, and loyal.
 Setting Boundaries
 Organizations can set clear policies that discourage after-hours communication and ensure that work expectations are reasonable. Implementing “no meeting” days or muting emails after working hours can help employees disconnect and recharge.
 A company implements a policy where no emails are sent out after 6 p.m. or during weekends, except for emergencies. This policy is reinforced by senior management leading by example.
  If you work remotely, you can try setting physical boundaries like having a dedicated workspace. You can also use tools and settings on devices that can communicate times that you are not available to your teammates.
 Prioritize Breaks and Personal Time
 Managers can make sure to encourage employees to take regular breaks by incorporating them into the work schedule and culture. Organizations can offer flexible scheduling options to accommodate personal commitments and promote a healthier work-life integration.
 A firm introduces a one-hour lunch break where all systems are set to “do not disturb” mode to encourage employees to step away from their workstations.
  Individuals need to take responsibility for their breaks and vacation time, ensuring they step away from their work to rest and recharge. Setting reminders to take short breaks during the day can help maintain focus and reduce fatigue.
 Support and Resources
 Organizations should offer comprehensive mental health support, including access to counseling services, mental health days, and training for managers to recognize signs of burnout and mental health struggles among their teams.
 A corporation partners with a mental health platform to provide free confidential counseling sessions for employees and regular workshops on managing stress and anxiety.
  Workers should be proactive in seeking support when needed, whether it’s through organizational mental health resources, external counseling, or simply reaching out to a manager or colleague for help. If support is not available within the organization, you may need to branch out to your professional network for support from peers who can relate to your situation.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Building and Maintaining Relationships

								

	
				 	Understand how to build trust in virtual teams to create strong work relationships
 	Understand how remote teams work together and ways to keep everyone involved and motivated
 	Recognize conflict resolution methods that work well for remote and hybrid teams to keep the work atmosphere positive and productive
 	Understand strategies for managing work-life balance, preventing burnout, and supporting mental health in remote work settings
 
  Is Remote Work Better?
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=259#oembed-1 
 
 You can view the transcript for “Is Remote Work Better Than Being in the Office? It’s Complicated | Mark Mortensen | TED” here (opens in new window).
  What opportunities and challenges might you face in terms of career growth and networking if you choose to work remotely instead of in the office?
 Click to Show Sample Answer Answers will vary. Here are some potential opportunities and challenges.
 Opportunities
 Remote work allows you to live where you prefer rather than where your office is located. You can easily engage in online courses and virtual conferences, enhancing your professional growth and competitiveness.
 With fewer office distractions, you may be more productive, leading to higher performance and recognition. Remote work fosters self-management, helping you develop independence.
 Challenges
 You may struggle with visibility, leading to less recognition and impacting career advancement. Building relationships and networking can be harder without face-to-face interactions, crucial for career growth. You might miss out on informal interactions and immediate access to decision-makers, beneficial for career growth.
 Miscommunications can occur more often, affecting collaboration and relationships with colleagues. Working remotely can lead to feelings of isolation and disconnection, affecting morale and engagement.
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		Learn It 13.1.1 Diversity in the Workplace

								

	
				 	Understand the benefits and challenges of having a diverse workforce
 
  Social Diversity
 The United States is a nation of immigrants. Its first inhabitants are believed to have traveled across the Bering Straits, a land bridge connecting Asia and North America, more than 15,000 years before the arrival of European colonists in the Americas. From the early days of European immigration through the present, America has been viewed as the land of opportunity, a place where diverse people can transcend perceived limitations or persecution based on a person’s identity or beliefs.
 [image: Collage of a diverse array of people from different cultures, religions, ages, and genders. Collage has about forty thumbnail images of different individuals.]Diversity is a competitive advantage for businesses. What do immigration, diversity, and equity—arguably social or political matters—have to do with business? In many industries, it is an increasingly important competitive advantage for businesses to cultivate diversity and an inclusive culture. Indeed, surveys indicate that both consumers and employees expect businesses to take a stand on and be transparent in their performance relative to social diversity issues. Finally, as technology and globalization accelerate the pace of change, companies are often very influential in shaping policy and practice about diversity, equity, and other issues—not only internally, but throughout their supply chain and society.
 Factors of Diversity
 What do we mean by diversity? Even though it’s in the top one percent of words searched on Merriam-Webster’s dictionary website, the concept isn’t as well understood as you might think.
 diversity
 Diversity in a business context refers to the inclusion of individuals from a variety of backgrounds, cultures, perspectives, and experiences within a company or organization.
  In practice, diversity can be understood as a range of human characteristics that differ from our own or from those of the groups we belong to. Points of difference can include a range of demographic and psychographic factors, both of which are traditionally used by marketers, researchers, and influencers to target segments of a larger population.
 	Demographic factors describe the “who,” including traits such as age, education, gender, race/ethnicity, religion, income and profession, and marital or family status.
 	Psychographic factors are considered the “why” (how we’re wired) and reflect our behavior, beliefs, lifestyles, and values. Other important aspects of diversity include disabilities, sexual orientation, and cognitive styles.
 
 A key point to note is that there are many more possible points of difference than there are categories legally protected from discrimination. In practice, diversity is not about meeting the minimum requirements of legislation or minimizing legal liability for claims of discrimination. Businesses pursuing a true diversity strategy define diversity broadly and seek to leverage the possibilities of diversity across categories.
 equity
 Equity in a business context is the fair treatment, access, opportunity, and advancement for all people, while striving to identify and eliminate barriers that have prevented the full participation of some groups.
  Equity aims to ensure that all individuals have equal opportunities to succeed, which is foundational to creating diverse and inclusive environments. Equity is important to diversity because it addresses systemic inequalities and biases that can hinder the full participation of underrepresented or marginalized groups. By focusing on equity, organizations can create a more level playing field, where everyone has the opportunity to contribute to their fullest potential. This not only enriches the workplace with a variety of perspectives and ideas but also fosters a sense of belonging and respect among all employees, driving innovation and improving organizational performance.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Advantages of Employee Diversity
 In the workplace, employee diversity can be a source of competitive advantage. Here are a few specific advantages:
 	Leveraging a broad cross-cultural awareness to identify opportunities and avoid blind spots
 	Increasing the productivity of employees who feel valued and have a sense of belonging
 	Improving an organization’s employer brand and, therefore, ability to recruit and retain talent
 	Improving the market relevance and market value of a company/organization
 
 Apple’s Health App
 Consider Apple’s Health App which claims to allow you to “keep tabs on a wide array of data that matters to you—from measurements of your blood pressure and blood glucose to records for your weight and reproductive health.” Despite the promised capability to track reproductive health, the app was launched in 2014 without a tool for monitoring menstrual cycles in what was critiqued as a stereotypical case of gender blindness. TechCrunch writer Sarah Perez summarized the disconnect, noting that menstrual tracking is a key function that “roughly half the population would expect to see included in a comprehensive health tracking app.” And as Perez noted, perhaps that’s not surprising given that 80 percent of Apple’s engineering staff is male.
 Perez concludes: “the issue with the Health app is a perfect example of how not having the right [gender] balance internally can actually impact innovations and technology developments.”[1] It took Apple over a year after the product’s initial launch, to add the feature.
  For a financial performance view, let’s consider McKinsey & Company’s research on diversity in the workplace. In a 2023 report titled Diversity Matters Even More, McKinsey highlights the following findings, based on the composition of top management and boards:
 	Companies in the top quartile for racial and ethnic diversity are 39 percent more likely to have financial returns above their respective national industry medians.
 	Companies in the top quartile for gender diversity are 18 percent more likely to have financial returns above their respective national industry medians.
 	Companies in the bottom quartile both for gender and for ethnicity and race are statistically less likely to achieve above-average financial returns than the average companies in the data set (that is, bottom-quartile companies are lagging rather than merely not leading).
 
 In their 2023 publication, McKinsey again reported finding a positive, statistically significant correlation between executive team diversity and financial performance. Although correlation is not causation, the report notes that the relationship between diversity and performance that has persisted over time, across different industries and regions around the world.[2] They also note that “the business case is the strongest it has been since we’ve been tracking and, for the first time in some areas, equitable representation is in sight. Further, a striking new finding is that leadership diversity is also convincingly associated with holistic growth ambitions, greater social impact, and more satisfied workforces.”[3]
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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	Id. ↵



	

			CC licensed content, Original
	Advantages of Employee Diversity. Authored by: Nina Burokas. Provided by: Lumen Learning. License: CC BY: Attribution

CC licensed content, Shared previously
	hands. Authored by: rawpixel. Provided by: Pixabay. Retrieved from: https://pixabay.com/en/man-people-achievement-african-3230661/. License: CC0: No Rights Reserved



			


		
	
		
			
	
		191

		Learn It 13.1.3 Diversity in the Workplace

								

	
				Challenges of Employee Diversity
 The things that make us different can also make it challenging for us to work well together. These challenges are not only based on actual or perceived differences embedded in our culture or personal perspectives but also on perceived threats to the established order. 
 unconscious bias
 Unconscious bias refers to the attitudes, beliefs, or stereotypes that people carry in their subconscious and influence their decisions and actions without them being aware of it.
  We know perception is personal and subjective. However, what we are largely unaware of is that there can be a disconnect between our conscious thoughts and our unconscious beliefs or biases, primarily a product of our sociocultural environment. These biases can affect various aspects of the workplace, including hiring practices, promotions, team dynamics, and interactions among employees. Unless we actively counteract our automatic reactions, the unconscious influences our behavior.
 Identifying Unconscious Bias
 In 1998, scientists from Harvard, the University of Virginia, and the University of Washington launched Project Implicit, a series of implicit association or social cognition tests (IAT) designed to reveal participants’ unconscious (attitude and belief) biases based on demographic factors such as color, race, and sex. An IAT measures the strength of associations between concepts (for example, queer or straight people) and judgments (good or bad) or associations (for example, joyous or tragic).
 The idea behind the Implicit Association Test is that we don’t always know our minds; that is, we are unaware of the divergence between our conscious attitudes and our unconscious beliefs. The divergence between the two is a blind spot and is as potentially dangerous as a blind spot when driving—on both individual and organizational levels. Thus, the goal is to raise awareness of hidden biases or blind spots so we can take action to counter our own biases.
  For example, you may consciously believe that Black and White individuals should be treated equally. However, your responses (and those of many others) may show that you associate Black individuals with negative actions (e.g., violence and crime) more than you associate White individuals with the same actions. This association may contribute to individual decisions, a pattern of behavior, and a culture that reinforces these associations and significantly decreases the opportunities for Black individuals to participate in society from a starting place equal to that of White individuals.
 The Social Attitudes category of the Implicit Association Test includes several tests such as the things you associate with a Man-Woman pairing, an Arab Muslim-Other People pairing, and a Disabled-Abled pairing.
 If left unacknowledged and unchallenged, both unconscious and conscious biases can become embedded within the culture or sub-cultures of an organization, turning into cultural norms. This can dilute the benefits of diversity by reducing the importance of underrepresented individuals, a process known as marginalizing. Marginalizing occurs when these biases systematically diminish the visibility, contributions, and opportunities of certain groups, excluding them or making them feel undervalued or excluded. Such dynamics can lead to industry avoidance or an exodus of certain groups away from a field, as is being seen with women in STEM (science, technology, engineering, and math) occupations.
 The Effect of Bias
 The critical problem with biases is that they undermine both an organization’s brand and its strategic intent. Whether actions are conscious or not, the gap between stated attitudes and operational realities undermines market credibility and effectiveness along a continuum from recruiting to new product development. Without awareness and appropriate intervention, bias can lead to dominant group (“person like me”) favoritism in selection, evaluation, project assignment, and promotion and preclude or silence the differences of opinion critical to innovation.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Diversity in the Workplace

								

	
				 	Understand the benefits and challenges of having a diverse workforce
 
  Ableism in the Workplace
 An interactive video picker element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 You can view the transcript for “Disability Awareness: Accessibility at Work” here (opens in new window).
 You can view the transcript for “How to Be an Anti-Ableist Ally | Christine vs Work” here (opens in new window).
 You can view the transcript for “How to Help Employees With Disabilities Thrive | The Way We Work, a TED series” here (opens in new window).
  What are some of the specific challenges that disabled employees face in workplaces that may appear inclusive on the surface but are actually ableist? How do these challenges impact their productivity and well-being?
 Click to Show Sample Answer Disabled employees often face subtle forms of discrimination and exclusion even in workplaces that seem inclusive. Some specific challenges include:
 	Lack of Adequate Accommodations: Requests for necessary accommodations are often denied, leading to a lack of essential support.
 	Invisibility of Needs: Non-disabled employees may not recognize the challenges faced by their disabled colleagues because these needs are not always visible or understood. This invisibility leads to a lack of awareness and action.
 	Discriminatory Policies: Company policies that do not include provisions for medical leave, flexible working hours, or other necessary adjustments can disadvantage disabled employees.
 	Hostile Work Environment: Disabled employees may face microaggressions or be subjected to unfair scrutiny regarding their accommodations.
 
 These challenges impact productivity and well-being by creating a stressful and unsupportive work environment, making it difficult for disabled employees to perform their best work. Lack of accommodations can lead to physical discomfort or health issues, while microaggressions and discriminatory policies can contribute to mental health struggles, reduced job satisfaction, and increased turnover.
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		Learn It 13.2.1 Culture and Communication

								

	
				 	Understand the difference between race and ethnicity
 	Understand how cultural differences related to race can affect communication
 	Understand how cultural differences among people from different countries can affect communication
 	Understand how cultural differences related to religion can affect communication
 	Understand how to adjust your communication for an audience that includes people with different cultures
 
  Race and Ethnicity
 [image: Group of seven people from different cultural backgrounds.]Race refers to categories of people based on physical characteristics while ethnicity refers to shared cultural traits. The concept of race has changed across cultures and eras ranging from being based on ancestral and familial ties to theorists assigning categories of race based on geographic region, ethnicity, skin color, and a wide range of other factors. These assumptions were reflected in their labels; for example, people would be categorized based on region (e.g., Chinese or German) or perceived skin tone (e.g., black or white).
 race
 Race is a classification system created by societies to categorize people based on visible physical differences such as skin color, facial features, and hair texture, along with ancestral background and cultural affiliations. 
  The idea of a social construct means that race does not have a biological basis. Instead, it is an idea that has been developed and accepted by society over time. Understanding race as a social construct helps us recognize that the distinctions drawn between races are made by societal norms and beliefs, rather than inherent differences, and play a significant role in shaping individuals’ lives, their social interactions, and how they are perceived in various social contexts.
 ethnicity
 Ethnicity refers to the social group a person belongs to, and identifies with, based on shared characteristics such as culture, language, traditions, and sometimes religion or national origin.
  Ethnicity is a term that describes the shared culture—the practices, values, and beliefs—of a group. Unlike race, which is often categorized by physical attributes, ethnicity is linked more to cultural expression and identification. People from the same ethnic group can share a common ancestry, history, homeland, language, or cultural heritage that gives them a sense of unity and distinct identity within a larger society.
 Like race, ethnicity is a complex concept, and its meaning has changed over time. As with race, individuals may be identified or self-identify with ethnicities in complex, even contradictory, ways. For example, members of ethnic groups such as Irish, Italian-American, and Russian are generally included in the White racial category. Conversely, people who identify with American culture include people from a multiplicity of racial backgrounds: including Black, White, Asian, and a variety of racial combinations. These examples illustrate the complexity and overlap of these identifying terms. Ethnicity, like race, continues to be an identification method that individuals and institutions use today—whether through the census, affirmative action initiatives, non-discrimination laws, or simply in daily interactions.
 Differences between Race and Ethnicity
 While race and ethnicity are both based on the idea of a common ancestry, there are several differences between the two concepts. Sociologist Dalton Conley, one of the experts contributing to PBS’s RACE: The Power of Illusion project, explains the differences between race and ethnicity: “First of all, race is primarily unitary. You can only have one race, while you can claim multiple ethnic affiliations. You can identify ethnically as Irish and Polish, but you have to be essentially either black or white. The fundamental difference is that race is socially imposed and hierarchical. There is an inequality built into the system. Furthermore, you have no control over your race; it’s how you’re perceived by others.”[1]
 Fellow contributor and author John Cheng draws the distinctions further, noting that ethnicity represents a choice to be a member of a group; for example, one can adopt the language, customs, and culture of that ethnic group. Race is not a choice: “You either are or are not a member of [a given] race.” Echoing Conley’s point about the socialization of race, Cheng emphasizes that “race becomes institutionalized in a way that has profound social consequences on the members of different groups.”[2]
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 13.2.2 Culture and Communication

								

	
				Language, Communication, and Diverse Social Groups
 Whether we realize it or not, we use language as a way to classify people into social categories, just as it is common to use physical variations like race to distinguish people. We all have an idea in our heads of what a “standard” version of a language sounds like based on how and where we grow up and our early social influences. It is easy to pick up on very small characteristics in spoken language that can differentiate it from what is considered standard.
 Imagine a group of five people talking after a staff meeting. As you walk by, you overhear a part of their conversation. You notice all are speaking the same language together, for example, English, and you can hear several different varieties of English at once. This means you are hearing different types of intonation, pronunciation, or regional accents. Someone’s voice and language can provide information about their geographical locality, socio-economic status, and ethnicity or race.
 To add to the complexity of this topic, people often ascribe certain language characteristics to racial groups. Since many individuals have dual or mixed heritage, they can belong to many different language groups or varieties. For perspective on this point, watch “tri-tongued orator” Jamila Lyiscott’s spoken-word essay “Broken English,” presented at TEDSalon New York as “3 Ways to Speak English.” You can view the transcript for “3 Ways to Speak English” here (opens in new window).
  Unfortunately, people’s perceived racial differences can create a type of language barrier. This can then influence how individuals communicate in the workplace. Sometimes at work, people may adopt a particularly “professional” way of speaking, be it jargon, a certain level of vocabulary, or elaborate coded language. This can be off-putting and sound fake to other individuals who use different ways of speaking and may find some types of “professional language” difficult to understand or inauthentic.
 Some individuals may take the opposite approach. Especially in marketing, we see individuals use slang terms or trending memes in an attempt to connect with their target audience. This approach almost always fails, as it is nearly impossible to correctly mimic this type of dialect. It can also alienate those targeted by these tactics by making them feel like their identities are being diluted, appropriated, and commodified.
 Depending on racial or ethnic background, people from different groups may approach public communication in a work setting differently. Beliefs may vary about:
 	what is considered polite
 	which emotions are appropriate to be expressed in a public setting
 	how to interact with someone if there is a large age difference
 	how to make a request or to offer assistance in a direct or indirect manner
 	what is considered humorous or poor taste
 	the appropriateness of talking about someone who is not there or speaking for someone else who is not present
 	eye gaze or physical touch from non-family members (such as giving a hug to a co-worker if they look upset)
 
 Generalizations about people’s appearance and cultural identity help us understand where they are coming from, but it’s critical to focus on understanding the individual as a person. While we may not be able to visualize or connect one-on-one with each person we communicate with, we can choose inclusive language that allows people to see themselves in the picture.
  Being aware of (and respecting) differences in communication isn’t the only facet of communication to consider when talking about race and ethnicity. It’s also important for individuals to consider the words, both in casual conversation and in addressing others. While most individuals know not to use racial slurs, there are some unintentional slurs that people often don’t realize they’re using. For example, the word gypped (as in “I got gypped by that car salesman”), has its roots in a racial slur used against Romani people.[1] Above all else, listen to individuals who belong to marginalized groups. If they say a word is racist or a slur, don’t use that word.
 Cultures of Different Regions and Countries
 With the possible exception of math, there is no universal system of communication. Each country—and, in some cases, regions of countries—has different languages, business practices, and social customs. What is a common or established communication behavior or business practice in the United States cannot be assumed to be appropriate behavior or communication elsewhere. And, as we will see in the next section, the expectations of other cultures can have a significant impact on how American businesses communicate and operate not only abroad but at home.
 Differences in business etiquette and nonverbal communication account for the majority of culturally-related communication errors. Here are five areas of difference and potential miscommunication:
 	Clothing: managing the first impression
 	Conversation: appropriate business and introductory conversation
 	Greeting: local customs and expectations, including greeting style
 	Forms of address: level of formality and use of titles and degrees
 	Time and Space: interpretations of “on time,” personal space, and physical contact.[2]
 
 Nonverbal Cross-cultural Communication
 Different countries may also have different interpretations of nonverbal communication. Non-verbal communication includes gestures; body movement, eye contact; and decorative and functional objects, from clothing and equipment to furniture and furnishings. To illustrate the differences, let’s focus on gestures. The relative brevity of a gesture as communication belies its potential impact.
 For many Americans, gestures are a cross-cultural communication blind spot. For example, flashing a peace sign (making a “V” shape with the first and second fingers), a benign gesture meaning “peace” or “goodbye” in the United States is perceived as insulting and a provocation in Australia, New Zealand, and the UK.[3] Another translation failure: the thumbs-up sign. In America, “thumbs up” is a positive gesture, conveying “good job!” or agreement. In several countries and regions including Greece, Latin America, Russia, Southern Italy, and West Africa, the thumbs-up gesture is tantamount to giving a person the middle finger. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Religion and Culture
 Religion is an area steeped in tradition and conventions, and is, therefore, fraught with potential for error for the unfamiliar.
 Nike’s Misstep[1] 
 In 2019, Nike’s design of its Air Max shoe was criticized for being insulting to the Islamic faith. Critics thought that the logo on the bottom sole of some Air Max sneakers resembled the word “Allah,” the word for God in Arabic, written in Arabic script.
 Nike was similarly criticized in 1997 for using a flame-shaped logo that also resembled the word “Allah.” In that instance, Nike apologized and stopped selling shoes with that design. In the more recent case, Nike stated that it respects all religions and takes concerns like this seriously, but maintained that the logo was just a stylized representation of the Air Max brand.
  Fear or apprehension of the unknown is a large contributor to inadvertently creating communication barriers. This is especially common when faced with new or different spiritual beliefs and practices. Sometimes, a person may feel uncomfortable communicating with people from other religions because of assumptions about the other’s beliefs and opinions. One main communication barrier stemming from religion is individuals’ lack of knowledge or information about other religions and belief systems.
 [image: six people of different religions holding a sign says "Coexist pilgrimage people of faith walk as people of peace".]Religious beliefs can impact how people communicate with one another. Due to the extensive variations in religious and spiritual beliefs, people who identify as religious or spiritual may have vastly different ideas and opinions about what constitutes appropriate life practices and behaviors. These beliefs include the following:
 	which topics are appropriate to talk about
 	what amount of physical touch by non-family members is appropriate
 	what is considered appropriate clothing (this can include head coverings, wearing form-fitting uniforms, etc.)
 	what is an appropriate amount of time off from work to attend religious gatherings
 	breaks for rituals, such as prayer at certain times of the day or needing a specific day off each week to go to a spiritual gathering place like a temple, mosque, church, or spiritual place
 	appropriate food allowances including, but not limited to, consumption of alcohol, caffeine, cigarettes, meat or specific types of meat, and going without food or fasting for specific periods of time
 	the role of family in personal, social, or work life
 
 Depending on religious background, people with different spiritual beliefs and practices may approach public communication in a work setting differently as well. Here are a few language-specific areas to be aware of:
 	which topics may be referred to in a humorous or flippant way
 	specific words or phrases that may be prohibited, such as saying the name of a deity in an irreverent manner
 	different connotations of religious terminology or jargon
 	unfamiliar or new religious terminology and vocabulary
 	use of religiously approved communication methods (e.g. some religious groups may dissuade the use of social media as a means to encourage religious observance, to prevent access to material that would lead to inappropriate thoughts, or to avoid potentially inappropriate conversations between nonfamilial individuals)
 
 If you are worried about contributing to a communication barrier or if you notice a breakdown in communication in the workplace, the way you approach it can make all of the difference. Above all, approach the situation or individual(s) with empathy, curiosity, and respect. Ask questions, define terms that are unfamiliar or understood differently, use clear language with neutral terminology, avoid jargon, and avoid judgment. Taking the time and effort to listen and learn about other’s spiritual beliefs can help facilitate more open and effective communication channels. Also, conduct your own research and refrain from making assumptions. Intercultural Communication
 Culture and communication are inextricably linked, and messages can be misconstrued without an awareness of a particular cultural or subcultural context. As Richard Bucher notes in Diversity Consciousness: Opening Our Minds to People, Cultures, and Opportunities, “Communication takes place whenever meaning is attached to a message.” However, because of differences in how a message is interpreted, the intended meaning or message may not be what is received. When people attach different meanings to gestures, symbols, or words, miscommunication can result, with significant financial repercussions.
 Two of the keys to effective communication—and business—are cultural awareness and respect. When businesses are accused of being culturally insensitive, it’s critical for them to respond proactively and thoughtfully to address the concerns raised. This involves acknowledging the issue, understanding the impact of their actions or messages from the perspective of those offended, and taking concrete steps to rectify the situation.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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			CC licensed content, Original
	Religion. Authored by: Nina Burokas. Provided by: Lumen Learning. License: CC BY: Attribution

CC licensed content, Shared previously
	Interfaith Outing. Authored by: Maryamhasan. Provided by: Wikimedia. Retrieved from: https://commons.wikimedia.org/wiki/File:Interfaith_Outing.jpg. License: CC BY-SA: Attribution-ShareAlike



			


		
	
		
			
	
		196

		Apply It: Culture and Communication

								

	
				 	Understand the difference between race and ethnicity
 	Understand how cultural differences related to race can affect communication
 	Understand how cultural differences among people from different countries can affect communication
 	Understand how cultural differences related to religion can affect communication
 	Understand how to adjust your communication for an audience that includes people from different cultures
 
  Cross-Cultural Communication
 A diverse group of Stanford Business School students present different challenges they have encountered in cross-cultural communication.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=268#oembed-1 
 
 You can view the transcript for “Lost in Translation: How to Communicate Across Cultures” here (opens in new window).
  What are the three main barriers to effective cross-cultural communication and how can individuals and organizations address these barriers to improve communication in a multicultural environment?
 Click to Show Sample Answer The three main barriers to effective cross-cultural communication are anxiety, ethnocentrism, and differences in language meaning.
 To address the barriers to effective cross-cultural communication, individuals and organizations can implement the following strategies:
 	Reducing Anxiety:
 	Cultural Training: Provide cultural competence training to employees to help them understand and appreciate cultural differences. This training can include information about cultural norms, values, and communication styles.
 	Mentorship Programs: Pairing employees with mentors from different cultural backgrounds can help reduce anxiety by providing a supportive environment to ask questions and learn.
 	Encouraging Open Dialogue: Foster an environment where employees feel comfortable expressing their uncertainties and asking for clarification. Regular team meetings and open forums can help in discussing cultural differences and reducing anxiety.
 
 
 	Addressing Ethnocentrism:
 	Promoting Cultural Awareness: Encourage employees to learn about and respect different cultures. This can be achieved through cultural awareness workshops, celebrating cultural festivals, and creating opportunities for cross-cultural interactions.
 	Inclusive Policies: Develop and enforce policies that promote diversity and inclusion. This includes anti-discrimination policies and practices that value diverse perspectives.
 	Leadership Commitment: Ensure that leadership demonstrates a commitment to diversity and inclusion. Leaders should model inclusive behavior and actively support initiatives that promote cultural understanding.
 
 
 	Managing Differences in Language Meaning:
 	Language Training: Offer language classes or resources for employees to learn key phrases in different languages. This can help bridge language gaps and demonstrate respect for other cultures.
 	Clear Communication: Encourage the use of clear and simple language, avoiding idioms, jargon, and colloquial expressions that might not be understood by everyone. When in doubt, ask for clarification or use visual aids to support verbal communication.
 	Professional Translators: When necessary, hire professional translators or interpreters to ensure accurate communication. This is particularly important in high-stakes situations where misunderstandings could have serious consequences.
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		Learn It 13.3.1 Demographic Differences and Communication

								

	
				 	Understand how to use gender-neutral language in business communications
 	Understand how people of different genders might communicate differently
 	Understand how various disabilities may affect communication
 	Understand how to improve communication between people of different ages
 
  Gender Impacts Communication in the Workplace
  
 What’s in a chromosome (or two)? The difference in the pair of sex chromosomes that determine whether a child is assigned female (XX) or male (XY) at birth has a significant impact on the individual’s personal and professional development. It is not biology that affects our experience and expectations in the workplace (as some who would justify gender inequality would propose), but socialization, an accumulation of cultural, historical, and legal precedents that have created gender differences in our society.
 According to the Brookings Institution, “Large gaps remain between men and women in employment rates, the jobs they hold, the wages they earn, and their overall economic security.” This is not just a women’s issue. In a publication from the Hamilton Project at Brookings, the authors conclude that “barriers to workforce participation for women are stifling the growth of the U.S. economy, and that future economic success hinges on improving career prospects and working environments for all women.”[1]
 Over the years, gendered terms (for example, “salesmen”) have come to be interpreted more broadly as referring to all genders, but the language is not inclusive. Indeed, the concept of gender as binary—that is, either female or male—is outdated. As the traditional ideas of gender and gender identity evolve, language must also adapt.
 Using Gender Neutral Language
 The use of gender-neutral language is now considered standard practice, incorporated in the American Psychological Association (APA) and other style guides that are the linguistic references for journalists, academics, and students.
 You can access information about Bias-free language from APA and how to appropriately represent people in your writing, including sections on Disabilities, Race & Ethnicity, and Sex and Gender. To achieve a more gender-inclusive end, The Writing Center at the University of North Carolina at Chapel Hill recommends focusing on three areas: gendered nouns, titles and names, and pronouns. Consider the following recommendations and examples:
 	Replace gendered nouns with more neutral language. This can be challenging, in particular when there is an established expectation or association. In updating the Star Trek franchise, writers replaced the “where no man has gone before” tagline with the more inclusive “where no one has gone before,” retaining both the rhythm and promise of the iconic phrase.
 	Choose equitable titles and names. To illustrate, use Ms. or another appropriate title (Professor, Dr., etc.) that doesn’t define a woman in terms of her relationship with a man. In both written and verbal contexts, give a woman the same respect as you would a man. For example, using both a first and last name or title and last name rather than an informal first name.
 	Use pronouns equitably. As mentioned above, using masculine pronouns (“he,” “his,” “him”) as the “default” is no longer an accepted practice. Instead, consider the following options: 	Make your nouns and pronouns plural: This sidesteps the gender issue for your audience by making it sound as if there is more than one. For example, he or she becomes they.
 	Use “they” as a singular pronoun: Although “they” generally refers to a plural antecedent—that is, is used as a plural pronoun—it is also used as a gender-neutral pronoun. 
 
 
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 13.3.2 Demographic Differences and Communication

								

	
				Attitudes and Gender Communication
 Starting in childhood, people are generally socialized to belong to distinct cultures based on their gender and learn to speak in ways particular to their own gender’s rules and norms (Fivush; Hohnson; Tannen). This pattern of gendered socialization continues throughout our lives. As a result, people of different genders often interpret the same conversation differently. Culturally diverse ways of speaking based on gender can cause miscommunication between members of each culture or speech community.
 Although gender roles are changing and gender itself is becoming a more fluid concept, traditional roles still influence our communication behaviors. For those socialized to traditional female gender norms, an important use of communication is to create and foster relational connections with other people (Johnson; Stamou). In contrast, the goal of men’s communication is primarily to establish identity. This is accomplished by demonstrating independence and control and entertaining or performing for others.
 Deborah Tannen, professor of linguistics and the author of multiple books on gender and language, provides the following examples of differences in men’s and women’s communication:
 	“Men engage in report talk, women in rapport talk.” 	Report talk is used to demonstrate one’s knowledge and expertise.
 	Rapport talk is used to share and cultivate relationships.
 
 
 	Women request; men direct. 	For example, in communicating a request, a female manager might say: “Could you do this by 5 PM?” A male manager would typically phrase it: “This needs to be done by 5 PM.”
 
 
 	Women are information-focused; men are image-focused. 	For example, women are willing to ask questions to clarify understanding. Men tend to avoid asking clarifying questions in order to preserve their reputation.
 
 
 	Empathy is not an apology. 	Women often use the phrase “I’m sorry” to express concern or empathy. Men tend to interpret this phrase as an acceptance of responsibility for the situation, which it is not.
 
 
 	Women are judged by their appearance; men are judged by what they say and do.[1]
 
  stereotype
 A stereotype is a widely held but oversimplified image or idea of a particular type of person or thing.
  Some traits may tend to be more common in one gender compared to another but it’s important to avoid stereotyping. Remember that while these differences exist between groups, all individuals will fall somewhere along a spectrum of these characteristics and behaviors. 
 Gender in the World
 Traditional gender roles also influence how women are heard, as Tannen alluded to above. The Oxford Handbook of Leadership and Organization notes that the historical marginalization of women is still in practice today, with media coverage of women leaders often focusing on fashion sensibility rather than on the strength of their leadership. There is a no-win situation for women: “to be ‘too feminine’ is to risk being perceived as weak and emotional or as manipulative and devious when exercising leadership; to be ‘insufficiently feminine’ generally results in being labeled as masculine, abrasive or pushy.”[2] Thus, gender not only impacts the language we use but the language used to describe us.
 Pregnant People
 Historically, the term “pregnant women” was the norm, based on the idea that only individuals assigned female at birth could become pregnant. As awareness of gender diversity has grown, inclusive language aims to recognize that not all who can become pregnant identify as women. To be inclusive of transgender and non-binary individuals, individuals who are pregnant are now often referred to as “pregnant people.” In recent years, medical organizations, such as the Centers for Disease Control and Prevention and the American College of Obstetricians and Gynecologists, and news outlets, such as National Public Radio, have adopted the more inclusive term “pregnant people.”[3]
 However, some women’s health experts are critical of the use of gender-inclusive language in this particular context. They argue that removing references to biological sex could lead to reduced visibility and prioritization of women’s health in medical research.[4] Experts also caution that using more inclusive language such as “parents” or “families” in place of “mothers” could have the effect of diminishing and marginalizing women whose “needs and rights in relation to pregnancy, birth, and breastfeeding . . . are not shared with others.”[5]
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 13.3.3 Demographic Differences and Communication

								

	
				Abilities in the Workplace
 In a work setting, we are also exposed to individuals with varied skills, talents, and abilities. Another component of diversity in the workplace is the wide range of physical and mental abilities of people you may work with. A common misconception or view of people with disabilities focuses on what an individual may lack or cannot do. Characterizing people solely by their disabilities and perceiving them as inferior to the non-disabled can lead to social prejudice and discrimination, also known as ableism.
 [image: Collage of arrows in various colors pointing forward, with images of disabled people at work. The text reads “Advancing Access & Equity, National Disability Employment Awareness Month, Celebrating 50 years of the Rehabilitation Act of 1973.” Also #NDEAM, #RehabAct50 and dol.gov/ODEP.]October is National Disability Employment Awareness Month: The goal of this initiative is to celebrate individuals with disabilities strengthening the workforce and bring awareness and education concerning the issue. Our challenge in the area of disabilities is learning to transcend our perception of someone’s limitations, to adopt universal design thinking and practices in order to accommodate a range of abilities, and, to extend the possibilities for both individual and collective business performance.
 Disability Awareness
 General perception and understanding of those who are different is due to a combination of factors including a lack of exposure to people with disabilities, the vague definition of disability, and privacy and discrimination concerns. The Americans with Disabilities Act (ADA) defines an individual with a disability as a person who has a physical or mental impairment that substantially limits one or more major life activities, a person who has a history or record of such an impairment, or a person who is perceived by others as having such an impairment. Further, people with disabilities are not required to disclose their disability, and indeed, they are often advised not to—at least in the job search process.[1]
 It’s important to note that not all disabilities are visible or accompanied by obvious cognitive or processing challenges. It’s possible to work with someone for a long time before you learn that they have a disability. Some disabilities can be invisible or usually unobtrusive Multiple sclerosis (MS) for example, can lay dormant and then flare up resulting in mobility issues, fatigue, vision problems, and impaired coordination. Additionally, some mental health conditions (like ADHD or OCD) can impact a person’s work but are completely invisible.
 Learn More
 People with disabilities are under-represented in media and entertainment—a situation that the Alliance for Inclusion in the Arts is seeking to address. ReelAbilities is the largest film festival in the U.S. that focuses on showcasing films by, or about, people with disabilities.
  Overcoming Communication Challenges
 People with disabilities can experience unique communication challenges whether they have sensory impairments (blindness or deafness), cognitive disorders (autism spectrum disorder, post-stroke challenges), or physical disabilities (head trauma or neurological injury). In particular, some communication difficulties in the workplace can include the following:
 	Difficulty speaking: speech may be unclear, interrupted by stuttering, or abnormally slow, fast, or irregularly paced
 	Difficulty with listening for extended periods or listening to multiple people participating in a conversation
 	Difficulty reading manuals with dense amounts of text
 	Difficulty keeping track of procedural material without the help of notes or hands-on experience
 	Difficulty interpreting language that has implied meaning such as indirect requests or offers for help, or certain types of humor
 	Difficulty interpreting body language, the emotions of others, or other non-verbal language
 	Difficulty communicating with unfamiliar people; this can include eye contact
 
 Whether individuals have disclosed a disability or not, the way you approach a communication breakdown or misunderstanding matters.
 	If you do not understand something a person says, do not pretend that you do. Ask the individual to repeat what they said and then repeat it back. Try to ask questions that require only short answers or a nod of the head.
 	Concentrate on what the person is saying and do not rush to a conclusion about what you think they mean. Do not speak for the individual or attempt to finish their sentences.
 	If you are having difficulty understanding the individual, consider writing as an alternative means of communicating, but first ask whether this is acceptable.
 
 Other things to consider are:
 	If you are in a public area with many distractions, consider moving to a quiet or private location.
 	Be prepared to repeat what you say, orally or in writing.
 	Offer assistance completing forms or understanding written instructions and provide extra time for decision-making. Wait for the individual to accept the offer of assistance; do not “over-assist” or be patronizing.
 	Be patient, flexible, and supportive. Take time to understand the individual and make sure the individual understands you.
 
 If you notice a communication breakdown or misunderstanding, it is of utmost importance to treat everyone with dignity, respect, and courtesy. Be patient, be supportive, and take as much time as necessary to listen to the individual because it can make all of the difference.
 Developing an Accessible Workplace
 Technology accommodations might include the use of large display screens, screen readers, and/or voice recognition software. In order to communicate effectively across a range of abilities, businesses also need to design materials—from onboarding and ongoing communications to training and development—with accessibility in mind. Rather than adjusting materials and programs to accommodate a person’s particular disability, a best practice is to use a Universal Design for Learning (UDL) approach so that no change is necessary.
 Universal Design for Learning
 Universal Design for Learning (UDL) is an educational framework that aims to improve and optimize teaching and learning for all people based on scientific insights into how humans learn. UDL guides the development of flexible learning environments and materials that can accommodate individual learning differences. It emphasizes providing multiple means of representation, action, expression, and engagement to support the diverse needs of all students, including those with disabilities.
  The concept and language of UDL were inspired by the universal design movement, proposing that “products and environments be designed to be usable by all people, to the greatest extent possible, without the need for adaptation or specialized design.”[2]
 As with many conceptual frameworks, there are different approaches to achieving UDL. The following 7 core principles provide the framework for an online educational certification program at Saddleback College:
 	Principle 1: Inclusive & Fair
 	Principle 2: Straight-Forward & Clear
 	Principle 3: Flexible & Fair
 	Principle 4: Explicitly Presented
 	Principle 5: Supportive
 	Principle 6: Minimize Effort
 	Principle 7: Appropriate Learning Space
 
 These principles clearly contribute to a fair, inclusive, and effective workplace. The advantage is that applying the design principles also makes information more accessible to people for English language learners. The clarity that the design principles require also contributes to clear communication across other diversity dimensions—for example, cultures and ethnicities.
 Strategies to Improve Communication
 There are also simple, practical adjustments we can make in our one-on-one interactions that will facilitate effective communication. The following eight recommendations, adapted from a toolkit for medical practitioners, are equally relevant to communicating with people with disabilities in the workplace:[3]
 	Allocate additional time to achieve the communication objective.
 	Be aware of your tone of voice and nonverbal signals.
 	Moderate your speaking pace and give the person with a disability adequate time to process and respond to what you’ve communicated.
 	Actively confirm the person’s understanding and your own understanding of what they communicated.
 	Focus on abilities rather than disabilities.
 	Use specific rather than abstract language; for example, “bring a pen and paper” rather than “get ready for the meeting.”
 	Stage conversations in areas that are relatively quiet without distracting activity or background noise.
 
 Just as our history is not our destiny, our frame of reference doesn’t need to limit our future possibilities—individually or collectively, as a business or society. Disability rights are not only civil rights, they’re human rights—the right to strive to achieve our full potential, whatever that is. 
 Additional Resources
 	A Guide to Disability Rights Laws
 	Employers’ Practical Guide to Reasonable Accommodation Under the Americans with Disabilities Act (ADA)
 	Society for Human Resource Management’s (SHRM) Developing an Accessible Workplace Toolkit
 	The Language of Disability: Do’s and Don’t’s
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 13.3.4 Demographic Differences and Communication

								

	
				Working Across Generations
 Each generation is a subculture with a sense of reality based on the formative world and national events, technological innovations, and socio-cultural values. To understand how that experience impacts communication, it’s instructive to consider how the different generations view technology and communications media. The following examples are based on an analysis of generational differences[1]
 	  	Traditionalists (Silent Generation) 	Baby Boomers 	Generation X 	Millennials 	Generation Z 
  	Technology is . . . 	Hoover Dam 	The microwave 	Internet 	Hand-held devices 	Apps 
 	Communicate via . . . 	Rotary phones 	Touch-tone phones 	Cellphones and pagers 	Internet Smartphones 	Social Media 
  
 Every generation develops expertise in communication formats and media that reflect their situational reality. For example, Traditionalists tend to have a more formal communication style, with strict adherence to written grammatical rules and a strong cultural structure. Baby Boomers tend to prefer a more informal and collaborative approach. Gen X communications tend to be more blunt and direct: just the facts. Millennial and Gen Z communication is technology-dependent. As an Ad Council article notes, these generations are driving a truncation of the English language, shortening words (e.g., totally becomes totes) and abbreviating phrases into one or two-syllable “words,” which may or may not be spoken aloud (e.g., FOMO for “fear of missing out” and TL;DR for “too long; didn’t read”). These clippings have their roots in texting language: a shorthand that’s optimized for the communications media and immediate gratification expectations of mobile communication.
 Texting[2]
 Texting is a cross-generational trend—something that nearly all adults in America participate in. 
 	97% of US Adults own a mobile phone (85% of these are smartphones).
 	Americans check their phones on average 96 times per day (once every ten minutes).
 	95% of text messages are read and responded to within 3 minutes of being received.
 
  Bridging the Generation Gap
 Each generation brings not only a frame of reference but also a set of competencies—and expectations—based on how they view the world and their place in it. The challenge for both businesses and individuals is that we now have five generations in the workforce. Differences in generational communication style and media are, effectively, language barriers. To the extent that individuals can’t translate, the communication gaps are a hindrance to effective collaboration and the achievement of goals and objectives. The communication disconnect can also affect employee morale and productivity.
 The opportunity in this situation is to leverage specific generational strengths and decrease points of friction. The best-case scenario is to create a culture and opportunities that encourage cross-generational sharing and mentoring. 
 In a related trend, the model of talent management is changing. We’re moving to a model of shared learning, where workers of all ages contribute to each other’s growth and development.[3] Indeed, “intergenerational agility” is key to ensuring that both employees and employers receive meaningful benefits and unique advantages. Business benefits of intergenerational learning include increased efficiency, productivity, and competitive positioning. Two statistics that suggest the culture and communication gaps can be bridged:[4]
 	90 percent of Millennials believe that Boomers bring substantial experience and knowledge to the workplace
 	93 percent of Baby Boomers believe that Millennials bring new skills and ideas to the workplace.
 
 The diversity of the intergenerational workplace isn’t just a development—it’s a creative opportunity.
 Professor Mariano Sánchez of the University of Granada in Spain sees the opportunity to cultivate ”generational intelligence;” specifically, “organizing activities that raise generational awareness, connect generations and help them work better together—exchanging knowledge, ideas, skills and more to enhance the broad skill sets everyone needs in today’s jobs.”[5]
 According to Jason Dorsey, Millenial and Gen Z researcher and co-founder of The Center for Generational Kinetics, “The key is getting each person to recognize that everyone has different communication skills that can be harnessed to best support the organization.”[6] Incorporating multiple communication media in meetings and facilitating ongoing discussion/collaboration allows members of different generations to share expertise and demonstrate their value. Selecting technology that supports multiple ways of communicating and collaborating can also leverage collective strengths and create fertile ground. For example, using a videoconferencing platform like Zoom allows participants to connect visually and participate virtually, with audio, screen sharing, and recording capabilities.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Demographic Differences and Communication

								

	
				 	Understand how to use gender-neutral language in business communications
 	Understand how people of different genders might communicate differently
 	Understand how various disabilities may affect communication
 	Understand how to improve communication between people of different ages
 
  Generational Perceptions of Professionalism[1]
 The Generational Divide
 [image: co-workers of different ages gathered for casual conversation in the office]Co-workers of different generational cohorts can have varying expectations about communication and behavior. Older generations often view younger ones as less serious and less prepared for professional life. This perspective is amplified when it comes to communication styles. Many Gen Z workers, raised in the era of social media, naturally gravitate towards casual language. They consume news and information from platforms like TikTok, where informal, high-energy communication is the norm. This contrasts sharply with the more formal communication styles favored in some workplaces.
 Michelle Ehrenreich, director of the communications program at Boston University’s Questrom School of Business, notes that Gen Z has been encouraged to be authentic and expressive. However, this mindset can clash with corporate expectations. Companies often expect employees to conform to established norms, including speaking and behaving in ways that align with the organization’s culture.
 Adapting to the Professional Environment
 The challenge for young professionals is finding a balance between authenticity and professionalism. While casual communication can foster connections, it can also undermine perceived competence and authority. Studies have shown that effective communication and a polished professional presence are crucial for career advancement. For instance, a 2018 Harvard Business Review study identified poor communication style as a critical factor that can slow career progress.
 To bridge this gap, experts like Caroline Goyder, a London-based communications and speech consultant, emphasize the importance of refining communication skills. This includes eliminating filler words (e.g. like, um, you know), improving tone, and maintaining good posture and eye contact. While adapting communication styles might seem like a compromise, it is often necessary to succeed in traditional corporate environments.
 A Changing Landscape
 Despite the need for adaptation, the workplace is not static. The pandemic has accelerated changes in work culture, making it more flexible and less formal. Surveys indicate that Gen Z is already influencing workplace communication norms. As older generations retire and younger professionals ascend to leadership roles, a more casual communication style may become the new standard.
 Christopher G Myers, associate professor at Johns Hopkins Carey Business School, suggests that senior leaders should recognize evolving language conventions and be open to a less formal approach, especially in non-critical communication moments.
 What are the potential consequences for a company if it fails to accommodate the communication preferences of younger employees? How can companies benefit from embracing these new communication styles?
 Click to Show Sample Answer Failing to adapt to these differences can lead to significant drawbacks, while embracing new styles can offer numerous benefits. Here are some potential consequences and benefits:
 Potential Consequences for a Company
 	Decreased Employee Engagement and Retention: If a company does not accommodate the communication preferences of younger employees, it risks alienating them. This could lead to lower levels of engagement and higher turnover rates as these employees seek employment elsewhere.
 
 	Stifled Innovation: Younger employees often bring fresh perspectives and new ideas. By not valuing their communication styles, companies may inadvertently stifle the creativity and innovation that these employees can contribute. This could hinder the company’s ability to stay competitive and adapt to market changes.
 
 	Communication Breakdowns: A lack of adaptation to younger employees’ communication styles can lead to misunderstandings and miscommunications. This can impact team collaboration, project efficiency, and overall workplace harmony, reducing productivity and increasing frustration among employees.
 	Reputational Damage: In today’s interconnected world, company culture and employee satisfaction are often shared on social media and review sites. Negative experiences related to rigid communication expectations could harm the company’s reputation, making it difficult to attract new talent and customers.
 
 
 Benefits of Embracing New Communication Styles
 	Enhanced Employee Engagement and Retention: When companies embrace the communication styles of younger employees, it demonstrates respect for their individuality. This can lead to higher levels of job satisfaction, engagement, and loyalty, reducing turnover and the costs associated with recruiting and training new employees.
 
 	Increased Innovation and Creativity: Encouraging a variety of communication styles can foster a more dynamic and innovative work environment. Younger employees who feel comfortable expressing their ideas are more likely to contribute unique insights that can drive the company forward.
 
 	Stronger Team Dynamics: Embracing diverse communication styles can improve team cohesion and collaboration. Teams that can communicate effectively despite generational differences are better equipped to work together, solve problems, and achieve common goals.
 
 	Positive Workplace Culture: A flexible approach to communication can contribute to a more inclusive and supportive workplace culture. This can enhance the company’s reputation as a great place to work, attracting a diverse range of talent and fostering a positive, productive work environment.
 
 
    
 Media Attributions
	team-5842784_640 



	Knight, Rebecca M. “Not all employers are tolerating Gen Z’s laid-back language,” March 11, 2024. https://www.bbc.com/worklife/article/20240307-gen-z-casual-workplace-language. ↵



	

			CC licensed content, Shared previously
	co-workers. Authored by: fahribaabdullah14. Provided by: Pixabay. Retrieved from: https://pixabay.com/photos/team-colleagues-coworkers-office-5842784/. License: CC BY: Attribution

Public domain content
	Adapted from material created using ChatGPT. Authored by: Lumen Learning. Provided by: OpenAI. License: Public Domain: No Known Copyright



			


		
	
		
			
	
		202

		Learn It 13.4.1 Overcoming Bias in Workplace Communication

								

	
				 	Understand the difference between stereotypes, prejudice, and discrimination
 	Understand how biases can affect communication in the workplace
 
  Stereotypes, Prejudice, and Discrimination
 Social perception is relative, reflecting both positive and negative impressions of people based on a range of factors. Our perceptions of people help to allow us to make decisions and snap judgments, but can also lead to biased or stereotyped conclusions. Although often used interchangeably, the terms used to describe these perception errors—stereotype, prejudice, and discrimination—have different meanings and connotations.
 stereotype
 Stereotypes are oversimplified generalizations about groups of people; stereotypes can be based on race, ethnicity, age, gender, sexuality—almost any characteristic.
  Stereotypes may be perceived as positive (usually when referencing one’s own group, such as when women suggest they have better soft skills), but are often negative (usually toward other groups, such as when members of a dominant racial group suggest that a marginalized racial group is dangerous).
 In either case, the stereotype is a generalization that doesn’t take individual differences into account. The problem of stereotypes is not that they are wrong, but they are incomplete and do not fully describe a person’s identity.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=276#oembed-1 
 
 You can view the transcript for “Can stereotypes ever be good? – Sheila Marie Orfano and Densho” here (opens in new window).
  prejudice
 Prejudice refers to the preconceived opinions or judgments someone holds about a group without sufficient knowledge.
  A prejudice is not based on one’s experiences; instead, it is a prejudgment, originating outside actual experience and often leads to unfair treatment or discrimination.
 discrimination
 Discrimination involves treating someone unfairly or differently because of certain characteristics, such as race, age, gender, or sexuality, rather than on their individual merits or abilities.
  While prejudice refers to biased thinking, discrimination consists of actions against a group of people. Discrimination can take many forms, from unfair housing practices to biased hiring systems. Equal Employment Opportunity legislation and enforcement by the EEOC is an attempt to prevent discrimination in the workplace. However, we can’t erase discrimination from our culture just by passing laws to abolish it. Discrimination is a complex issue that relates to educational, economic, legal, and political systems in our society.
 Prejudice and discrimination can overlap and intersect. One area of particular opportunity is raising awareness of unconscious bias.
 In a Fast Company article titled “How Unconscious Bias Affects Everything You Do,” author Howard Ross relays a classic example of how major orchestras overcame systemic hiring bias to achieve relative gender equity. Although there were several contributing factors (for example, advertising auditions rather than relying on invitations only) the critical factor was implementing blind auditions where raters did not see the musicians.
 The critical aspect of this example is that the bias wasn’t overcome until auditioners were asked to remove their shoes before entering the audition area. Before that, raters were still influenced in their judgment by the sound of a person’s shoes (i.e., the sound of either heels or flat shoes led the raters to make a judgment about the gender of the auditioner).
  Unconscious bias isn’t limited to a particular industry or gender. Ross notes that “Over 1,000 studies in the past 10 years alone have conclusively shown that if you’re human, you have bias and that it impacts almost every variation of human identity: Race, gender, sexual orientation, body size, religion, accent, height, hand dominance, etc.” The conclusion: “The question is not ‘do we have bias?’ but rather ‘which are ours?’”
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 13.4.2 Overcoming Bias in Workplace Communication

								

	
				Bias in the Workplace
 When thinking about diversity in the workplace, chances are, most individuals tend to see themselves as good-intentioned, egalitarian, and fair-minded people. They certainly do not go out of their way to denigrate others. However, believing yourself to be “good” simply because you’re not actively engaging in hateful behavior is an overly simplistic and, ultimately, unaware viewpoint because everyone has an unconscious bias of some kind. The steps individuals take (or don’t take!) to recognize and combat these unconscious biases have a direct impact on the workplace and everyday life.
 It is important to be aware of how biases can affect individuals’ behavior. While there are laws and regulations designed to protect against explicit and extreme bias (e.g., not hiring someone because of their race, gender, ability, or age), there are also instances when seemingly “small” things individuals say or do in the workplace can leave a long-lasting impression in employees’ minds.
 microaggression
 Microaggressions, or microinvalidations, are subtle, often unintentional, behaviors or comments that communicate hostile, derogatory, or negative attitudes towards a person or group, particularly those belonging to a marginalized community. These can be verbal, nonverbal, or environmental slights that signal disrespect or prejudice.
  The term “micro” in microaggressions suggests that these actions are small or insignificant. However, the impact of microaggressions can be quite substantial, leading to significant psychological, emotional, and social harm over time. While individual acts may seem minor or subtle, their cumulative effect can contribute to a hostile and invalidating environment for those on the receiving end, perpetuating feelings of isolation, invalidation, and distress. Thus, the “micro” aspect refers to the subtlety of the behavior, not the scale of its impact. 
 	Microaggressions are brief, everyday exchanges that send denigrating messages to certain individuals because of their group membership.
 	Microinvalidations are characterized by communications or environmental cues that exclude, negate, or nullify the psychological thoughts, feelings, or experiential reality of certain groups.
 
 //plugin.3playmedia.com/show?mf=12280532&p3sdk_version=1.10.1&p=20361&pt=375&video_id=5Cdkynyoma8&video_target=tpm-plugin-1v4hqcfj-5Cdkynyoma8
 This video illustrates examples of microaggressions that real people have experienced. After watching this video, you may have realized you have experienced one or more of these examples. These small slights aren’t just imaginary and it can feel like a relief that there is a term for this experience. Microaggressions are, by nature, hurtful and boundary-crossing. A microaggression might also be distressing to another person in the room who may be overhearing the remark.
 You can view the transcript for “Examples of Workplace Microaggressions” here (opens in new window).
  If you are the target of, or observe, a microaggression, you are not responsible for solving the problem unless you wish to take on that responsibility. But actions you might take to help management and other employees take responsibility could include:
 	Having a private conversation with a friend, team lead, or other manager about how to bring a problematic or hurtful dynamic up with the individual expressing the microaggression.
 	Describe to your superior what happened and ask to talk about it at a meeting or in a memo.
 	If you are a bystander, you might talk to the team lead or manager. You might also take the person who committed the microaggression aside privately and share your perspective on what you saw and heard. Ask them how what they wanted to say could have been conveyed differently and more effectively. Encourage them to apologize if it is appropriate.
 	You can also speak to the person to whom the microaggression was directed and show support simply by telling them that you noticed the behavior and you wish to be supportive.
 
  Our differences from each other are important and worth addressing because they allow us to deepen our conversations and share perspectives that may vary according to our national, racial, gender, or class identity. Very often, a microaggression is seen by the perpetrator as a compliment, a statement about someone not in the room, or as an expression of desire to be more familiar than the actual relationship with the person would support.
 Most importantly, a microaggression, because it reflects a biased attitude towards a whole group, may make it more difficult for members of that group to learn, be in the workspace, or speak their minds. Reducing or eliminating microaggressions, and responding appropriately when one occurs, is everyone’s responsibility, and we can do it while still preserving everyone’s right to speak openly and frankly. On the other hand, we shouldn’t be afraid to talk to each other, and even prior to friendship, we want to understand where people are coming from.
 What Can I Do?
 If microaggressions are, as the definition says, often unintentional, can we be intentional and reduce them? Here are some things to keep in mind that might shape our intentions:
 	Don’t assume you know anything about a person, what they think or what they know, by what you see on the surface.
 	You are not entitled to comment on a person’s appearance, body, or presumed identity, unless your opinion is solicited.
 	Wait for an invitation to ask a personal question, and remember that some people might classify a question as personal that you would be happy to answer yourself. If you want to be productively curious, disclose something about yourself and see if the person reciprocates. If not, let it go.
 	Touching people presumes familiarity and should be preceded by an invitation to be touched. 
 	At work, be specific in your observations about social differences, preferably with evidence drawn from the current workforce at your work location. Make sure you are expressing an informed opinion, not a misinformed opinion.
 
  Impact of Bias in the Workplace
 Given that we all have perception errors, what’s the impact of these errors on communication in the workplace? Unchecked, bias creates language, policies, operating procedures, and myriad other communications that inhibit the development of an inclusive culture. In an article titled “Perception Is Reality When It Comes to Women in the Workforce,” the author cites a study showing that language (in this case, the gender interpretation of names) can also lead to discrimination and that discrimination can be perpetrated by anyone.
 For best practices regarding diversity and inclusion, understanding and mitigating the impact of unconscious bias is now considered an essential twenty-first-century leadership skill. To help develop this skill, Catalyst, a research and women’s equity advocacy organization, has teamed with massive open online course (MOOC) provider edX to deliver a free, self-paced training: Unconscious Bias: From Awareness to Action. An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Overcoming Bias in Workplace Communication

								

	
				 	Understand the difference between stereotypes, prejudice, and discrimination
 	Understand how biases can affect communication in the workplace
 
  Starbucks and Racial Bias Training
 In April 2018, Starbucks faced significant public backlash after an incident in a Philadelphia store where two Black men, Rashon Nelson and Donte Robinson, were arrested while waiting for a friend. The men had not made a purchase and were reportedly denied the use of the restroom, which led to the store manager calling the police. The incident was widely perceived as an example of racial profiling and sparked a national conversation about racial bias in customer service.[1]
 In response, Starbucks decided to close all of its U.S. stores for an afternoon on May 29, 2018, to conduct racial bias training for its employees. This decision aimed to address issues of implicit bias and promote a more inclusive and welcoming environment for all customers. [2]
 Starbucks employees were shown this video as part of the racial bias training.
 WARNING: This video contains disturbing scenes of violence.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=278#oembed-1 
 
 You can view the transcript for “Starbucks Showed This Short Film to Its Employees To Teach Them About Racial Bias | NowThis” here (opens in new window).
  This video describes the highly controlled interview session that the media were invited to after the racial bias training to speak with upper management but not front-line employees who participated in the training.
 //plugin.3playmedia.com/show?mf=12280534&p3sdk_version=1.10.1&p=20361&pt=375&video_id=nilJn3qBrkg&video_target=tpm-plugin-jgcdk9jp-nilJn3qBrkg
 You can view the transcript for “Starbucks’ Racial Bias Training Went Great, According To Starbucks (HBO)” here (opens in new window).
  Is a four-hour racial bias training session sufficient to address and mitigate ingrained biases?
 Click to Show Sample Answer According to sociologists Frank Dobbin and Alexandra Kalev, diversity training often fails to produce lasting effects. People might learn the “correct” responses to questions about bias temporarily, but these effects rarely last beyond a few days. In some cases, mandatory training can even activate bias or spark a backlash, as people resist being coerced into changing their attitudes.[3]
 They suggest there are more effective approaches than mandatory training workshops:[4]
 	Positive Engagement: More effective approaches involve engaging managers in diversity efforts voluntarily. When managers participate willingly, such as through college recruitment programs targeting minorities or mentoring initiatives, they are more likely to become invested in the success of these efforts and see themselves as champions of diversity.
 
 	Social Accountability and Contact: Promoting social accountability and increasing intergroup contact are other effective strategies. Programs that require managers to explain their decisions or that create opportunities for different groups to work together on equal footing can reduce bias. For example, self-managed teams and cross-training can increase contact among diverse groups and lead to more equitable hiring and promotion practices.
 
 	Long-term and Integrated Efforts: Sustainable change requires ongoing and integrated efforts rather than one-time training sessions. Companies that implement continuous engagement strategies, such as mentoring and diversity task forces, see more substantial and lasting improvements in diversity.
 
 
   
	PBS News. “Black men arrested at Starbucks settle for $200K program,” May 2, 2018. https://www.pbs.org/newshour/nation/black-men-arrested-at-starbucks-settle-for-200k-program. ↵
	Dahlstrom, Linda. “Beyond May 29: Lessons from Starbucks anti-bias training — and what’s next.” Starbucks, July 2, 2018. Accessed June 22, 2024. https://stories.starbucks.com/stories/2018/beyond-may-29-lessons-from-starbucks-anti-bias-training-and-whats-next/. ↵
	Dobbin, Frank, and Alexandra Kalev. “Why Diversity Programs Fail.” Harvard Business Review, July 2016. Accessed June 22, 2024. https://hbr.org/2016/07/why-diversity-programs-fail. ↵
	Id. ↵
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		Learn It 14.1.1 Career Skills

								

	
				 	Recognize key career skills useful for any career
 	Understand what transferable skills are and why they are valuable
 	Understand how to develop skills that match your career goals
 	Understand the different stages of career development
 
  Career Skills
 There are two main types of skills that employers look for: hard skills and soft skills.
 hard skills
 Hard skills are concrete or objective abilities or skills that you learn and can often be quantified.
  Examples of hard skills are using a computer, speaking a foreign language, or operating a machine. You might earn a certificate, a college degree, or other credentials that prove you have mastered certain hard skills. Because of changes in technology, the hard skills required by industries today are different from those required in the past.
 soft skills
 Soft skills are personal attributes and interpersonal skills that influence how well a person can work or interact with others.
  Soft skills, on the other hand, are subjective skills that have changed very little over time. Such skills might pertain to the way you relate to people, the way you think, or how you behave—for example, listening attentively, working well in groups, and speaking clearly. Soft skills are sometimes also called transferable skills because you can easily transfer them from job to job and they are just as valuable without additional training. However, it is important to remember that while soft skills are broadly consistent even from centuries ago, their specific execution requires continuous learning and recalibrating—especially as the workplace diversifies and workplace culture changes.
 Career Readiness
 Employers want individuals who have the necessary hard and soft skills to do the job well and adapt to changes in the workplace. Soft skills may be especially in demand today because employers are generally equipped to train new employees in a hard skill—by training them to use new computer software, for instance—but it’s much more difficult to teach an employee a soft skill such as developing rapport with coworkers or knowing how to manage conflict. An employer might rather hire an inexperienced worker who can pay close attention to details than an experienced worker who might cause problems on a work team.
 In this section, we look at ways of identifying and building particular hard and soft skills that will be necessary for your career path. We also explain how to use your time and resources wisely to acquire critical skills for your career goals.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 14.1.2 Career Skills

								

	
				Transferable Skills
 Transferable, or soft, skills may be used in multiple professions and multiple roles. Look at the list of soft skills below and start to think about how you use these skills and how you might describe how skilled you are in your employment documents or employment conversations.
 	Dependable and punctual (showing up on time, meeting deadlines, being accountable for actions) 	Adaptable and flexible (willing to change and take on new challenges) 	Willing to learn (lifelong learner) 
 	Enthusiastic 	Committed 	Effective problem-solver 
 	Self-motivated 	Efficient time management 	Collaboration and teamwork 
 	Critical thinking 	Positive attitude 	Strong communication skills 
 	Receptive to constructive feedback 	Ethical and honest 	Safety-conscious 
  
 These skills are transferable because they are positive attributes that are valuable in practically any kind of work. Soft skills are a big part of who you are. This is not to suggest that either you’re born with these skills or you’re not. Each of the skills listed above is different, and you will be stronger in some than in others. In addition, soft skills can be worked on and improved, and there are lots of resources to help develop them.
 Think of each soft skill like playing a sport—basketball, for example. Some people are inherently athletic and will pick up a basketball and play well from their first time on a court. Other people will need lots of practice, but eventually, they can build up to a solid game—and have fun playing as well.
 Identify the soft skills that show you off the best, and identify the ones that prospective employers are looking for. By comparing both sets, you can more directly focus your job search to take advantage of your strongest professional qualities.
 Sometimes knowing why we act in certain ways can help us improve our soft skills. An interactive video picker element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
 You can view the transcript for “3 tips to boost your confidence” here (opens in new window).
 You can view the transcript for “Why you procrastinate even when it feels bad” here (opens in new window).
 You can view the transcript for “What is imposter syndrome and how can you combat it?” here (opens in new window).
  Learn More
 For a more extensive exploration of your skills check out the following sources:
 	The National Association of Colleges and Employers describes eight categories of career skills that are important to being career ready.
 	“The Key Attributes Employers are Looking for on Graduates’ Resumes”
 	O*NET Online allows you to look up specific jobs and see a list of skills required in the job profile.
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	

			CC licensed content, Original
	Practice question. Authored by: Susan Kendall. Provided by: Lumen Learning. License: CC BY: Attribution

CC licensed content, Shared previously
	College Success. Authored by: Linda Bruce. Provided by: Lumen Learning. Retrieved from: https://courses.lumenlearning.com/waymaker-collegesuccess/. License: CC BY: Attribution

All rights reserved content
	10 top skills that will get you a job when you graduate. Authored by: TARGETjobs. Retrieved from: https://youtu.be/jKtbaUzHLvw. License: Other. License Terms: Standard YouTube License
	How to find a new job Transferable Job Skills. Authored by: Learn English with Rebecca. Retrieved from: https://youtu.be/7Kt4nz8KT_Y. License: Other. License Terms: Standard YouTube License
	3 tips to boost your confidence - TED-Ed. Authored by: TED-Ed. Retrieved from: https://youtu.be/l_NYrWqUR40. License: Other. License Terms: Standard YouTube License
	Why you procrastinate even when it feels bad. Authored by: Vitalii Nebelskyi. Provided by: TED-Ed. Retrieved from: https://youtu.be/FWTNMzK9vG4. License: Other. License Terms: Standard YouTube License
	What is imposter syndrome and how can you combat it? - Elizabeth Cox. Authored by: Elizabeth Cox. Provided by: TED-Ed. Retrieved from: https://youtu.be/ZQUxL4Jm1Lo. License: Other. License Terms: Standard YouTube License



			


		
	
		
			
	
		207

		Learn It 14.1.3 Career Skills

								

	
				Acquiring Necessary Skills
 [image: A presentation slide is displayed on a monitor. The slide shows a bar graph and the title, "Climb to Success."]Think of professional development as a process of lifelong learning. “Lifelong learning” is a useful phrase to know because we are constantly introduced to new technologies that enable us to grow personally and professionally. Those who know how to learn are in the best position to keep up and take advantage of changes in the workplace.
 Think of all the information resources around you right now as a student. For example, there are likely libraries, the Internet, online learning platforms, student support services, career services—the list goes on. With these resources at your disposal, how can you best position yourself for lifelong learning and a strong, viable career? Which hard and soft skills are most important? What are employers really looking for?
 The following list was inspired by the remarks of Mark Atwood, director of open-source engagement at Hewlett-Packard Enterprise, and contains excellent practical advice.
 	Learn how to write clearly. Remember the three-step process of planning, writing, and revising.
 	Learn how to speak effectively. Speak clearly on the phone, online, and in person. Try to leave out filler words (e.g. like, um, and you know).
 	Be reachable. Publish your email address on your résumé, website, and/or social media profiles so that people know how to contact you.
 	Learn about advances in technology. Even if you are not gearing up for a career in information technology, staying informed will make you more adaptable. This doesn’t have to be expensive, there are free and low-cost resources online.
 	Build relationships within your community. Use tools like Meetup.com and search for clubs at local schools, libraries, and community centers. Seek out relevant, interesting people around the country and world by connecting on LinkedIn or other social media platforms. Learn about other professionals and their projects first by searching the Internet. The more you sound well-informed, curious, intelligent, and polite, the more likely you are to get a positive response.
 	Attend conferences and events. This is a great way to network with people and meet them face-to-face or virtually.
 	Find a project and make your mark. This can include anything from editing a Wikipedia page to answering questions on a discussion forum on a topic you are knowledgeable about personally or professionally. You may also volunteer virtually or in person for a project related to your career.
 	Collaborate with people locally, regionally, nationally, and all over the world as time permits by attending virtual meetups, workshops, etc.
 	Keep your LinkedIn profile and social media profiles up-to-date and professional. Aside from being findable, it’s also important that the language, tone, and content you post on social media align with the expectations and organizational cultures of the employers you want to impress. Your public social media presence represents your professional brand identity.
 	Keep learning. Skills impress employers. Be sure to schedule time for learning and having fun!
 
 Have a Formal Learning Plan
 Schools, organizations, and employers offer a wide variety of ways to learn or enhance soft and hard skills. You are in a class now, for instance, so this demonstrates your specific intent toward formally improving skills. There are other formal ways to acquire skills:
 Enroll in a Credit or Non-credit Class
 Many know about four-year colleges with bachelor’s degrees and sometimes high costs, but there are also two-year colleges with associate degrees and lower costs. Most degree programs provide hard skills and some training in soft skills.
 What many miss out on are the Continuing Education programs offered at colleges or community colleges. These are frequently very affordable and allow you to focus on an entry-level skill in a specific area.
 Find an Apprenticeship
 Apprenticeships can range from highly structured to relatively loosely structured. The employer may bring someone in from the outside or work with internal employees to blend coursework with on-the-job training. Often these programs end in full-time employment or advancement. Apprenticeships directly impact hard skills and as well as provide some training in soft skills.
 Apply for an Internship
 Internships are shorter-term working relationships frequently offered in conjunction with credit from a college. While internships may be paid or unpaid, they focus on giving the employee new skills.  Some of these arrangements are not well structured, so the employee must reach an agreement with the employer about the skills to be earned in exchange for their valuable labor. Internships directly impact hard skills and some training in soft skills.
 If you already have a job and think it’s unlikely that you would have time for an internship to earn more academic credit, check with your college to see if they have any policies that would allow you to receive credit for work done at your current job. For example, ask if you can arrange to do a new project at work that qualifies for academic credit. Meet with a Career Counselor
 Meeting with a career counselor can provide valuable guidance, support, and resources to individuals seeking to navigate their career paths effectively, make informed decisions, and achieve their professional goals. If there is no career counselor available through your school, check to see if such services are offered through your local public library or other community or local government organizations.
 After you’ve networked with enough people and built up your reputation, your peers can connect you with job openings that may be a good fit for your skills. You may also consider volunteer work, extracurricular activities, and career development in your field to improve your skills.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Learn It 14.1.4 Career Skills

								

	
				Stages of Career Development
 Career experts say that people will change careers (not to mention jobs) five to seven times in a lifetime, so your career will likely not be a straight and narrow path. Be sure to set goals and assess your interests, skills, and values often.
 Thinking about your personal values is important when making career choices because they serve as guiding principles that influence your decisions, actions, and overall satisfaction in the workplace. Considering values when choosing a career ensures that your work will be meaningful, fulfilling, and aligned with your individual aspirations and principles. It lays the groundwork for a rewarding and purpose-driven career journey.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=284#oembed-1 
 
 You can view the transcript for “Your Career Path Doesn’t Have to Be a Straight Line” here (opens in new window).
  There are five main stages of career development. While these stages often correlate with age ranges, the defining characteristics are the behaviors and goals typical of each stage.
 	# 	STAGE 	DESCRIPTION 
  	1 	GROWING 	This is a time in early years (4–13 years old) when you begin to have a sense of the future. You begin to realize that your participation in the world is related to being able to do certain tasks and accomplish certain goals. For example, a child might dream of becoming a veterinarian after caring for a pet. 
 	2 	EXPLORING 	This stage is characterized by career discovery and experimentation, typically during your teenage years through mid-twenties. You try different roles and work environments to understand your interests and abilities. For instance, you might take various summer jobs, internships, or college courses to explore different career paths. The focus is on discovering what type of work engages you most. 
 	3 	ESTABLISHING 	In this stage, typically mid-twenties through mid-forties, you’ve chosen your career direction and are working to build stability and advancement within your field. The focus shifts from exploration to building expertise and credibility. You might pursue certifications, advanced degrees, or take on increasing responsibility in your chosen field to enable upward growth. 
 	4 	MAINTAINING 	This stage, typical for mid-forties to mid-sixties, is about managing your established career. You might be mentoring others, reaching senior positions, or making strategic decisions about your career trajectory. Some people continue growing and taking on new challenges, while others may feel content with their current level or even feeling stagnant. You may be reflecting on what you’ve accomplished and where you still want to go. 
 	5 	REINVENTING 	In this stage, often beginning in your mid-sixties, you’re transforming your relationship with work. This might mean retiring, transitioning to consulting where you teach others your expertise, starting a business based on your experience, or pursuing entirely new interests. The focus is on using your accumulated wisdom while potentially exploring new directions.  
  
 
 Keep in mind that your career development path is personal to you, and you may not fit neatly into the categories described above. You might experience characteristics of multiple stages simultaneously or move through stages in a different order. What matters is recognizing where you are now and understanding where you want to go next.
 Career Support
 Career Development Office on Campus
 Whether you are a student, a graduate, or even an employer, you can obtain invaluable career development assistance at your college or university. Campus career centers can support, guide, and empower you in every step of the career development process, from initial planning to achieving lifelong career satisfaction.
 Many colleges open their career centers to both current students and alumni.
 Reading about Career Development
 Going to college or taking courses for a certificate program is one of the best steps you can take to prepare for a career. But soon-to-be or recently graduated students are not necessarily guaranteed jobs. Staying educated about strategies for developing your career and finding new jobs will help you manage ongoing transitions. 
 	Read career development blogs such as Simplify’s blog with career advice articles or the Personal Branding Blog.
 	The Muse is a website with advice for job seekers.
 
  Career Roadmap
 You can use the Career Roadmap from DePaul University, to evaluate where you are and where you want to be in your career/careers. It can help you decide if you want to change career paths and can guide you in searching for a new job. The road map identifies the following four cyclical steps:
 	Know yourself
 	Explore and choose options
 	Gain knowledge and experience
 	Put it all together: the job search process
 
 Paid Agencies
 As with all tasks in life, one may always pay a career placement firm or counselor for advice and support. These services will take time to evaluate and then require payment. In many instances, the same answers may be obtained from the other options listed here.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Career Skills

								

	
				 	Recognize key career skills useful for any career
 	Understand what transferable skills are and why they are valuable
 	Understand how to develop skills that match your career goals
 	Understand the different stages of career development
 
  Different Career Paths
 According to the U.S. Bureau of Labor Statistics, the median tenure of workers with their current employer was 4.1 years in 2022. Job tenure can vary significantly by age, industry, and occupation. Younger workers (ages 25 to 34) typically have shorter tenure, averaging around 2.8 years, while older workers (ages 55 to 64) average about 9.9 years.[1] These figures highlight the prevalence of shorter job tenures in today’s workforce.
 An interactive video picker element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 You can view the transcript for “This is the side hustle revolution | The Way We Work, a TED series” here (opens in new window).
 You can view the transcript for “How to Build a Freelance Career That Works for You | The Way We Work, a TED series” here (opens in new window).
 You can view the transcript for “How to know if it’s time to change careers | The Way We Work, a TED series” here (opens in new window).
 You can view the transcript for “How to Quit Your Job — Without Ruining Your Career | The Way We Work, a TED series” here (opens in new window).
  How do side hustles and freelancing opportunities impact traditional career paths?
 Click to Show Sample Answer Side hustles and freelancing opportunities have a significant impact on traditional career paths in several ways:
 	Job Stability: While traditional careers often provide a sense of stability through consistent income and benefits, side hustles and freelancing can be more volatile. This unpredictability can affect long-term financial planning and job security.
 
 	Professional Development: Traditional jobs typically offer structured development opportunities such as training programs, promotions, and mentorship. In contrast, freelancers and side hustlers must proactively seek out their own development opportunities, which can lead to a more diverse but less structured skill set.
 
 	Career Planning: Traditional careers follow a more linear path with clear milestones. Side hustles and freelancing, however, can introduce a non-linear trajectory, where individuals may work on varied projects across different industries, thus requiring more flexibility in career planning.
 
 
  What are the key skills and attributes that make someone successful in freelancing or managing a side hustle compared to a traditional job?
 Click to Show Sample Answer 
 Several key skills and attributes can contribute to success in freelancing or managing a side hustle:
 	Self-Discipline: Freelancers and side hustlers must manage their own schedules, set deadlines, and maintain productivity without the external structure provided by a traditional job.
 
 	Time Management: Balancing multiple projects or a full-time job with a side hustle requires excellent time management skills to ensure that all commitments are met without sacrificing quality.
 
 	Networking: Building a client base or customer network is crucial for sustained success in freelancing and side hustles. This involves actively seeking out new opportunities and maintaining relationships with existing clients.
 
 	Adaptability: The ability to quickly adapt to new challenges and learn new skills is essential, as freelancers and side hustlers often work on varied projects that require different competencies.
 
 	Entrepreneurial Mindset: Treating a side hustle or freelance work as a small business can help in understanding market needs, pricing services appropriately, and strategizing for growth.
 
 
    
 
	“EMPLOYEE TENURE IN 2022.” U.S. Bureau of Labor Statistics, 2022. https://www.bls.gov/cps. ↵
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				 	Recognize effective strategies for networking
 
  Strategies for Networking
 networking
 In the context of career development, networking is the process by which people build relationships with one another for the purpose of helping each other achieve professional goals.
  When you network, you exchange information:
 	You may share business cards, résumés, cover letters, job-seeking strategies, leads about open jobs, information about companies and organizations, and information about a specific field.
 	You might also share information about professional groups, conferences, special events, technology tools, and social media.
 	You might also connect with job recruiters, career counselors, career centers, career coaches, alumni associations, family members, friends, acquaintances, and vendors.
 
 Networking can occur anywhere and at any time. In fact, your network expands with each new relationship you establish. And the networking strategies you can employ are nearly limitless. With imagination and resourcefulness, your networking can be highly successful.
 How to Get Started
 [image: Two people each holding a mug having a conversation in an office.]Networking is a two-way business relationship where you may ask for advice but you should also seek to be a resource for others. Almost everywhere you go and anything you do professionally involves connecting with people. Finding a new job and advancing your career can be easier if you build relationships with these people. The most effective way to find a new job is to network, network, and network some more.
 The challenge is figuring out how to do it. What is your first step? Whom do you contact? What do you say? How long will it take? Where do you concentrate your efforts? How do you know if your investments will pay off?
 For every question you may ask, a range of strategies can be used. In the video Networking Tips for College Students and Young People, Hank Blank recommends the following eight modern and no-nonsense strategies:[1]
 		Make a plan. Turning new or old acquaintances into your career network is not using people. It is what you do when your friend wants to supplement income by walking dogs and then your cousin’s mother goes to Aruba and needs a dog walker for two weeks. You could not do this without knowing about each of these people’s needs, so share your needs. Have a plan for who you would like to know.
 	Keenly focus your activities on getting a job. Use all tools available to you. An acquaintance does sound like someone you met at a friend’s party last weekend, but acquaintances are much more than that as you grow your network. Start with friends, but then move to very directed activities. Perhaps you are hoping to work for the new hospital that is being built down the street. Have you considered attending a hospital fundraiser or volunteering at the Information Desk? With both of these activities, you help the hospital while increasing your odds of meeting someone new who will value your skills and refer you along. 
 	Carry your own business cards. Have you done the thing where you share information by tapping phones? Maybe you have friended someone to share contact information. Remember that you want to stand out and be easy to find as you build your network. Use all your tools, and one important tool is the business card. Given a lifetime of work, it’s inexpensive and easy to create a business card on nice cardstock. Many online services allow you to create a card to your specifications and then order as few as 250. Sharing a card does not require technology, which is an added benefit. A really nice feature of these cards is that with a few pen strokes, you may add a personal note to help your new acquaintance remember who you are and where you hope to be.
 	Register your own domain name. While this networking idea may be a stretch, why not? In some industries, especially in creative fields that require an up-to-date portfolio, this might be indispensable. For the rest of us, who knows what the future may bring as we try to stay on the top of others’ minds. If you cannot register for a domain name, you should at the very least claim an email (and social media accounts) that clearly reminds others of your name.
 	Attend networking events. Many networking events do not charge at all. Some start with your membership in an organization or an invitation by a member. If this is your area of work or career, why wait to join? These are your people doing what you want to do. Many professional organizations offer low, discounted rates for students to join.
 	Master LinkedIn. Create a LinkedIn profile that has a professional photo with minimal distractions in the background; a brief summary about yourself; and a list of your experiences and accomplishments. You should post your résumé, connect to people you know,  and follow companies that you would like to work for.[2]
 	Think of your family’s friends as databases.  Networking is about sharing with all based on the assumption that as we help others, they will help us. Who might be the most willing to help us? Family. Surprisingly, parents, aunts, uncles, cousins, etc. have relatives and friends who work at interesting places. 
 	Create the world you want to occupy in the future by creating it today through your networking activity. Much of networking seems about “who can help me.” It is important not to be a user but to be a person others want to know. For example, if you’re a real estate agent, you may suffer through many networking events where you want to flee after hearing that no one has any intent to move. However, you must realize that networking is not about what someone does for you but about getting to know one another. As you make yourself memorable and become a good resource for others, they will remember you and put you together with appropriate opportunities when they arise. You never know when your business card will float up from the bottom of someone’s briefcase just at the moment your particular skills are called for.
 
 
 
 A Caution About Networking
 Networking should never be thought of as “what they can do for me?” Networking is a two-way business relationship. Listen to others and offer help where you can. The person you ask for help or advice rarely has exactly the answer you need. The person you just asked may know someone who knows someone. As you listen, see where you may help others.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Networking Strategies at College
 [image: Professor teaching in front of a whiteboard explaining equations]Professors can give you leads about jobs and also introduce you to other valuable resources at your school. Almost everywhere you go and anything you do professionally involves connecting with people. Finding a new job and advancing your career can be easier if you build relationships with these people. The most effective way to find a new job is to network, network, and network some more.
 The challenge is figuring out how to do it. What is your first step? Whom do you contact? What do you say? How long will it take? Where do you concentrate your efforts? How do you know if your investments will pay off?
 	Get to know your professors: Communicating with instructors is a valuable way to learn about a career and also get letters of reference if and when needed for a job. Professors can also give you leads on job openings, internships, and research possibilities. Most instructors will readily share information and insights with you. Get to know your instructors. They are a valuable part of your network.
 	Check with your college’s alumni office: You may find that some alumni are affiliated with your field of interest and are happy to have a conversation with you about their experiences.
 	Check with your college’s career development office: You can learn about open job listings, employers who will be coming to campus to recruit, and organizations that have a history of hiring students from your school. You can also meet with a career counselor who may be able to introduce you to other contacts who can provide more information.
 	Check with classmates: Classmates may or may not share your major, but any of them may have leads that could help you. You could be just one conversation away from a good lead.
 
 Networking Strategies at Work
 	Join professional organizations: You can meet many influential people at local and national meetings and events of professional and volunteer organizations. Learn about these organizations. See if they have membership discounts for students or student chapters. Once you are a member, you may have access to membership lists, which can give you access to many new people to network with.
 	Volunteer: Volunteering is an excellent way to meet new people who can help you develop your career, even if the organization you are volunteering with is not in your field. Just by working alongside others and working toward common goals, you build relationships that may later serve you in unforeseen and helpful ways.
 	Get an internship: Many organizations offer internship positions to college students. Some of these positions are paid, but often they are not. Paid or not, you gain experience relevant to your career, and you potentially make many new contacts. Check CollegeRecruiter.com for key resources.
 	Get a part-time job: Working full-time may be your ultimate goal, but you may want to fill in some cracks or crevices by working in a part-time job. Invariably you will meet people who can feasibly help with your networking goals. And you can gain good experience along the way, which can also be noted on your résumé.
 	Join a job club: Your career interests may be shared by many others who have organized a club, which can be online or in person. If you don’t find an existing club, consider starting one.
 	Attend networking events: There are innumerable professional networking events taking place around the world and also online. Find them listed in magazines, community calendars, newspapers, journals, and on the websites of companies, organizations, and associations.
 	Conduct informational interviews: You may initiate contact with people in your chosen field who can tell you about their experiences of entering the field and thriving in it. Many websites have guidance on how to plan and conduct these interviews.
 
 Networking Strategies at Home and Beyond
 	Participate in online social media: An explosion of career opportunities awaits you with social media, including LinkedIn, X, Facebook, Instagram, and many more. You will find an extensive list of suggested sites at CareerOneStop. Keep your communication formal and professional at these sites. Read blogs and magazine articles. If you find one that’s relevant to your field and contains names of professionals, you can reach out to them to learn more.
 	Ask family members and friends, coworkers, and acquaintances for referrals: Do they know others who might help you? You can start with the question, “Who else should I be talking to?”
 	Use business cards or networking cards: A printed business card can be an essential tool to help your contacts remember you. 
 
 Sources for Developing Professional Networks
 The bottom line with developing professional networks is to gather information from as many sources as possible and use that information in creative ways to advance your career opportunities. The strategies listed in the section above provide you with a comprehensive set of suggestions. Below is a summary of sources you can use to network your way to career success:
 	meet-up groups
 	social media
 	volunteer organizations
 	networking events
 	headhunters
 	co-workers
 	classmates
 	conferences
 	career centers
 	internships
 	magazine articles
 	career counselors
 	vendors
 	administrators
 	special events
 	alumni association
 	part-time job
 	websites
 	family members
 	college professors
 	coaches
 	technology tools
 	professional organizations
 	job club
 	career coaches
 	advisers
 	guest speakers
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Elevator Pitch
 [image: One person approaches another in an elevator and says, "I got an idea." By the time the elevator goes up a few floors and opens, the two people shake hands and have made a deal.]Think of an elevator pitch as an introduction that is brief enough to deliver in the time it takes to ride an elevator. An elevator pitch is basically a brief introduction that you use when you meet someone while networking. Imagine if you unexpectedly share an elevator with a person you admire. If you have your elevator pitch ready, you can present yourself professionally and make a connection that might help you in the future.
 Of course, your elevator pitch has many uses other than just the chance encounter in an elevator. A brief, polished introduction is useful in many circumstances:
 	Talking to representatives and recruiters at job fairs
 	Meeting a guest speaker visiting your school after their presentation
 	Answering the question, “Tell me about yourself,” in an interview
 	Starting conversations at networking events
 	Introducing yourself to co-workers at a new job
 
  Parts of an Elevator Pitch
 The key is to use just a few key sentences to present yourself effectively. Aim to talk for just 30 seconds. It’s easy, but it takes practice, practice, practice!
 	Introduce yourself by name
 	Describe in one or two sentences what your career interest is
 	Describe in one or two sentences why this career interest is a good match for you. Try to highlight either an experience or a personal attribute.
 
 While Angelo is at the hospital visiting his grandmother, he just happens to find himself in the lunchroom standing next to a woman with a name badge that identifies her as the director of nursing. Angelo decides to make a quick pitch. “Excuse me. My name is Angelo and I’m visiting my grandmother here. I see that you are the director of nursing. I hope it’s OK but I wanted to let you know that I am interested in studying nursing. I wondered if you have any suggestions for me for part-time jobs that would help me decide whether the healthcare field is for me. I think I would enjoy working in this field because I volunteer at a nursing home and I really enjoy working with the people there and helping the nurses. I get good grades in science and math and I’m not afraid of working hard. Do you know if this hospital has any openings for a dedicated, hard-working person like me?” An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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  Networking with LinkedIn
 LinkedIn is a powerful social media platform for professional networking. If you don’t have one already, make an account so that you can follow along with the video below and learn how to network using LinkedIn.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=292#oembed-1 
 
 You can view the transcript for “LinkedIn: How to Connect Like a Pro” here (opens in a new window).
  	Try using the filter to find alumni from your school who have a job that you are interested in. Since this person attended the same school that you do, you already have something in common that increases the chances of getting a response. 
 	Try sending a message and ask to connect for a chat.
 Click to Show Sample Message Hello fellow alum! I see that you work for the Super Great Company. I aspire to work there as well because your dedication to sustainability is so impressive. I would appreciate it if you have 15 minutes to chat about your career trajectory. Thanks!
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				 	Understand what makes a résumé effective and what to include in it
 	Understand how to customize a résumé for the specific job you are applying for
 	Understand what makes a cover letter effective
 
  Crafting Your Résumé
 A résumé is a written picture of who you are—it’s a marketing tool, a selling tool, and a promotion of you as an ideal candidate for any job you may be interested in. Résumés and cover letters work together to represent you in the brightest light to prospective employers. With a well-composed résumé and cover letter, you stand out—which may get you an interview and then a good shot at landing a job.
 In this section, we discuss résumés and cover letters as key components of your career development tool kit. We explore some of the many ways you can design and develop them for the greatest impact in your job search.
 Your Résumé: Purpose and Contents
 Your résumé (sometimes spelled resumé or resume) is a written inventory of your education, work experience, job-related skills, accomplishments, volunteer history, internships, residencies, and more. It’s a professional autobiography in outline form to give the person who reads it a quick, general idea of who you are. With a better idea of who you are, prospective employers can see how well you might contribute to their workplace.
 As a college student or recent graduate, though, you may be unsure about what to put in your résumé, especially if you don’t have much employment history. Still, employers don’t expect recent grads to have significant work experience. And even with little work experience, you may still have a host of worthy accomplishments to include. It’s all in how you present yourself.
 An interactive video picker element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
 You can view the transcript for “How to Write a Resume – LA Rams Employee” here (opens in a new window).
 You can view the transcript for “Recruiter Advice: Resumes” here (opens in new window).
 You can view the transcript for “COMPETITIVE RESUME TIPS That Got Me Internships at GOOGLE, NBC, and ELLE Magazine” here (opens in new window).
  Format of Your Successful Résumé
 Perhaps the hardest part of writing a résumé is figuring out what format to use to organize and present your information in the most effective way. Most résumés follow one of the four formats below. 
 Reverse Chronological Résumé
 A reverse chronological résumé (sometimes also simply called a chronological résumé) lists your job experiences in reverse chronological order—that is, starting with the most recent job and working backward toward your first job. It includes starting and ending dates. Also included is a brief description of the work duties you performed for each job, and highlights of your formal education.
 The reverse chronological résumé may be the most common and perhaps the most conservative résumé format. It is most suitable for demonstrating a solid work history, and growth and development in your skills. It may not suit you if you are light on skills in the area you are applying to, or if you’ve changed employers frequently, or if you are looking for your first job.
 Functional Résumé
 A functional résumé is organized around your talents, skills, and abilities (more so than work duties and job titles, as with the reverse chronological résumé). It emphasizes specific professional capabilities, like what you have done or what you can do. Specific dates may be included but are not as important.
 If you are a new graduate entering your field with little or no actual work experience, the functional résumé may be a good format for you. It can also be useful when you are seeking work in a field that differs from what you have done in the past. It’s also well-suited for people in unconventional careers.
 Hybrid Résumé 
 The hybrid, or combination, résumé is a format reflecting both the functional and chronological approaches. It’s also called a combination résumé. It highlights relevant skills, but it still provides information about your work experience. With a hybrid résumé, you may list your job skills as most prominent and then follow with a reverse chronological list of employers. This résumé format is most effective when your specific skills and job experience need to be emphasized.
 Video, Infographic, and Website Résumé
 Other formats you may wish to consider are the video résumé, the infographic résumé, or even a website résumé. These formats may be most suitable for people in multimedia and creative careers. Certainly with the expansive use of technology today, a job seeker might at least try to create a media-enhanced résumé. But the plain-text, traditional résumé is by far the most commonly used—in fact, some human resource departments may not permit submission of any format other than a document-based, plain-text résumé.
 An important note about formatting is that initially, employers may spend only a few seconds reviewing each résumé. That’s why it’s important to choose your format carefully so that your skills stand out and you get past the first round of screening.
 As potential employers do that first review, they are looking to see the evidence that you match as many of the specifications in their ad or job listing as possible. 
 See examples of: 
 	reverse chronological résumé
 	functional résumé
 	hybrid résumé template
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Writing Effective Résumés
 For many people, the process of writing a résumé is daunting. After all, you are taking a lot of information and condensing it into a very concise form that needs to be both eye-catching and easy to read. Don’t be scared off, though. Developing a good résumé can be fun, rewarding, and easier than you think if you follow a few basic guidelines.
 To get started you will create your baseline or generic résumé. This is the hardest part where you gather your best experiences together. The order of the following sections may change depending on where you are in your career and your match to the new position. For example, if you are a lifeguard and are applying to be the lifeguard supervisor, you would list that work experience early in the résumé. If you are a lifeguard while you finish your college degree in Accounting and you are applying for a job at an accounting company, then you would list your education before your work experience. This is one of many reasons to modify a résumé for each position you are applying in your job search.
 The purpose of a résumé is not to get a job but to get to the next level in the screening process.
 What to Include
 	Your contact information: name, address, phone number, and professional email address
 	A summary of your skills: five to ten skills you have gained in your field; you can list hard skills as well as soft skills
 	Work experience: depending on the résumé format you choose, you may list your most recent job first; include the title of the position, employer’s name, location, employment dates (beginning, ending)
 	Volunteer experience: any relevant volunteer experience should be listed on your resume to best showcase your skills and interests.
 	Education and training: formal and informal experiences matter; include academic degrees, professional development, certificates, internships, etc.
 	References statement (optional): “References available upon request” is a standard phrase used on résumés, although it is often implied
 	Other sections: may include a job objective, a brief profile, a branding statement, a summary statement, additional accomplishments, and any other related experiences
 
  What to Leave Out
 Although you can benefit from giving your résumé a stamp of individuality, you will do well to steer clear of personal details that might elicit a negative response. It is advisable to omit any confidential information or details that could make you vulnerable to discrimination, for instance. Keep in mind that your résumé will likely be viewed by several employees in an organization, including human resource personnel, managers, administrative staff, etc.
 	Do not mention your age, gender, height, or weight.
 	Do not include your social security number.
 	Do not mention religious beliefs or political affiliations, unless they are relevant to the position.
 	Do not include a photograph of yourself or a physical description.
 	Do not mention health issues.
 	Do not use first-person references (I, me).
 	Do not include wage/salary expectations.
 	Do not use abbreviations.
 	Proofread carefully—absolutely no spelling mistakes are acceptable.
 
 Tips for a Successful Résumé
 	Aim to make a résumé that’s one to two pages long on letter-size paper.
 	Make it visually appealing.
 	Use action verbs and phrases. See Action Words and Phrases for Résumé Development.
 	Proofread carefully to eliminate any spelling, grammar, punctuation, and typographical errors.
 	Include highlights of your qualifications or skills to attract an employer’s attention.
 	Be positive and honest.
 	Be excited and optimistic about your job prospects!
 	Keep refining and reworking your résumé; it’s an ongoing project.
 
  Remember that your résumé is your professional profile. It can put you in a very professional and positive light, and it’s designed to be a quick and easy way for a prospective employer to evaluate what you might bring to a job. When written and formatted attractively, and legibly, your résumé is what will get your foot in the door. You can be proud of your accomplishments, even if they don’t seem numerous. Let your résumé reflect your personal pride and professionalism.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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 [image: Person being interviewed by an interviewer holding their résumé.]A résumé provides a concise summary of your skills, experience, and qualifications. There are a few sections of a résumé that should be the main focus of the document:
 	Work experience
 	Volunteer experience
 	Education and training
 
 Work Experience
 Depending on the résumé format you choose, you may list your most recent job first. Include the title of the position, employer’s name, location, and employment dates (beginning, ending)
 Skills
 Work experience is on all résumés, even if you feel the work is not directly connected to the job you are trying to get. Even a first-time entrant to the job market has some experience. Perhaps you have been a babysitter or lawn mower. Those hard skills of diaper changing or emptying grass bags may not be a part of the new job, but your reliability and customer service will be.
 Listings of your work experience should include enough detail that the reader could check your background if needed. Remember, this document is marketing you, so never include anything that is not true. List the jobs you’ve had that are most relevant to the current position but you don’t have to list every job you’ve ever had. If you have been in the workforce for twenty years, that first job you held for two years as a cashier may not be relevant to this District Manager job that you are now applying for.
 Work experience is frequently listed near the top of the résumé page or perhaps just below the Education section if you are early in your career.
 Location Information
 There are times when including specific location details is important. At other times, the location may not be relevant. Say you have worked for one company for ten years and been transferred to three cities to do the same job. The employer’s name is likely sufficient without listing all the various locations in which you have worked for them. However, if you have moved from a small store to managing a flagship location, for example, then location can be a critical part of the impact of the listing in your résumé.
 Dates of Employment
 Dates can be another sensitive subject. Perhaps there has been a time where you went through several jobs in quick succession, and you would prefer not to focus on all those early departures. You could consider another résumé format, or while still listing the jobs in order, remove the dates or perhaps only list the years, rather than months and years.
 Be aware that any résumé gaps or other chronological anomalies are going to raise questions. Be ready to address these in your cover letter and in a prepared answer when you get to the interview stage.
 Volunteer experience
 Assuming that you are not applying to a non-profit organization, use volunteer jobs in a limited fashion. For people new to the workforce with limited paid job experience, volunteer experience can show important skills. It may also support the concept of a well-rounded, socially connected employee.
 With volunteer experience, there is the risk of triggering some implicit bias in the reviewer. Implicit bias refers to the attitudes or stereotypes that affect our understanding, actions, and decisions unconsciously. Your volunteering could give rise to implicit bias if the reviewer of your résumé has a negative opinion about the organization you volunteered for or its mission. If you are listing your volunteer work to demonstrate leadership and organizational expertise, it will be up to you if you want to include your volunteer coordination of a local Beer Pong league (which may seem unprofessional to some) or your organizational work at any politically aligned organizations (which may not align with the politics of those in charge of the hiring process).
 No one wants to work for a company that would intentionally discriminate. However, it is sometimes wise to be sensitive to the things readers might read into your résumé before they meet you.
 If your only work experience is volunteering, list it high in the résumé. If it is a supplement to work experience, list it toward the bottom of the résumé.
 Education and Training
 Formal and informal experiences both matter. Include academic degrees, professional development, certificates, and other such accomplishments.
 Education is most often separated from other sections with various titles such as Training or Certifications. When detailing your formal education, list from your highest degree down. If you have a high school or G.E.D degree, list it only if you have no college experience. Once you have college experience to add to your résumé, the prior schooling is assumed and does not need to be listed.
 Education is listed similarly to Work Experience. List the name of the school and location. If you are under forty, list the graduation year for any degree. After that age, the choice is yours about listing the year because it could raise implicit bias about age. If you are still in college and expect to graduate in one year, it is fine to list that year. The reader will know that you are finishing the degree by next May.
 Other relevant items of training should be listed to improve your chances of earning an interview. Label that section as such and then follow a standard listing that is usually the name of the training or certification, provider or certifying body, and date. For example, a CPR (cardiopulmonary resuscitation) certificate means more to those applying to be paramedics than accountants and might be optionally listed or not at all listed. In contrast, a CPA (certified public accountant designation) is a huge advantage to those applying to some type of accounting and should be listed. Certifications are generally listed toward the bottom of a résumé.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Creating a Customized Résumé
 After choosing a résumé format and creating your résumé, you are not done! While you now have a résumé, any time you use it to apply for a job, you should review the job description carefully and revise your résumé so that it is customized for that job. This is especially important if the organization that you are applying to uses an applicant tracking system to help them screen a large volume of applicants.
 applicant tracking system
 An applicant tracking system (ATS) is a kind of software that helps human resource professionals manage the hiring process more efficiently. Importantly, it can automatically select and disqualify applicants based on résumé’ contents.
  Similar to how technology has changed many aspects of how businesses operate, applicant tracking systems have changed how applicants are reviewed. Because it’s relatively easy to submit a job application online, either through a company’s website or a platform like LinkedIn, sometimes a single job posting will attract hundreds of applicants.
 The ATS is set up to scan your résumé for the skills and experiences that the employer wants for the particular position. The software will scan all the résumés submitted by applicants and rank them according to how well they match the employer’s preferences. The higher your résumé ranks, the more likely it is that you will get past that initial screening and have your résumé read by a real person, like the hiring manager.
 Often, the ATS has been programmed to look for key skills and job titles on your résumé that match the skills and title of the job you are seeking. Your résumé will be more likely to rank higher if you edit your résumé to match these key skills as closely as possible. You should be honest but also think critically about how your past experiences can be described to match what are listed as minimum and preferred qualifications.
 In this section, we will demonstrate how the common building blocks of a résumé may be constructed and reorganized to help you look your best.
 First, let us address how to build each building block. At this point, they are offered in no particular order. We will talk about formatting later as well. This section is written for the typical chronological résumé since it is the most common. The skills learned here may be modified to match the types identified earlier in the chapter.
 	Building Block Section 	Example 	 Comments 
  	Your contact information 	Max P Kimble
 345 Baxter Street
 Columbus, TX 12345
 749-234-2839
 max.kimble@resume.com
  	While most employers will call or use email, the postal address adds an air of stability. Avoid any “sillybaby@yahoo.com” type email address or KimbleandKids@home.com.”  Open a new email account that is just yours and has a professional tone. Never use your current employer’s email address when applying to a new employer. An employer’s email address is only suitable when applying within the same company.
 The phone number you use is likely a cell. Be sure your voicemail message is updated to a professional greeting. Ensure that the number is not shared or answered by anyone else who might offer a less-than-professional greeting.
  
 	Objective or Career Objective 	  	Do not use. All this does is talk about what you want. Employers are not hiring you to make you happy, but to satisfy their own needs. 
 	Skills or Career Summary 	Skills: Leadership, CPA, type 100 wpm, able to work in a fast-paced environment. Career Summary: Experiences in sales management with five years in sales and three years in sales management. All years meeting or exceeding quotas. Customer satisfaction levels exceed those of all peers. 	Fill this section with six to eight specific skills and abilities needed by the job you are applying to. Or use short sentences or phrases to highlight relevant successes. Here you can quickly tell a workplace story to verify your ability. Use the words and order of skills to match the ad. Focus on minimum requirements before preferred requirements. 
 	Work Experience 	Sales Manager, Friedo Inc, 2014–present
 	Exceeded annual objective by 10% in seven of ten years.
 	Delivered seventeen unsolicited proposals every year.
 	Guided team of three to on-time delivery of sales bids in 100% of opportunities.
 
  	Notice how the job title, company, and year anchor the important part. The important part is describing what you did in terms of the measurable successes you had. Take note, the bullets are written with parallel construction.
 Repeat this process for each relevant job. Use the most current positions that relate to the ad. Add non-related jobs only to fill in a page to at least three-quarters full.
 This should not be a job description. Instead, it should focus on your accomplishments and your role in the work. The bullets below represent what not to do. Can you see the difference?
 Sales Manager, Friedo Inc, 2014–present
 	Sold systems based on annual sales objectives
 	Created unsolicited proposals as requested
 	Work with team to create sales proposals and presentations as assigned.
 
  
 	Education 	MBA, University of Florida, 2003BA Communication, St Charles University, 2001 	The examples of education are the simplest listings. If you have a GPA of 3.5 or above, list it. You worked hard and earned it. Some will list at 3.0. Below that no one will ask or will particularly care—the fact that you graduated is the point.
 If your experiences in college match the ad, help the hiring company see that by listing them.
 There is no need to list high school or G.E.D. if you are in college or have attended college. If not, then list the high school from which you graduated.
 Here are more detailed options for listing education when someone is applying for an accounting position.
 MBA, University of Florida, 2003
 	12 credit hours in advanced accounting including Cost Accounting, Inventory and Material Accounting, and Investment Accounting
 
 BA Communication, St Charles University, 2001
 	16 hours in Accounting, Minor in Accounting
 
  
  
 	Other Sections:
 	Certifications
 	Volunteer
 
  	  	Use as needed. 
  
 With these building blocks in mind, you may build your first résumé. With that solid foundation, you will reorder and reword to match the requirements of the job that you are applying for. It’s often a good idea to create a primary résumé that contains all of your experiences and qualifications, then when applying for a new position, you can make a copy of that and edit it to only include relevant experience.
 Perhaps the most important part of creating your résumé is proofreading. Your résumé should follow standard American English conventions (assuming you’re applying to a job in the U.S.) for spelling, grammar, and punctuation. Once you have finished creating your document, take a short break and then return to your résumé with fresh eyes (or have someone else take a look!).
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Cover Letters
 cover letter
 A cover letter is a letter of introduction, usually three to four paragraphs in length, that you attach to your résumé.
  The cover letter introduces you to a potential employer and explains why you are suited for a position. Employers may look for individualized and thoughtfully written cover letters as an initial method of screening out applicants who may lack the necessary basic skills or who may not be sufficiently interested in the position. It is a careful blend of direct and persuasive messages.
 Often an employer will request or require that a cover letter be included in the materials an applicant submits. There are also occasions when you might submit a cover letter uninvited. For example, if you are initiating an inquiry about possible work or asking someone to send you information or provide other assistance.
 With each résumé you send out, always include a cover letter unless the application instructions specifically tell you not to include one.
 Characteristics of an Effective Cover Letter
 Cover letters should accomplish the following:
 	Get the attention of the prospective employer
 	Set you apart from any possible competition
 	Identify the position you are interested in
 	Specify how you learned about the position or company
 	Present highlights of your skills and accomplishments
 	Reflect your genuine interest
 	Use the format of a formal letter
 
 The following video features three tips on how to create a letter that highlights your strengths and how they are relevant to the employer.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=298#oembed-1 
 
 You can view the transcript for “Write an Amazing Cover Letter: 3 Golden Rules (Template included)” here (opens in new window).
  Check out some samples of cover letters. Remember, the format should generally be plain and traditional.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand what makes a résumé effective and what to include in it
 	Understand how to customize a résumé for the specific job you are applying for
 	Understand what makes a cover letter effective
 
  How to Customize Your Résumé
 Take a look at the description of the role of Field Marketing Coordinator at Publix, a supermarket chain based in Florida. Think about how you would describe your skills and experience to align with this role.
 Field Marketing Coordinator at Publix[1]
 Field Marketing Coordinators execute plans developed to help stores promote sales and community involvement. To determine what strategy is most appropriate, the Field Marketing Coordinators research and analyze marketing research data, such as demographics, customer voice survey results, mystery shopper reporting, market share, and sales trends. One strategy used is Publix-sponsored activities for the community such as the Publix Gasparilla Distance Classic, or the Publix Georgia Marathon. It’s the Field Marketing Coordinators’ job to select and manage these events. Field Marketing Coordinators are also the drivers in planning promotional activities for the grand openings of Publix grocery stores and non-traditional Publix business units.
 	Bachelor’s Degree in Marketing and/or Advertising
 	Experience in Marketing, Advertising, or Public Relations
 	Experience in retail operations
 	Computer skills including the ability to use Microsoft Office: (Word, Excel, Outlook, Access, and PowerPoint), and FileMaker Pro
 	Knowledge of marketing and advertising functions and principles within a large organization
 	Knowledge of demographic influences on customer shopping patterns
 	Knowledge of advertising options and when to consider each option for strategic communication efforts
 	Knowledge of project management processes and disciplines
 	Strong project management skills
 	Strong written and verbal communication skills
 	Ability to work well with others and to be an effective team player
 	Obvious enthusiasm, initiative, and pride in work
 
  Show Off Transferable Skills and Experience
 [image: salesperson helping a customer at a clothing store]Figure 1. You learn transferable skills at one job that will help you in your next job. Suppose that you are interested in this marketing job but you have never worked in marketing before. Your most significant job experience has been working as a Sales Associate at a Gap clothing store. You also have the skills and experience that you have accumulated from attending school. Looking at the bullet points above, how could you connect your retail experience at the Gap with this job description? A good first step is to go through and highlight key words and think about how your experiences could be used to explain that you have transferable skills.
 	Retail operations
  Click to Show Sample Answer Even though Gap sells clothing and not groceries, it’s still a retailer and you should describe what your responsibilities were in the “retail operations.”
 	Retail operations experience includes daily customer interactions while providing a high level of personalized service, familiarity with inventory controls, creating product displays, and processing transactions.

 
 	Computer skills
  Click to Show Sample Answer You definitely use the computer as a student. If you are a business major, it’s very likely that you will have used at least Microsoft Office products such as Word, Excel, and PowerPoint. You might also be familiar with using Google tools. Make sure to specifically list “computer skills” in the skills section of your resume and name the software that you have used.
 		Computer skills: Microsoft Office Suite, Google Suite, Canva, point-of-sale system.



 
 	Knowledge of marketing and advertising
  Click to Show Sample Answer While you may not have been making decisions about marketing and advertising, you certainly have knowledge about the Gap’s marketing and promotions. Combined with what you have learned about in your marketing classes, you have both academic and practical knowledge and can probably give some good examples.
 	Knowledge of marketing and advertising including understanding of customer needs and preferences; extensive knowledge of product offerings; and familiarity with planning and execution of promotional activities such as sales, discounts, and special events. 

 
 	Strong written and verbal communication skills
  Click to Show Sample Answer You probably interacted with customers whenever you worked at the Gap by using verbal communication. If you ever needed to message your boss or co-workers about work, that’s written communication. When you describe these experiences, make sure to use the wording that appears in the job description.
 	Strong written and verbal communication skills developed through daily interactions with customers and collaborating with teammates.

 
 	Ability to work well with others and to be an effective team player
  Click to Show Sample Answer You probably had co-workers and a manager in the store with you at the Gap. Use this wording to describe your interactions and how they contributed to the “retail operations.”
 	Ability to work well with others and be an effective team player in a fast-paced retail operation with high customer and sales volume.

 
 	Obvious enthusiasm, initiative, and pride
  Click to Show Sample Answer Again, use these words to describe your work experience.
 	Team player contributing enthusiasm, initiative, and pride in customer interactions to increase sales volume by establishing personal connections and demonstrating attention to detail in responding to customer needs.

 
 
 Anytime you can describe something you accomplished with numbers, consider including that on your résumé. Just describing with words like “significant” or “adding value” is okay but quantifying your contribution by pairing it with a concrete number that can impress is even better. 	Increased sales by 10%
 	Recruited 25 new members
 	Responsible for 100 clients
 
  Highlight Relevant Knowledge
 The bullet points above also list different areas of knowledge that Publix is looking for such as marketing and advertising functions, demographic influences on customer shopping patterns, and advertising options. When you are seeking your first job after college, you may not have job experience that used this knowledge but you may have learned about them in school. In that case, highlight that knowledge in the education section of your résumé with bullet points. For example:
 	Coursework includes: marketing and advertising functions, demographic influences on customer shopping patterns, and advertising options
 	Capstone project examined project management within large retail organizations
 	Senior thesis examined how strategic communication efforts influenced customer shopping patterns
 
 Remember, be honest but carefully reflect on how your experiences can be described to align with the skills the employer is seeking.
 
	Publix Super Markets. “Field Marketing Coordinator.” Accessed January 31, 2023. http://corporate.publix.com/careers/support-areas/corporate/departments/marketing/field-marketing-coordinator. ↵
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				 	Understand how to prepare for a job interview
 	Understand the different types of interview settings and techniques for each
 	Understand common types of interview questions and how to answer them
 
  Preparing for a Job Interview
 After your application has been selected for additional review, you will likely be contacted to participate in an interview. This is a meeting that can take place over the phone, on a video call, or in person where you will talk with a representative of the organization about yourself and your interest in the role you applied for. Depending on the organization, the interview process might consist of just one interview or a sequence of them, each with you speaking with different people. This section will walk you through how to prepare and what to expect.
 Review the Job Description
 When you prepare for an interview, your first step will be to carefully read and reread the job posting or job description. This will help you develop a clearer idea of how you meet the skills and attributes the company seeks.
 Research the Company or Organization
 Researching the company will give you a wider view of what the company is looking for and how well you might fit in. Your prospective employer may ask you what you know about the company. Being prepared to answer this question shows that you took time and effort to prepare for the interview and that you have a genuine interest in the organization. It shows good care and good planning—soft skills you will surely need on the job.
 Practice Answering Common Questions
 Most interviewees find that practicing the interview in advance with a family member, a friend, or a colleague eases possible nerves during the actual interview. It also creates greater confidence when you walk through the interview door. In the Interview Questions section below, you’ll learn more about specific questions you will likely be asked and corresponding strategies for answering them. It’s also a good idea to have some success stories prepared so you’re ready to describe your qualifications and experience to a prospective employer.
 Plan to Dress Appropriately
 Interviewees are generally most properly dressed for an interview in business attire, with the goal of looking highly professional in the eyes of the interviewer. Check out this resource from DePaul University on how to dress for success at a job interview. Learn exactly what is meant by business casual.
 Come Prepared
 Plan to bring your résumé, cover letter, and a list of references to the interview. You may also want to bring a portfolio of representative work. Leave behind coffee, chewing gum, and any other items that could be distractions.
 Be Confident
 Above all, interviewees should be confident and courageous. By doing so, you make a strong first impression. As the saying goes, “There is never a second chance to make a first impression.”
 In the Interview
 Once you are in the interview, there is that rush of adrenaline that comes with the desire to excel and land the next interview—or better yet the job itself. There’s a purpose behind each question asked—that person wants to know how you can do this new job. You quickly have to demonstrate that you have what it takes.
 STAR
 STAR is an interview technique that quickly helps you present the stories of your career in a way that demonstrates skills to the interviewer. STAR stands for:
 	Situation
 	Task
 	Activity
 	Result
 
  
  This is a way to showcase your skills in under two minutes by giving the context of when you exercised a skill, describing the task or challenge involved, describing the specific actions you took, and sharing the results of your actions and what you learned or achieved.
 Here is a nice summary with examples: “Using the STAR method for your next behavioral interview.” An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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 Every interview you participate in will be unique: the people you meet with, the interview setting, and the questions you’ll be asked will all be different from interview to interview. The various factors that characterize any given interview can contribute to the sense of adventure and excitement you feel. But it’s also normal to feel a little nervous about what lies ahead. With so many unknowns, how can you plan to nail the interview no matter what comes up?
 A good strategy for planning is to anticipate the type of interview you may find yourself in. There are common formats for job interviews, described in detail, below. By knowing a bit more about each type and being aware of techniques that work for each, you can plan to be on your game no matter what form your interview takes.
 Check with your career services office to see if you can do a mock interview to get some practice. Also ask if your school subscribes to a service such as Big Interview, a platform that allows you to use virtual tools to practice your interview skills.
 //plugin.3playmedia.com/show?mf=9688744&p3sdk_version=1.10.1&p=20361&pt=375&video_id=rOqKxEZIc0k&video_target=tpm-plugin-dqbdhcuz-rOqKxEZIc0k
 You can view the transcript for “Big Interview – Simple Software for Better Interview Skills” here (opens in a new window). Screening Interviews
 Screening interviews might best be characterized as “weeding-out” interviews. They ordinarily take place over the phone or in another low-stakes environment in which the interviewer has maximum control over the amount of time the interview takes. Screening interviews are generally short because they glean only basic information about you. If you are scheduled to participate in a screening interview, you might safely assume that you have some competition for the job and that the company is using this strategy to whittle down the applicant pool. With this kind of interview, your goal is to win a face-to-face interview. For this first shot, though, prepare well and challenge yourself to shine. Try to stand out from the competition and be sure to follow up with a thank-you note.
 Phone or Web Conference Interviews
 If you are geographically separated from your prospective employer, you may be invited to participate in a phone interview or online interview instead of meeting face-to-face. Technology, of course, is a good way to bridge distances. The fact that you’re not there in person doesn’t make it any less important to be fully prepared, though. In fact, you may wish to be all the more on your toes to compensate for the distance barrier.
 Best Practices for a Video Interview
 Test your technology. Make sure your equipment (phone, computer, Internet connection, etc.) is fully charged and works. 
 Set up your space. Make sure the environment is quiet and well-lit. Position your camera at eye level and choose a neutral background that is not distracting.
 Dress professionally. Avoid wearing distracting patterns. If you are unsure of what to wear, dressing more formally instead of too casually is a safer choice.
 Prepare your materials. Have a copy of your resume, cover letter, and relevant documents nearby and note-taking implements handy.
 Make eye contact by looking at your camera when speaking. It may seem awkward not to look at your interviewer’s face on the screen but looking directly at the camera will result in you appearing to make eye contact with your interviewer.
  One-on-One Interviews
 The majority of job interviews are conducted in this format—just you and a single interviewer—likely with the manager you would report to and work with. The one-on-one format gives you both a chance to see how well you connect and how well your talents, skills, and personalities mesh. You can expect to be asked questions like, “Why would you be good for this job?” and “Tell me about yourself.” Many interviewees prefer the one-on-one format because it allows them to spend in-depth time with the interviewer. Rapport can be built. As always, be very courteous and professional. Have a portfolio handy of your best work.
 Panel Interviews
 An efficient format for meeting a candidate is a panel interview, in which perhaps four to five coworkers meet at the same time with a single interviewee. The coworkers compose the search committee or search panel, which may consist of different company representatives such as human resources, management, and staff. One advantage of this format for the committee is that meeting together gives them a common experience to reflect on afterward. In a panel interview, listen carefully to questions from each panelist, and try to connect fully with each panelist. Be sure to write down names and titles so you can send individual thank-you notes after the interview.
 Serial Interviews
 Serial interviews are a combination of one-on-one meetings with a group of interviewers, typically conducted as a series of meetings staggered throughout the day. Ordinarily, this type of interview is for higher-level jobs, when it’s important to meet at length with major stakeholders. If your interview process is designed this way, you will need to be ultra-prepared as you will be answering many in-depth questions. Stay alert.
 Lunch Interviews
 In some higher-level positions, candidates are taken to lunch or dinner, especially if this is a second interview (a call-back interview). If this is you, count yourself lucky and be on your best behavior because even if the lunch meeting is unstructured and informal, it’s still an official interview. You are not expected to pay or even to offer to pay. But, as always, you must send a thank-you note.
 If a meal is part of the candidate selection process, even if it is not called an interview and is described as a chance to learn more about the company, treat it like an interview. 	Do not order an alcoholic beverage, don’t order something messy to eat, and don’t order the most expensive item on the menu.
 	Do make sure to use your best table manners.
 
  Group Interviews
 Group interviews comprise several interviewees and perhaps only one or two interviewers who may make a presentation to the assembled group. This format allows an organization to quickly prescreen candidates. It also gives candidates a chance to quickly learn about the company. As with all interview formats, you are being observed. How do you behave with your group? Do you assume a leadership role? Are you quiet but attentive? What kind of personality is the company looking for? A group interview may reveal these traits.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Interview Questions
 For most job candidates, the burning question is “What will I be asked?” There’s no way to anticipate every single question that may arise during an interview. It’s possible that, no matter how well-prepared you are, you may get a question you just didn’t expect. But that’s okay. Do as much preparation as you can and trust that the answers will come.
 As you respond to the questions, try to remind yourself, that the purpose of the interview is not to judge you, rather the interviewer is trying to find the right fit for this job opening. The questions are to establish whether your skills and experiences will meet the needs of this company. That is where your research comes in. You can work to explain your background relative to this new environment. If the interviewer says, “Tell me about you,” that is not a cue to start with your earliest memory. Instead, focus on the specific knowledge and skills you possess as related to what you know about this position and the organization.
 Highlight Your Excellent Experiences
 The simplest place to start is to have a list of about four to six examples of workplace actions that you are proud of. Think of times you excelled. Then think about how this same story might fit several situations. One story might show initiative, leading others, decision-making, and more. With these stories in mind, when a question comes, pull out the best fit and reword it to match the specific question. Try creating that list now, then use the question banks below to see what fits and what other situations you might need to have mentally ready.
 Practice
 There is no substitute for going through as many questions as you can before the interview. As you practice on your own, do not just read these questions and think. Sit in front of a mirror and answer the questions fully. This is the practice that will set you up for adapting to various interview situations.
 Review Questions
 To help you reach that point of sureness and confidence, take time to review common interview questions. Think about your answers. Make notes if that helps. Then conduct a practice interview with a friend, a family member, or a colleague. Speak your answers out loud. Below is a list of resources that contain common interview questions and good explanations/answers you might want to adopt.
 If you can record yourself practicing with sample questions. Then watch the recording and score each response against the STAR technique discussed earlier. 
 Some categories may be:
 	Type 	Example 	Considerations 
  	Goodwill, Greetings and Get Acquainted 	Tell me about yourself. 	No more than two minutes. List the highlights of your resume with a brief example, if possible. 
 	Gauging Your Interest 	Why are you interested in this position? 	Make this position tops on your interest list, without ever alluding to any other search. Avoid sounding like this might be any other than a first choice (For example, “When I happened to see your ad” makes the job posting sound trivial to you.) 
 	Your Experience and Accomplishments 	How has your education prepared you for this position? 	Be confident. Everyone knows you have not done this job yet, but you must sound like you are ready for this job. Avoid the natural hesitation you may feel (“I think I’ll be great” versus “With these skills, I can…”) 
 	The Future 	What would you most like to accomplish if you get this position? 	There’s no need to over-promise or worry, but do demonstrate you have a plan for this job or for life versus just hoping things will work out. Offer some realistic career goals based on some practical skills or education you have. 
 	Challenging 	What type of people do you have no patience for? 	We all have weaknesses. Being aware of them is a great skill. Turning them to our advantage is even better. “While I get along well with most people, those who complain rather than try to find a solution can be hard on my patience.” 
 	Situational 	If you were aware a co-worker was falsifying data, what would you do? 	The employer probably wants to see how you handle difficulties on your own and what logical process you may use to solve problems. Remember to focus on the company’s outcome and expense while not compromising your own standards. 
 	Behavioral 	Describe a time you worked as part of a team. 	While all interview responses work well with the STAR technique, this is the type of question best suited to it. 
  
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=303#oembed-1 
 
 You can view the transcript for “”Why Should We Hire You?” Interview Question: Best Answer | Indeed Career Tips” here (opens in new window).
  Check out this list of over 50 common interview questions that you can practice with.
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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		Apply It: Interview Preparation

								

	
				 	Understand how to prepare for a job interview
 	Understand the different types of interview settings and techniques for each
 	Understand common types of interview questions and how to answer them
 
  “Tell Me About Yourself”
 “Tell me about yourself,” might be one of the most common interview questions you will be asked throughout your career. This question often serves as the interviewer’s first impression of you, providing an opportunity to showcase your most relevant experiences, skills, and attributes. By preparing a concise and compelling response, you can effectively highlight your strengths, align your background with the job requirements, and convey confidence and professionalism. Practicing your answer ensures that you can deliver it smoothly, reducing anxiety and allowing you to make a strong, positive impression right from the start.
 //plugin.3playmedia.com/show?mf=9688740&p3sdk_version=1.10.1&p=20361&pt=375&video_id=O6U9OGpvV78&video_target=tpm-plugin-gmcauau6-O6U9OGpvV78 You can view the transcript for “Perfecting your elevator pitch – what to do and what not to do!” here (opens in a new window).
  What specific differences did you notice between the unpolished and polished introductions in terms of content and delivery? How did these differences impact your perception of the speakers?
 Click to Show Sample Answer Polished introductions typically have a clear structure, concise content, and confident delivery, while unpolished ones may be more disorganized and hesitant. These differences can significantly impact perception, with polished introductions making the speakers appear more professional, credible, and engaging, whereas unpolished introductions might lead to a less favorable impression.
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		Learn It 15.1.1 Recruiting Qualified Applicants

								

	
				 	Understand what to include in an effective job posting
 	Understand how to find qualified candidates
 	Recognize laws that prevent bias and discrimination during the hiring process
 	Recognize ways to screen applicants
 	Understand the value of having candidates complete tasks as part of the hiring process
 
  The Importance of Recruiting
 Finding and choosing new employees is crucial for the success of a company. Hiring is a big financial investment because employees are a major expense for businesses. A company’s personnel costs may be a business’ largest expense. According to the Society for Human Resource Management, salaries alone can account for 18 to 52 percent of a business’ operating budget[1]. 
 The U.S. Department of Labor estimates that the average cost of a bad hiring decision is thirty percent of the employee’s first-year projected earnings.[2] However, that number represents only a fraction of the organizational impact. Chief financial officers surveyed by global staffing firm Robert Half ranked morale (39 percent) and productivity (34 percent) effects of a bad hire greater than the monetary (25 percent) cost.
 Writing a Job Advertisement
 Managers know more than anyone else about what a particular position involves and what kinds of skills an employee needs to do the job effectively. They may be the ones to request the creation of a new position in the first place. They are very likely to be asked to help define an existing job or a new job. With the help of human resource professionals, hiring managers will describe the tasks and responsibilities of the position as well as the qualifications required.
 Company Brand
 Creating an effective job advertisement is similar to writing a compelling marketing pitch. The first step in the process is attraction. It’s no surprise then that one of the best practices for recruiting is for an organization to cultivate a strong employment brand that is attractive to applicants.
 Job seekers look for a new job in the same way they make major purchase decisions: they use digital tools to conduct extensive brand research before making a final choice.[3] In order to attract the best candidates, organizations need to clearly define their employment brand. Here are a few specific recommendations to help you do so:
 	Define your corporate culture clearly
 	Understand your market position
 	Set clear performance expectations
 	Help candidates determine whether they would be a good fit before they even apply
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Deeb, Carol. "Percent of a Business Budget for Salary." Chron. Web. 26 June 2018. ↵
	Cardenas, Rebekah. "What's the Real Cost of a Bad Hire?" HR Exchange, 02 Apr 2014. Web. 26 June 2018. ↵
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		Learn It 15.1.2 Recruiting Qualified Applicants

								

	
				Job Analysis
 In order to advertise a job, you first have to understand what that job entails. Job analysis is often done with the help of industrial and organizational (I/O) psychologists who are experts in employee behavior and workplace productivity.
 There are two related but different approaches to job analysis—you may be familiar with the results of each as they often appear in the same job advertisement. The first approach is task-oriented and lists in detail the tasks that will be performed for the job. Each task is typically rated on scales for how frequently it is performed, how difficult it is, and how important it is to the job. The second approach is worker-oriented. This approach describes the characteristics required of the worker to successfully perform the job. This second approach has been called job specification (Dierdorff & Wilson, 2003). For job specification, the knowledge, skills, and abilities (KSAs) that the job requires are identified.
 Observation, surveys, and interviews are used to obtain the information required for both types of job analysis. It is possible to observe someone who is proficient in a position and analyze what skills are apparent. Another approach used is to interview people presently holding that position, their peers, and their supervisors to get a consensus of what they believe are the requirements of the job.
 Accuracy of Job Analysis
 Research suggests that the accuracy of job analysis can depend on the nature of the descriptions and the source for the job analysis. For example, Dierdorff & Wilson (2003) found that job analyses developed from descriptions provided by people holding the job themselves were the least reliable. However, they did not study or speculate why this was the case.
 Learn More
 The United States Department of Labor maintains a database of previously compiled job analyses for different jobs and occupations. This system is called O*Net. Each occupation lists the tasks, knowledge, skills, abilities, work context, work activities, education requirements, interests, personality requirements, and work styles that are considered important for success in that position.
 You can see the KSAs that are listed for your own position or one you might be curious about. You can also see data on average earnings and projected job growth in that industry. See what it has to say about being a real estate sales agent, a management analyst, or an I/O psychologist.
  Selling the Job
 Once the employer brand is established and the job role is clearly defined, the next step is to effectively promote the position. The key to crafting a standout advertisement lies in evoking emotion. A compelling job ad resonates with candidates on an emotional level, ensuring it captures attention and engages the audience.
 Brand and Marketing Strategist Alex Honeysett’s recommendations for writing a compelling blog post also apply to writing a compelling job ad: “Now more than ever, people want to connect with brands in a human way.”[1] And candidates are seeking that same humanity in potential employers. Her two key recommendations: share a story and write with a specific person in mind. The rationale for the latter point: “By writing with one person in mind, your tone, story, and message will be much more focused and detailed than if you’re writing to a nameless, faceless group of people. And your readers will connect to that focus and detail.”[2]
 The following nine-step job ad development process is a combination of Honeysett’s recommendations and Betterteam’s job posting template[3]:
 	Write a compelling headline
 	Craft a compelling hook
 	Write with a specific person in mind
 	Pitch the position with emotion as well as the key facts
 	Tell the company’s story—and invite the candidate to be part of it
 	Sell the area
 	Summarize, selling the package
 	Close with a call to action
 	Have a member of the target audience read and comment
 
 Using Inclusive Language
 Using inclusive language in job postings and recruitment materials is a strategic move that can significantly broaden your talent pool. When companies use language that respects and acknowledges diverse backgrounds, they signal to potential applicants that they value diversity, equity, and inclusion. This can be particularly appealing to job seekers who might otherwise feel marginalized or overlooked by traditional corporate language.
 For example, phrases like “we encourage applications from people of all backgrounds” or specifying that experience can come from a variety of sources, including non-traditional career paths, help to attract a wider, more diverse range of applicants.
 Inclusion Statement Examples[4]
 The Mid-Columbia Economic Development District includes this in their job postings:
 Studies have shown that women and people of color may be less likely to apply for jobs unless they meet every one of the qualifications listed. We are most interested in finding the best candidate for the job. We would encourage you to apply even if you don’t meet every one of our qualifications listed.
 
 Included, a company that provides an HR analytics platform for businesses, uses this statement in their job descriptions:
 We know that confidence-gap and imposter syndrome can get in the way of meeting spectacular candidates, so please don’t hesitate to apply — we’d love to hear from you.
 
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	Honeysett, Alex. “The #1 Tip for Writing a Compelling, Makes-People-Want-to-Share-it Blog Post.” The Muse, June 19, 2020. https://www.themuse.com/advice/the-1-tip-for-writing-a-compelling-makespeoplewanttoshareit-blog-post. ↵
	Ibid. ↵
	Gambrell, Simoné. “Job Posting Template.” Betterteam, April 17, 2024. https://www.betterteam.com/job-posting-template. ↵
	Lenore. “Inclusion Statement in Job Postings: What Are They and Should You Use One?” Gorge Hired, October 22, 2022. https://gorgehired.com/inclusion-statement-in-job-postings-what-are-they-and-should-you-use-one/. ↵
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		Learn It 15.1.3 Recruiting Qualified Applicants

								

	
				Finding Potential Employees
 CareerBuilder’s advice for building an employer brand is equally applicable to getting the word out about a job opportunity, “Be everywhere.”[1] Job candidates search for jobs using multiple points of contact including college and company career pages, job boards, and social media sites as well as attending live events like job fairs.
 If the possibilities seem overwhelming, use the candidate research you conducted to narrow the options. That is, if you have a clear understanding of who your ideal candidate is, you can use that information to inform your choice of touch points.
 Most recruiters use multiple channels to find and recruit job candidates.
 	Organization’s website: Most companies have a section on their website devoted to “Careers” or “Jobs” that includes current job openings.
 	Online job boards: Employers can list jobs on sites like LinkedIn or Indeed and can search through resumes to find potential employees.
 	Recruitment agencies or staffing firms:  Organizations can engage external companies to help them find qualified candidates but there usually is a cost for these services. Sometimes these outside partners are called “headhunters.”
 	Employee referrals: Many companies have employee referral programs where existing employees can recommend candidates for open positions.
 	Live events: Job fairs, career expos, on-campus recruiting, and industry events provide opportunities for companies to meet potential candidates face-to-face and promote their job openings.
 
 Targeting Applicants via Social Media[2]
 Which social media platform is the best means of connecting with potential employees? You’ll want to know who is more likely to see your content on the different platforms.
 	Instagram, Snapchat, and TikTok are favored by adults under 30.
 	Americans ages 30 to 49 stand out for using LinkedIn, WhatsApp, and Facebook at higher rates.
 	YouTube and Facebook are the only two platforms that the majority of all age groups use.
 
 For other insights about social media use, see the Pew Research Center’s full report,  Americans’ Social Media Use.
  Employee Referrals
 In many cases, jobs are opened up to internal candidates before they are advertised to the wider world. When that happens, jobs are advertised through company newsletters and bulletin boards.
 In hiring, you should also consider candidates suggested by existing employees. Employee referrals are one of the best sources of qualified candidates. In Fundamentals of Human Resource Management, the authors state that:
 Employee referrals tend to be more acceptable applicants, who are more likely to accept an offer and, once employed, have a higher job survival rate.
 
 Three issues to be aware of with regard to employee referrals:
 	An employee might mistakenly assume job performance competence based on friendship.
 	Employee referrals may lead to nepotism, or hiring individuals who are related to persons already employed by the company.
 	Employee referrals might maintain existing conditions instead of promoting a goal of increased diversity.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Bias and Protections in Hiring
 [image: A diverse team sits around a conference table at a meeting]Recruiting and hiring a diverse workforce is a human resource best practice. Seeking out diverse candidates is a human resource best practice. Having a policy of recruiting diverse candidates reflects an awareness of demographic and socio-cultural trends as well as allows your company to tap into the broadest range of expertise, skills, and global and cultural insight—factors that drive growth and innovation.
 However, we still live in a society where individuals who belong to a majority group often benefit from a system that places minority groups at a disadvantage. As a Society for Human Resource Management (SHRM) article emphasizes: “Discrimination costs employers millions of dollars every year, not to mention the countless hours of lost work time, employee stress and the negative public image that goes along with a discrimination lawsuit.”
 Equal employment opportunity isn’t just the right thing to do, it’s the law. Specifically, it’s a series of federal laws and Executive Orders designed to eliminate employment discrimination. Illegal discrimination is the practice of making employment decisions such as hiring, compensation, scheduling, performance evaluation, promotion, and firing based on protected characteristics such as race, gender, age, disability, or religion in a way that is prohibited by law. There are currently seven categories protected under federal law: age, disability, genetic information, national origin, pregnancy, race and color, religion, and sex.
 Hiring Criteria
 Some hiring criteria may be related to a particular group an applicant belongs to and not individual abilities. Unless membership in that group directly affects potential job performance, a decision based on group membership is discriminatory. For instance, some jobs may require the employee to perform a physical task, such as lifting and carrying heavy objects. In such cases, the physical capabilities of applicants may be considered. However, most office jobs do not have such physical requirements, so it is discriminatory to ask about physical capabilities.
 To combat hiring discrimination, in the United States there are numerous city, state, and federal laws that prevent hiring (or not hiring) based on various group-membership criteria. For example, did you know it is illegal for a potential employer to ask your age in an interview? Did you know that an employer cannot ask you whether you are married, a U.S. citizen, have disabilities, or what your race or religion is? They cannot even ask questions that might shed some light on these attributes, such as where you were born or who you live with. These are only a few of the restrictions that are in place to prevent discrimination in hiring.
 Federal Anti-discrimination Laws
 In the United States, federal anti-discrimination laws are administered by the U.S. Equal Employment Opportunity Commission (EEOC). The EEOC’s mission is to enforce federal laws that make it illegal to discriminate against a job applicant or an employee because of the person’s race, color, religion, sex (including pregnancy, transgender status, and sexual orientation), national origin, age (40 or older), disability, or genetic information. It aims to prevent and remedy unlawful employment discrimination and advance equal opportunity for all in the workplace.
 Note that laws are subject to interpretation. For example, an EEOC notice[1] emphasizes that their interpretation of the Title VII reference to “sex” is broadly applicable to gender, gender identity, and sexual orientation. And, further, that “these protections apply regardless of any contrary state or local laws.”
 Note that state and local laws may provide broader discrimination protections. If in doubt, contact your state Department of Labor for clarification. 
 Complying with the law reduces a company’s legal risk and an equal opportunity environment may increase employee productivity, retention, and morale. Businesses may also be eligible for tax benefits associated with making your business accessible to or hiring individuals with disabilities. For additional information, refer to Appendix A of the EEOC’s “ADA Primer for Small Business.”
 More Resources Online
 EEOC’s Digest of Equal Employment Opportunity Law: This publication includes feature articles on timely issues in equal employment opportunity law, as well as summaries of recent Commission decisions and federal court cases, as they affect Federal government employees.
 EEOC Publications, Including discrimination fact sheets
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Screening Applicants
 The objective of using various screening techniques and levels of screening is to filter out candidates that either don’t meet the stated minimum requirements or aren’t a good fit with the organization’s culture or for other reasons (i.e., job realities or salary expectations). Screening is a process of elimination. The goal is to ensure that those candidates who are invited to participate in interviews are highly qualified.
 There are five primary techniques for helping to screen potential candidates that also represent phases in the screening process:
 	Evaluation by association: Use the places where the job is advertised to filter candidates. For example, if a job is posted on a website dedicated to engineering professionals, it is assumed that applicants from that site will likely have a background in engineering. This technique helps to narrow down the pool of applicants to those with relevant interests and expertise right from the start.
 	Application: Conduct an initial assessment based on the review of a candidate’s cover letter, resume, and application. This may also include a review of a candidate’s social networking profiles (e.g. LinkedIn). To avoid investing time assessing a candidate that isn’t viable, incorporate pre-screening questions that require the candidate to attest that he or she meets the stated minimum criteria. In this phase, the objective is to eliminate candidates that don’t meet the basic requirements for the position based on fundamental factors including minimum experience and education, salary expectations, and/or willingness to relocate or meet work schedule requirements, if applicable.
 	Assessment: Conduct a preliminary assessment of skills. This can be done in conjunction with or after the application review process. Depending on position requirements, a more in-depth assessment of a candidate’s level of skill and aptitude may be appropriate.
 	Screening Interview: An initial telephone interview is used to assess the candidate’s objective and motivation, relevant education and experience, and to get a sense of the candidate as a person. In the course of approximately twenty to thirty minutes, an interviewer can confirm application and resume details and assess a range of soft skills—for example, active listening and communication—as well as engagement and overall level of poise and professionalism. The objective is to eliminate candidates who don’t warrant the time and cost of a longer interview or in-depth skills assessment.
 	External Verification: Verify stated educational qualifications and check references.
 
 Assessing Candidates
 Regardless of an interviewer’s (or interview panel’s) experience, judgment, or relevant expertise, an interview is largely subjective. That is, the interviewers have to trust in the candidate’s statements and resume. If position dynamics require a new employee to start immediately with minimal training, it makes sense to assess a candidate’s level of skill and knowledge relative to the stated job requirements.
 Consider the role of tests in the hiring process.
 Rejected for an Above Average Score
 Many positions require applicants to take tests as part of the selection process. These can include IQ tests, job-specific skills tests, or personality tests. The organization may set cutoff scores (i.e., a score below which a candidate will not move forward) for each test to determine whether the applicant moves on to the next stage. For example, there was a case of Robert Jordan, a 49-year-old college graduate who applied for a position with the police force in New London, Connecticut. As part of the selection process, Jordan took the Wonderlic Personnel Test (WPT), a test designed to measure cognitive ability, or his ability to problem-solve.
 Jordan did not make it to the interview stage because his WPT score of 33, equivalent to an IQ score of 125 (100 is the average IQ score), was too high. The New London Police Department policy is to not interview anyone who has a WPT score over 27 because they believe anyone who scores higher would be bored with police work. The average score for police officers nationwide is the equivalent of an IQ score of 104 (Jordan v. New London, 2000; ABC News, 2000).
 Jordan sued the police department alleging that his rejection was discrimination and his civil rights were violated because he was denied equal protection under the law. The 2nd U.S. Circuit Court of Appeals decided that the city of New London did not discriminate against him because the same standards were applied to everyone who took the exam (New York Times, 1999).
  There are three broad categories of job-specific testing that we’ll discuss: work samples and simulations, cognitive ability tests, and personality tests.
 Work Samples & Simulations
 Work samples and simulation tests are used during the candidate evaluation process as a way for employers to evaluate job-specific skills and aptitudes. A work sample consists of having a candidate perform a work-related task. A work sample allows the employer to assess the candidate’s performance and also gives the candidate a realistic job preview.
 In a simulation, the candidate would engage in a highly structured role-play designed to represent broad aspects of the job, for example, assessing an applicant’s problem-solving, communication, and interpersonal skills. Performance should be evaluated “by trained assessors who observe the applicant’s behavior and/or by measuring task outcomes (e.g., the degree of interpersonal skills demonstrated or the number of errors made in transcribing an internal memo).”[1]  When administered and evaluated correctly, this assessment technique is one of the strongest predictors of job performance.
 Cognitive Ability Tests
 A cognitive ability, or mental agility, test is a tool to measure aspects of general intelligence, such as mental agility and speed of thought, analytical thinking, the ability to learn quickly, and verbal reasoning skills. Psychological research indicates that cognitive ability is one of the most accurate predictors of job performance and the tests are significantly more accurate predictors of job performance than interviews or experience. To be precise, the correlation between cognitive ability and job success is 0.51 (1.0 would be a perfect or 100% predictor). This compares to a correlation of 0.36 for reference checks, 0.18 for years of experience, and 0.18 for unstructured interviews[2].
 An example of a cognitive ability test is the General Aptitude Test (GAT) which was developed by the U.S. Department of Labor. A limitation of this approach, as with any test, is that an applicant’s practicing and using test strategies can decrease the validity of the test. Also, researchers have noted disparities in test outcomes across racial groups, with lower predictive accuracy for Black and Hispanic test takers.[3] To avoid the risk of discrimination, use this test in combination with other evaluation methods.
 Personality Tests
 Personality assessments such as the Big Five or Myers-Briggs Type Indicator (MBTI) can provide insight into candidates’ personalities and whether they would be successful in a particular role or prospective company culture. As described by the U.S. Office of Personnel Management (OPM), the Federal Government’s chief human resources agency, “Personality tests are designed to systematically elicit information about a person’s motivations, preferences, interests, emotional make-up, and style of interacting with people and situations. This information is used to generate a profile used to predict job performance or satisfaction with certain aspects of the work.” According to the OPM, “personality tests have been shown to be valid predictors of job performance in numerous settings and for a wide range of criterion types (e.g., overall performance, customer service, teamwork), but tend to be less valid than other types of predictors such as cognitive ability tests, assessment centers and work samples and simulations.”[4]
 One thing to keep in mind during the hiring process is that the effectiveness of personality tests is dependent on a candidate’s commitment to answering the questions honestly. Some individuals may try to manipulate the test by providing what they perceive as the “correct” answers rather than truthful responses. For best results, verify that a test is designed to identify misrepresentations.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand what to include in an effective job posting
 	Understand how to find qualified candidates
 	Recognize laws that prevent bias and discrimination during the hiring process
 	Recognize ways to screen applicants
 	Understand the value of having candidates complete tasks as part of the hiring process
 
  McKinsey’s Solve Game
 Management consulting is a professional service that involves advising organizations on how to improve their performance and efficiency. Consultants work with businesses to identify problems, analyze data, develop strategies, and implement solutions. The main goals of management consulting include enhancing business processes, increasing productivity, optimizing organizational structure, and achieving strategic objectives. 
 McKinsey & Company is one of the world’s leading management consulting firms. McKinsey operates in over 65 countries, with more than 130 offices worldwide.[1] McKinsey & Company introduced the Solve Game as a part of its recruitment process in 2019. The video game places candidates in complex, scenario-based assessments, simulating the kind of problem-solving required in consulting roles at McKinsey.[2] The Solve Game replaced a written test that candidates took in person at McKinsey offices.
 The introduction of the Solve Game has allowed McKinsey to streamline its recruitment process, making it more cost-effective and accessible to a wider range of applicants from various educational and socio-economic backgrounds. The game focuses on evaluating the process and methodology behind candidates’ decision-making rather than just the final answers.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=312 
 
 You can view the transcript for “Solve: A glimpse into the Look & Feel” here (opens in new window).
  How does a video game assessment allow McKinsey to make their recruiting process more cost-effective and accessible?
 Click to Show Sample Answer The digital nature of the Solve Game allows McKinsey to administer the test to a large number of candidates with minimal incremental costs. Unlike a written test administered on paper, the Solve Game can be taken remotely. This reduces logistical expenses and the need for on-site resources.
 The Solve Game does not require specific business knowledge or extensive preparation, making it accessible to a broader range of applicants from diverse educational and socio-economic backgrounds.[3] This helps level the playing field, allowing candidates who might not have had the resources to prepare for traditional business tests to still compete effectively.​
   
 
	McKinsey & Company. “Our Offices.” Accessed June 25, 2024. https://www.mckinsey.com/locations. ↵
	McKinsey & Company. “Innovating recruiting through online gaming,” May 1, 2020. https://www.mckinsey.com/careers/meet-our-people/careers-blog/mck-problem-solving-game-team. ↵
	Florian, Florian, and Florian. “McKinsey Solve Game (2024): How to Prepare and Ace the Imbellus.” StrategyCase, May 21, 2024. https://strategycase.com/how-to-prepare-for-the-mckinsey-digital-assessment/. ↵
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		Learn It 15.2.1 Interviewing Applicants

								

	
				 	Understand who should be included in the interview process
 	Understand how to develop effective questions for interviews
 	Understand how to conduct a remote interview
 	Understand how to conduct an in-person interview
 
  Interviewers and Interview Formats
 Who participates in an interview is determined by a number of factors such as organizational culture, internal HR policies, position-specific needs, and business or industry practice.
 one-on-one interviews
 One-on-one interviews are meetings between two individuals.
  One-on-one interviews are commonly conducted by an HR representative or the hiring manager. These interviews may take place over the phone, in person, or by video call.
 series interview
 In a series interview, also known as a serial or sequential interview, a candidate is evaluated in a series of one-on-one interviews with multiple interviewers.
  These interviewers usually include an HR representative, the hiring manager, and representatives from the teams the position is a part of and works with. Each interviewer will have a unique perspective and ask questions unique to their understanding of the job and its function within the company. Typically interviewers will all discuss their observations and evaluations with the hiring manager, who will make the final decision.
 panel interview
 In a panel interview, a group of several interviewers meets with the candidate at the same time.
  When using this format, interviewers generally ask an established set of questions in order while taking notes. In some organizations, interviewers will fill out an evaluation form. The evaluation form is similar to a grading rubric, with individual questions weighted like evaluation criteria and totaling 100 percent.
 After the interview, participants compare their observations and evaluations. Potential benefits of a panel interview include a broader and more reliable evaluation of a candidate’s abilities and greater ownership of the results, which may also extend to greater support for the successful candidate during the onboarding process and beyond.
 There are, however, some potential drawbacks of a panel interview:
 	If a member of the interviewing team feels a particular candidate is a competitive threat, they may use the evaluation to sabotage the candidate.
 	If an interviewer resents the position or feels it should be filled by a friend or colleague, results will be skewed.
 	If an individual interviewer or the interview committee makes a hiring recommendation that’s overruled by management, there may be resentment toward the successful candidate and a decrease in the individual or committee members’ engagement or motivation.
 
 Regardless of the format used, those involved in the selection process should be trained in effective interviewing techniques and briefed on questions that may not be asked for legal reasons.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Interview Questions
 For best results—and to avoid legal problems—interview questions should be relevant to the position and reflect the realities of both the position and the operating environment. Questions should focus on the job duties, relevant skills and qualifications, and related success factors. A key point to keep in mind is that questions represent not only the position requirements but the organization’s values.
 Understand that an interview is a two-way assessment. While the employer is assessing the candidate, the candidate is also evaluating the organization and their interactions with company representatives to determine credibility and alignment with the organization’s culture and mission. unstructured interview
 In an unstructured interview, the interviewer may ask different questions of each different candidate.
  One candidate might be asked about their career goals and another might be asked about previous work experience. In an unstructured interview, the questions are often, though not always, unspecified beforehand. In an unstructured interview, the responses to questions asked are generally not scored using a standard system. This type of interview can be particularly useful when interviewing for a new position that does not have well defined responsibilities yet. As you interview candidates, their expertise and knowledge of the field will help determine the new position’s characteristics.
 Although unstructured interviews allow the interviewer flexibility to explore a candidate’s experiences based on their responses, this type of interview is more subjective and can perpetuate bias. Since this format lacks standardized questions and evaluation criteria, subjective judgments and unconscious biases based on factors such as appearance, personality, or shared interests can influence the assessment process rather than focusing on job-related qualifications and competencies.
 structured interview
 In a structured interview, the interviewer asks the same questions of every candidate, the questions are prepared in advance, and the interviewer uses a standardized rating system for each response.
  With this approach, the interviewer can accurately compare two candidates’ interviews. In a meta-analysis of studies examining the effectiveness of various types of job interviews, McDaniel, Whetzel, Schmidt & Maurer (1994) found that structured interviews were more effective at predicting subsequent job performance of the job candidate.
 What You Should Ask
 Interview questions will be different for each job. After all, it takes very different skills to create a product than it does to sell the product. The job advertisement can be a good source for interview questions because it contains a good summary of the required skills and knowledge needed for the position.
 Often you’ll find that you have several equally talented candidates if you simply ask about the specific knowledge, skills, and abilities needed for the job. Once you’ve established your pool of top contenders, you can start looking at individuals to evaluate whether an individual’s values, work style, and goals are compatible with the culture and values of the organization. This is sometimes referred to as cultural alignment.
 Koru co-founder and CEO Kristen Hamilton provides perspective on getting at the person behind the resume.[1] In order to improve the odds of success, Hamilton recommends focusing on skill sets and mindsets instead of metrics such as GPA. Based on extensive employer research and reverse engineering exceptional performers, Hamilton identified seven core characteristics that in combination translate into job success:
 	Grit. In today’s fast-paced working environment, employees need to be resilient and able to work through difficult or boring projects. You may ask candidates to talk about challenging projects they’ve completed and ask about how they persevered.
 	Rigor. Employees need to use the data they have at hand or gather data to make good decisions. You may ask candidates about a time they made a difficult decision at work and how they arrived at that conclusion.
 	Impact. Teams work better when each member is working together to achieve the company’s goals. You may ask candidates about efforts they’ve made in the past that either helped their previous company’s mission or that are related to your company’s mission.
 	Teamwork. This is an essential trait in almost any employee. Even individuals who mostly do solitary work need to at least talk to their managers to report how things are going. Questions for this will vary depending on how much teamwork is needed for the position. You may ask candidates about their work in teams in the past or how they handled disagreements within a team.
 	Ownership. Employees need to have personal responsibility for their positions. In order for a company to run smoothly, employees need to rely on each other to own their roles and make things work. You may ask candidates to talk about a project they either ran or participated in and how they overcame setbacks.
 	Curiosity. Companies can only flourish if they change and adapt to the market. In order to achieve this adaptation, employees must be curious, creative, and willing to push the boundaries to make change. You may ask candidates about the last thing they learned and why they chose to pursue that knowledge. If employees are curious in their personal lives, they’ll likely be curious in the workplace as well.
 	Polish. The way candidates present themselves can say a lot. As you interview, take note of how candidates dress, how they speak, and how they put together resumes, cover letters, and sample work products. If they don’t provide polished work during the interview process, it’s likely they won’t in their job either.
 
 First Round’s compilation, “The Best Interview Questions We’ve Ever Published” is an excellent source of not only interview questions but perspective on candidate evaluation.
  What You Shouldn’t Ask
 Perhaps the first step in developing effective interview questions—both in forming questions and in coaching inexperienced interviewees—is to know what you must avoid. You need to be aware of both state and federal laws when considering interview questions and procedures.[2] For perspective, California Department of Fair Employment & Housing guidelines recommend that “employers limit requests for information during the pre-employment process to those details essential to determining a person’s qualifications to do the job (with or without reasonable accommodations).”[3]
 The best policy is to avoid questions that relate to protected categories—that is, those that reference a candidate’s age, race, gender, religion, sexual orientation, etc. Even if they’re not illegal in a particular state, they may be seen as a discriminatory hiring practice that negatively impacts the employer’s brand and recruiting efforts.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	"Hire a Top Performer Every Time with These Interview Questions." First Round Review. Web. 10 July 2018. ↵
	Onley, Dawn. "These Interview Questions Could Get HR in Trouble." SHRM. 19 June 2017. Web. 10 July 2018. ↵
	The Department of Fair Employment and Housing. "Employment Inquiries: What Can Employers Ask Applicants and Employees." Web. 10 July 2018. ↵
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				Remote Interviewing
 [image: Person sitting at a laptop waving at the screen during a virtual meeting]Virtual interviews may be used as screening interviews but more extensive remote interviews may replace in-person interviewing. Quite a few job applicants appear to have impressive résumés. Once you actually speak with them, it may become obvious that they don’t really meet the requirements of the job. Alternatively, a moderately attractive applicant might turn out to have personal qualities and abilities that are better than they appeared on paper.
 A remote interview is a second level of screening used to reduce the pool of qualified candidates to a manageable number that will be invited for more extensive interviews. A remote interview can be voice only or voice and video, using technologies such as Google Meets or Zoom.
 Preparations for the Interviewer
 For both interviewer and candidate, the preparation is similar to preparing for a live interview. The interviewer should follow the basic 5-step process:
 	Review the job description and job specifications
 	Prepare a set of questions 
 	Review submitted materials, including application form, cover letter, and resume
 	Conduct the interview 	Open the interview
 	Ask your prepared questions and any follow-up questions based on the candidate’s responses
 	Invite candidate questions
 	Close interview
 
 
 	Summarize the interview by writing a candidate evaluation.
 
 Keep in mind that active listening, effective interpretation, and note-taking are essential interviewing skills. This is especially true when interviewing a large number of candidates. It can be difficult to remember who said what unless you take good notes. Keeping notes will help you make a final decision as you weigh candidates against one another.
 Preparing for a Video Interview
 If there will be a video element to the remote interview, there’s an additional level of planning and coordination. Best practices include:
 	Scheduling the interview at a convenient time for both parties, considering time zone differences if applicable
 	Ensuring the candidate is provided with information in advance 	The interview format and duration
 	A hyperlink to join the video meeting and instructions about how to join the meeting
 
 
 	Starting the video meeting in advance of the interview start time to ensure the technology is functioning as expected
 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				Face-to-Face Interviewing
 A face-to-face interview is generally the final step in the interview process if the role is located at a particular office or will be a hybrid arrangement where the employee works in the office for part of the week. In theory, a candidate who has made it this far is qualified on paper. From the standpoint of the interviewer, the objective is to determine which one of a short list of candidates is the best choice.
 After preliminary interviews are completed, HR can provide the hiring manager with a set of promising applicants who have the skills, credentials, and background to fit the manager’s needs. Now the hiring manager can sit down with each candidate and get to know them through a personal interview. Often, hiring managers will conduct a second interview after narrowing down their options to just a few candidates. They may also include other team members in the interviewing process and/or conduct tests to determine whether candidates have the level of technical skill they need for the job.
 It takes some skill and knowledge to interview a job applicant effectively. It’s important to do the job right, though, because the costs of hiring someone are substantial, and many hires leave within one year. Some effective interviewing techniques include the following:
 	Planning and preparation. Before starting an interview, it’s important for a manager to have read the applicant’s resume, prepared questions, and know what he wants to learn during the interview. It’s also helpful to set a time limit for the interview.
 	Understanding the job. In some cases, managers don’t have direct experience doing the job for which they’re hiring. When that happens, it’s important for the manager to talk with people who are doing the job now as well as direct supervisors and teammates. What are the most important qualities, skills, and qualifications required for the job? Are there specific situations for which the new hire should be prepared? Knowing about the job makes it easier to ask the right questions.
 	Connecting with the applicant. Most people are nervous at job interviews, and it’s important to set the applicant at ease. Instead of just saying “Don’t be nervous,” good managers spend some time chatting with the candidate and explaining the interview process.
 	Active listening. Managers want to learn about the candidate, so active listening is very important. Managers need to show that they’re interested by nodding, asking follow-up questions, smiling, or otherwise using body language to encourage the candidate to share more information.
 
 For tips on how to prepare for an interview as a candidate, watch Harvard Office of Career Services Assistant Director Linda Spenser’s “How to Ace an Interview” video:
 //plugin.3playmedia.com/show?mf=2775031&p3sdk_version=1.10.1&p=20361&pt=375&video_id=DHDrj0_bMQ0&video_target=tpm-plugin-uwuh6cyo-DHDrj0_bMQ0
 You can view the transcript for “How to Ace an Interview: 5 Tips from a Harvard Career Advisor” here (opens in new window).
  An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand who should be included in the interview process
 	Understand how to develop effective questions for interviews
 	Understand how to conduct a remote interview
 	Understand how to conduct an in-person interview
 
  What Interviewers Look For
 This video provides valuable insights into the subtle yet powerful non-verbal cues that can influence the outcome of an interview. It covers essential topics such as preparation, making a strong entrance, maintaining confident and open body language, and handling both in-person and virtual interviews with poise. As you watch, pay attention to the experts’ tips on creating a welcoming environment, observing candidates’ behaviors, and setting the stage for a productive conversation.
 
  One or more interactive elements has been excluded from this version of the text. You can view them online here: https://printed.lumenlearning.com/businesscomm/?p=318#oembed-1 
 
 You can view the transcript for “Body Language Experts Break Down Job Interview Etiquette | WIRED” here (opens in new window).
  Which of the expert tips will you work on before your next interview?
 Click to Show Sample Answer Answers will vary.
 Before your next interview, you may wish to review the following to remind yourself of areas that you need to especially pay attention to:
 	Preparation and First Impressions:
 	Dress appropriately and be comfortable in your attire.
 	Practice a proper handshake.
 	Maintain good posture and eye contact without staring.
 	The interview starts before entering the interview room, including interactions in the elevator and with the reception staff.
 
 
 	Conduct During the Interview:
 	Make a strong, confident entrance.
 	Introduce yourself with a firm handshake and make eye contact with everyone.
 	Ensure your body language is open and engaging; avoid nervous gestures like self-hugging or fidgeting.
 	Pay attention to how you hand over your résumé—do it with confidence.
 
 
 	Communication and Interaction:
 	Listen actively, using your face and hands to show engagement.
 	Avoid talking over the interviewer; allow them to set the pace.
 	Show empathy through slight head tilts and nods.
 	Answer questions directly and be aware of your orientation towards the interviewer.
 
 
 	Conclusion of the Interview:
 	Maintain confidence and poise until you are completely out of sight.
 	Thank the interviewers for their time and shake hands or nod respectfully.
 	Understand that the interview is only over when you are fully away from the interview location.
 
 
 	Virtual Interview Tips:
 	Control your virtual space, ensuring good lighting, sound, and a tidy background.
 	Use a high-quality camera and be aware of the limited screen space.
 	Make eye contact by looking at the camera, not yourself.
 	Stay alert to delays in virtual communication and manage Zoom fatigue.
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				 	Understand how to choose the best candidate for a job
 	Understand how to offer a job to the selected candidates
 
  Selecting an Applicant
 When reviewing the final list of candidates, it’s important to be aware of the potential for perception errors on the part of both the interviewer and the candidate. It is the interviewer’s responsibility to make sure a candidate understands the position, culture, and operating dynamics.
 Bias in the Selection Process
 Implicit or unconscious bias can influence the selection process. Implicit bias refers to the unconscious attitudes, beliefs, stereotypes, or prejudices that individuals hold towards certain groups of people, which can influence their judgments and behaviors in subtle and unintentional ways. These biases can influence us without conscious awareness and can impact decision-making processes, including hiring, promotions, and interactions with others. Recognizing and addressing implicit bias is important for promoting fairness in the selection process.
 Research at Yale found that both male and female scientists rated female student scientist applicants significantly lower than the male candidates in competence, hireability, and whether the scientist would be willing to mentor the student. In this study, the résumé in both cases was the same; the only difference was the male or female name.[1] The takeaway is that we all have internalized cultural stereotypes and need to cultivate an awareness of potential gender, ethnic, or other biases to avoid having those stereotypes distort our judgments. Evaluation Effectiveness
 Research also suggests that we overestimate our ability to evaluate others. A common mistake is judging candidates based on a first impression or “likeability.” 
 Because the process can be complicated, it’s important to have very concrete reasons for choosing one candidate over another. For example, saying one candidate “fits” the team better than another is very subjective. A better option is to have a checklist of qualifications that can be evaluated objectively. If you can determine which candidate has stronger IT skills, more management experience, and important marketing knowledge, it will help you select an applicant based on relevant job criteria rather than subjective impressions.
 Here are a few additional tips to improve evaluation effectiveness:
 	Focus evaluations on the job criteria to avoid being distracted by superficial factors
 	Seek candidate evaluation input from multiple people; compare notes and discuss observations
 	Be aware of any attempts to cater to the interviewer interests and preferences or leverage common ground
 	Be aware of forming conclusions—either favorable or unfavorable—based on factors that aren’t related to job performance, e.g., school attended, hobbies, GPA.
 	Question assumptions about what factors (accomplishments and characteristics) correlate with employee success
 
 Transparency about the Role and Organization
 Discussion of how to select the best candidate also has to factor in the candidate’s perceptions and potential perception errors. Given that, the final action item is doing a reality check; that is, providing the candidate with a realistic job preview. Failing to do this is a common hiring error that B2B Staff Writer Sammi Caramela refers to as “lacking in transparency.” It’s important to clarify expectations. Sample questions include:
 	What type of schedule are you interested in?
 	Would you be available to work extra shifts?
 	Do you have any classes or other part-time jobs or commitments that may affect your work availability?
 	Are you willing to work nights, weekends, and the occasional overnight inventory shift if necessary?
 
 Research cited in Fundamentals of Human Resource Management indicates that providing candidates with a realistic job preview before offering a job reduces turnover without impacting acceptance rates.
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
 
  
	https://blogs.scientificamerican.com/unofficial-prognosis/study-shows-gender-bias-in-science-is-real-heres-why-it-matters/ ↵
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				Offering the Job
 Once the hiring manager decides who to hire, the HR department makes an offer. In smaller organizations, it may be the hiring manager who makes the offer. Typically, a job offer includes information about salary and benefits as well as details about the job requirements. If the candidate is interested, he will need to sign a contract or otherwise accept before taking the job. This communication commonly happens through email.
 Making the Offer
 A job offer is a contractual document and it’s important to be thorough in including all relevant information. The Society for Human Resource Management (SHRM) provides the following checklist of details to include in an offer:[1]
 	Job title
 	Department, manager’s name
 	Start date
 	Hours of work/schedule 	Indicate whether the position is full- or part-time and specify the expected work schedule.
 
 
 	Status (full-time, part-time, regular, temporary, specific duration)
 	Exempt vs. nonexempt status 	Employees need to be properly classified as either exempt or nonexempt from federal and state overtime requirements to avoid penalties or claims for unpaid wages.
 
 
 	Rate of pay (hourly, weekly, or by pay period) and pay period frequency
 	Offer contingencies 	Identify any offer contingencies such as a background check, drug testing, reference check, and satisfactory proof of the employee’s right to work in the U.S., as required by law.
 
 
 	Paid leave benefits
 	Eligibility for health/welfare benefits plans
 	Work location
 	If travel is involved, the approximate percent of travel required
 	At-will employment statement 	State that either the employee or the company can terminate the relationship at any time, with or without cause or advance notice. Avoid language that could be interpreted to form a long-term commitment, including “soft statements” such as “looking forward to a long relationship.”
 
 
 
 SHRM also proposes attaching the following if relevant:
 	Benefits overview/summaries
 	Job description
 	Blank Form I-9 (bring on start date for completion) with supporting documents
 	An employment agreement, non-compete, or other restrictive covenants (bring on start date for completion)
 	Self-identification form (bring on start date for completion)
 	Emergency contact form (bring completed on start date)
 	If travel is involved, a summary of the company’s reimbursement processes
 
 Either a Human Resource representative or the hiring manager will extend an offer of employment. If communicated verbally, this will be followed by a written offer of employment. The candidate will be given a set amount of time to respond, and they can accept, reject, or negotiate the offer. 
 An interactive online homework element has been excluded from the printed version of the text. To see the interactive element that was excluded, please visit the courseware online.
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				 	Understand how to choose the best candidate for a job
 	Understand how to offer a job to the selected candidates
 
  The Importance of an Offer Letter[1]
 In August 2023, Camryn Spina, a 24-year-old with a master’s degree in global sports business, moved from Florida to Virginia for what she believed was a promising new job as a collegiate cheerleading coach. She had a remote video interview and then an on-site interview with the head coach. The head coach verbally offered Spina the job. Spina was told to submit an application via the school’s HR portal but that this was a formality.
 Based on the verbal job offer, Spina ended her apartment lease in Florida, rented a moving truck, and relocated to Virginia, where the college arranged temporary accommodation. She began working on August 1, 2023. When she followed up with HR, Spina was told that her application was being reviewed. On August 10, an HR employee informed her that the college had decided to move forward with other applicants.
 It turned out that despite being interviewed by the head coach, the coach had not followed the organization’s hiring process. Spina was never officially offered a job. However, after writing the HR department, she did receive $1,600, allowing her to recoup the money she spent on the move and payment for the week that she worked.
 What steps could Spina have taken to verify her employment status before relocating, and how might these steps have changed the outcome?
 Click to Show Sample Answer Spina could have requested a formal offer letter or contract from the college. Having a signed offer letter or contract would have provided clear evidence of her employment status and outlined the terms and conditions of her job. This document would have legally bound the employer and ensured that she had a confirmed position before she moved. If the college failed to provide this documentation, it would have been a red flag, prompting her to seek further clarification or reconsider her decision to relocate.
 In what ways could the college’s HR department improve its hiring process to prevent similar incidents from occurring?
 Click to Show Sample Answer The HR department should develop and communicate a standardized hiring process to all staff involved in recruitment. Clear, documented hiring procedures ensure that everyone understands the steps required to officially hire a new employee. This includes outlining the need for formal offer letters, background checks, and onboarding protocols. By standardizing these processes, HR can reduce the risk of miscommunication between departments and prospective employees.
 HR could provide each hiring manager with a pre-employment verification checklist that must be completed before a candidate’s start date. A checklist ensures that all necessary pre-employment steps, such as submission of required documentation, are completed before the candidate begins work. This formalized process reduces the risk of oversight and ensures that the candidate is fully vetted and officially hired before they start their job responsibilities.
   
 
	Loh, Matthew. “A woman moved from Florida to Virginia for a new job and worked 7 days. Then they told her she’d never been hired.” Business Insider, October 11, 2023. https://www.businessinsider.com/camryn-spina-moved-florida-virginia-new-job-never-hired-2023-9?amp. ↵
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